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RAPT ATTENTION—AA’s photographer got these shots of top ANA and media brass while Prof. Frey unveiled his agency compensation study in Atlantic City. 


FP TC Joins FDA in 
Effort to Head Off 
New Asian Flu Ads 


WaAsHINGTON, Oct. 31—In an ef- 
fort to head off new advertising 
campaigns keyed to the Asian flu 
scare, two major federal agencies | 


Top Marketer 
Must Be Adman: 
Eldridge to ANA 


Base Ad Budget on issued statements today warning 
. that the government will act) 
Share of Gross Profit, promptly against any company 


which makes false claims dealing | 
with the effectiveness of its prod- | 


He Advises Advertisers 


Out of the Frey Pan, Into the File... 


Frey Finds Commission System 
Irks Two Out of Five Ad Managers 


Recommends No Alternative; Suggests Study, 
Individual Action to Fit Specific Situations 


Full text of the Frey report starts on Page 1A. For ed- 
itorial opinion and reactions of admen see Page 125. 


For other news of the ANA 
meeting see Pages 2, 3, 78 and 82. 
ATLANTIC CITy, Oct. 30—Clar- 
ence Eldridge, marketing consult- 


uct in preventing or treating flu. | 


Atiantic City, Oct. 30—Professors Albert W. Frey and Ken- 


Frey study, and by Paul B. West, 
president of the ANA. Both, in- 
,cidentally, stressed that neither 
|they nor anyone else had seen a 
|preview of the Frey report before 
|it was presented to the meeting. 

| Although Mr. McLaughlin called 


The Food & Drug Administration | |the report “one of the most signif- 


took the position that “some drug | neth R. Davis of Dartmouth came down from Hanover this| icant documents in advertising his- 
preparations will relieve some of | morning to give more than 800 members of the Assn. of National | tory,” he pointed out that the need 


ant and former marketing chief . 
for General Foods and Campbell | these have a proper place in treat- | 
Soup, advised the Assn. of Na-|ing the patient. But aside from | 
tional Advertisers today that ad-|the vaccine there are no drugs) 
vertising managers should be available to prevent this disease.” | 
marketing men and that the top| At the same time, the Federal | 
marketing manager must be an, Trade Commission said, “There is | 
advertising man. “In fact,’ he/no doubt that the commission will | 
said, “the two should be one and | proceed against any person or cor- | 
indivisible.” |poration who attempts to associate | 

“Unless the advertising manag- | his product with a disease it cannot | 
er qualifies as a marketing expert prevent, alleviate or cure.” 
—and thereby wins the right to| The commission said it is check- | 
represent his function in top man- ing all media of advertising “and 


(Continued on Page 128) (Continued on Page 128) 


First Time in Decade... 


Zoom Comes Off the | 
Boom in Canada 


Still Going, but Not \the work of the Gordon Commis- 


their heralded study of advertising agency services and methods 
of compensation. 

There were no major surprises in their preliminary report, 
and no real recommendations for a change in the existing system, 
beyond the basic implication that the present system cannot long 
survive completely unchanged. 

In essence, the brief preview of the $40,000 study initiated by 
the ANA, which will be considerably elaborated in book form by 
the end of the year, indicated: 
¢ 1. “Advertisers are critical of agencies and vice versa. Adver- 
tisers and agencies are critical of media and vice versa. But each 
made many complimentary comments about the others . . . Over- 
all, satisfaction outweighed dissatisfaction.” 

e 2. There is “significant dissatisfaction” with the orthodox 
15% commission system among both advertisers and media, but 
not among agencies. Although a majority (60%) of all advertis- 
ing managers and pluralities of media and agencies find the pres- 
ent system satisfactory, about one-third believe that a system 


'involving net rates, no commissions, and fees fixed by negotia- 


at Former Pace; U.S. 
Trade Poses Problems 


By John Crichton 

Orrawa, Oct. 30—The prevail- 
ing mood of the Canadian market 
is tentative. Underneath the ebul- 
lience that has characterized the 
greatest growth economy of the 
Western World there is a hint of 
tension. For the first time in a 
decade, the zoom is off the Cana- 
dian boom. 

For Canada seems to be in a 
period of reassessment. What the) 
new government, only in power 
for four months, intends to do 


about a variety of pressing prob-|changes are being made to pro-| this | 
lems is a factor. The prevalent vide more Canadian ownership. A | when he said, early in his talk: 
opinion is that the new govern- | new regulation encourages Cana-| r 
ment will be “protectionist,” to a|dian participation in corporations the sensational. That would not 


greater degree than Liberal gov- 
ernments of the past, and that the 
protection will be extended to 
both agriculture and industry. 

A year ago, Canada was ob- 
viously studying her potential— 


|rest 


sion has now been presented. It 
/paints a glowing picture of the 
Canada of 1980; the Canada of 1957 
has to find ways to find its way to 
‘the goals described. 
a A year ago, rumblings of anti- 
Americanism were evident among 
Canadian business men. They still 
are, somewhat disguised by a new 
phrase—“I’m not anti-American, 
I’m pro-Canadian.” There was 
serious question raised then about 
the wisdom and propriety of let- 
ting so high a percentage of con- 
trol of basic Canadian industry 
in American hands. That 
|question still exists, and gradual 


with American control, altering 
\the dividend requirement which 
had made such ownership puni- 
tive. 

Still, informed observers expect 


(Continued on Page 89) 


tion between agency and client, would be a better system. 
© 3. Professors Frey and Davis do not intend to advance any 
plan of their own for setting up an “ideal” compensation system. 
Instead, they rest their case on a complete presentation of the 
facts obtained in their investigation, and their belief that these 
facts justify careful study by advertisers, agencies and media. 
As has been the case when the 
study has been mentioned in the 


past, actual presentation of the 
findings was something of an anti- 


have tried to gather information 
relevant to those problems. We 
cannot give you pat, ready-made 
solutions ...This study should af- 


climax for those who came pre- 
pared for fighting words or a new 
|gospel. Instead, the keynote was 
|conservatism, lack of conflict and 


ford help in raising the level of ef- 
ficiency of future over-all adver- 
tising operations, but it will do so 
only as it aids you to make better 


| heightened partnership. 
Prof. Frey sounded this keynote 


decisions in your specific situa- 
tions. Obviously, we cannot make 
those decisions.” 

“Our aim has not been to seek 
® The same note was struck by 
|help you in your difficult jobs of 
| decision-making, of solving your 
individual problems. Rather we 


| 
| 
| 


Corp., who was in charge of the 
ANA committee which fostered the 


(News Flashes Are on Page 129) 


John B. McLaughlin, vp, Purex | 


the discomforts of influenza, and | Advertisers and their agency and media guests the results of | fr a study developed long before 


jthe anti-trust suit. Advertising is 
now big business and getting big- 
ger, he said, and is now frequently 
a major subject for top manage- 
ment and board of directors dis- 
cussion. 


s The anti-trust suit and the con- 
sent decree focussed attention on 
the compensation system, he said, 
and in the circumstances, “our 
committee’s first objective was to 
calm the troubled waters.” 

“TI think we did this,” Mr. Mc- 
Laughlin said, “and our next ob- 
jective was to study the method. So 
we decided we needed a full-scale 
study of agencies and how they 
serve their clients. 

“Many advertisers have resented 
the rigidity of the 15% commission 
system, but this study is no at- 
tempt to beat down agency com- 
pensation or to destroy agencies— 
rather its purpose is to clear away 
the brush and to get agencies and 
advertisers to work together bet- 
ter and more profitably for all of 
them.” 


® And Paul West also hailed the 
report as “the beginning of the end 
of controversy, and the beginning 
of more profitable and more satis- 
factory relations for all.” The 
|study, he said, can help make 
| needed improvements that “in due 
course will enable us to solve most 
| if not all of the controversial prob- 
lems of the business.” 

As soon as the final study is 
available (probably about year 
end), it will be assigned to the 
ANA management committee un- 
der Henry Schachte, vp, Lever 
Bros. Co., for detailed study, Mr. 
West said, “to determine what we 
can do in a legal and ethical man- 
ner to point the way. It will get 
careful and detailed study. The 
stakes are too great for any hasty 
or half-baked conclusions to be 
drawn.” 


® ANA workshop groups through- 
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No lvory Tower Job 


out the country will study the re-|member will be advised to do what! plish this goal we placed major 
port, which will be available at a|he has been advised to do ever | emphasis on questionnaires. 
nominal price to all interested per- | since the anti-trust suit reared its I would like to add, however, 
sons, but no particular method of | head: Make his own individual ar- that we also spent considerable 
agency compensation will be es-|rangements with his agency or|time in personally interviewing 
poused by the ANA or by Profs. agencies, to suit the individual| the same groups of people to 
Frey and Davis. Instead, each ANA |conditions which govern. | whom we sent questionnaires. In 
|addition, we personally inter- 
| viewed certain key groups, e.g., 
Complete Text of Frey Report | v2r.,20,wnom we ia noi 
send questionnaires. Not only was) 
| this interviewing essential to de- 
MR. FREY | stitution. It is a means of making fine the specific issues on which 
: . oO 
Time supposedly is always of | * *'70né industry still stronger. comiteion tee i wen seb 
the essence. Certainly it is today. necessary to convince us that we 
It is fortunate, therefore, that the | |}could get useful information | 
subject of this hour has been so) | through questionnaires. 
well introduced by the speakers at} Our aim has not been to seek| In some 150 interviews, which | 
the sessions yesterday afternoon | the sensational. That would not /took us to key cities from Boston | 
and this morning. |help you in your difficult jobs of | to Los Angeles, we were able to! 
These individuals have. made| decision making, of solving your obtain insights that helped us im- | 
very clear, it seems to me, why individual problems. Rather we| measurably in interpreting and 
this survey Ken Davis and I are have tried to gather information appraising the data that we sub- 
working on is important. John) relevant to those problems. We/| sequently gathered through mail| 
McLaughlin has just now put the| cannot give you pat, ready-made | questionnaires. 
job in proper perspective, a very | solutions. But we can—and will, I | 
necessary endeavor, because in| feel sure—provide a means by|# Now a word about our sampling | 
spite of repeated explanations | which you can measure and eval-| procedure. In designing our sam- 
there are still too many people) yate your own thinking, your pol-| ple we placed major emphasis) 
who do not understand why the! icies and your procedures. ‘on two key groups—advertising | 
survey was undertaken or the| This study should afford help in| managers and agencies. I might| 
spirit in which it was initiated raising the level of efficiency of just add that although throughout | 
and has been carried on. |future over-all advertising opera-|this presentation we will use the) 
Many of you in this audience | tions, but it will do so only as it|term advertising manager—we| 
don’t have to be told the impor- gids you to make better decisions | are really talking about the prin- 
tance of this study. This is amply jn your specific situations. Obvi-| cipal advertising executive. In a 
evidenced by your willingness to ously, again, we cannot make the|large company this could be a 
fill out those long questionnaires | gecisions. | vice-president in charge of ad-| 
and to give us so generously of| This has been no ivory tower vertising; in a small company it 
your time in interviews. To me,| investigation. Mr. Davis and I could be a sales manager or even 
your cooperation has been amaz-| have been close observers of the a president. 
ing, considering how busy you are | advertising scene for many years. | In addition to advertising man-| 
and that giving us the requested | we have been in almost continuous | agers and agencies we also sam- 


information was not a simple job. 


Advertising Age, November 4, 1957 


The “Frey report” on agen- 
cy services and compensation 
was commissioned by the ANA 
slightly over a year ago, and 
first publicly announced by 
the ANA’s committee on agen- 
cy compensation methods at 
the ANA fall meeting in Chi- 
cago Oct. 24, 1956. 

At that time the committee, 
headed by John McLaughlin, 
then with Kraft Foods Co. and 
now with Purex Corp., an- 
nounced that no standardized, 
ready-made method of agency 
compensation fits the present- 
day needs of advertisers, and 
that individual advertisers 
need up-to-date factual infor- 
mation about agency services 
and compensation in order to 
determine what individual 
courses to pursue. The time 
was ripe tor such a study, the 
ANA said, because the Jus- 
tice Department anti-trust suit 
and consent decree against 
media and agency groups re- 
moved all moral or legal stig- 


Background on Agency Commission Study 


ma from an advertiser making 
individual arrangements with 
his agency. 

As a result Albert W. Frey, 
professor of marketing, Amos 
Tuck School of Business Ad- 
ministration, Dartmouth Col- 
lege, was commissioned to 
make a special investigation, 
and the ANA accumulated a 
fund of $40,000 for the study. 
Prof. Frey made the study in 
collaboration with his Dart- 
mouth colleague, Prof. Ken- 
neth Davis, with the under- 
standing that they were to 
have a completely free hand 
and to report exactly what 
they found. 

The preliminary report giv- 
en at the ANA meeting in 
Atlantic City was the first in- 
dication, for anyone in the ad- 
vertising business, of the actu- 
al findings, although it had 
always been clear that no spe- 
cific recommendations cover- 
ing an agency compensation 
system would be made. 


Agency List, but only 1,800 ot 
these agencies list their accounts. 
We assumed that this group—l,- 
800—represents the agencies do- 
ing a sizable volume of business 


and particularly a national adver- | 


tising job. 

Because agencies totaled only 
1,800, we were able to send ques- 
tionnaires to all of them in our 


When the figures are given to you 


in a few moments, I think you will| qucted the study entirely along 


jcontact with people like your- 
jselves. In addition, we have con- 


be surprised at the size of the re- lines really dictated by practition- 


turns. 


s Your cooperation signifies at 
least three things. First, you, like) 
us, think advertising is tremen-| 
dously important. Second, you, 
like us, think advertising agen- | 
cies are tremendously important. | 
Third, like us, you think the ad- 
vertising industry can beneficially 
take a good look at itself from 
time to time. 

Believe me, this study is in-| 


tended to be beneficial—to aid in|perative are going to continue| Top Management 13,000 


improving advertising operations. 
It’s intended to be constructive, | 
not destructive. If some of the)! 


questions have seemed to be a lit-| the necessarily brief story of the emphasis 


ers in all segments of the field. 
Every single one cf the questions 
in our questionnaires was included 
because you and others gave us 
good reason to think the answers 
would be useful to a significant 
number of people. 


= Some people have said that this 
should be the “definitive” study 
of the advertising industry. We 
disagree. The changes in market- 
ing that have made this study im- 


and make a similar study impera- 
tive 10 or 15 years from now. 


‘pled different types of media and first two mailings. Incidentally, 
‘the top managements of the firms | W@ Sent three mailings to the ad- 
whose advertising managers we) Vertising manager and agency 
were questioning. This top man- Samples. In the third mailing to 
agement sampling was decidedly @8encies, however, we used a 
limited in scope. In total our sam- | Stratified random sample, sending 
ple design looked like this. | questionnaires to all members of 

the American Assn. of Advertis- 


EXHIBIT I |ing Agencies which hadn’t previ- 
Sampling Procedure ously responded, but only to a 
Number  Sise | sample outside of that group. 
in of | 


Advertising Man- 


in their proper proportion we 
have an effective sample of 3,081. 
To put this another way, if we 
had mailed questionnaires to all 
13,000 advertising managers, our 
best estimate is that we would 
have received—in effect—3,081 
completed questionnaires. 

Since we used 100% sample of 
agencies, except in the third mail- 
ing, where we used a stratified 
random sample, the increase in 
size from the actual returns to the 
effective sample is much lower, 
as you see. 

In the case of the media and 
top management samples, I would 


| like to add that we used only a 


single mailing, for reasons too nu- 
merous to elaborate here. Con- 
sidering the fact that the top 
management return was very 


Universe Sample ® In the media group, I will say |small and, at the same time, that 
‘only that similar procedures were|our original sample of top man- 
3,795| used. Specific details of the media |agement was small, we have not 


| ee 13,000 . : , : 
Agencies ........ 1,806 1,806| sample are too involved to out- projected our results to an effec- 
a 5,902 2,107 line here but will be given to you tive sample. We considered data 


1,012 in our final report. We did include | received from this questionnaire as 


| general magazines, radio and tv({a supplement to our major source 
| As you see, in total number of | stations, newspapers, farm publi- of information—advertising man- 
Now let’s get under way with | questionnaires sent out, our major | cations, business publications, and |agers and agencies. 


was on advertising| we made a special study of direct 


tle too searching, and if some of | survey itself. Ken Davis will first | Managers and agencies. Our time! mail and point of purchase media. | 
the findings are quite critical,) tell you a little bit about the de-| is very limited today, but I would | ch t 
please bear in mind that the ques-|sign of the survey. Then we’ll like to comment briefly on certain) = As I indicated to you earlier, | advertising managers 23.7%, agen- 
tions were asked and the answers|show you the summaries of the aspects of our sampling proce- only a very small sample of top cies 28.1%, media 10.1%. The actu- 


are presented in order to provide answers to some of the questions | dure. 
something worth while for you| we asked. We’ll close with a state-| 


and the advertising industry. 


ers and agencies were critical of | 


management was taken. 


s Our effective sample per cent 
for each of these groups then is: 


This | al per cent return for the top man- 
The sample of 3,800 advertising| sample included all the presidents |agement questionnaire would be 


ment of what the chief implica- | Managers is a stratified random | of firms in the ANA, and about | 19.1%. 

In talking to us and writing to tions of the findings seem to be| sample. Because we wanted _to| an equal number of presidents se- | 
us, advertisers were critical of| and indicate the sort of action we Make sure that our returns in-| lected at random in our sample of made. In the slides that Al Frey 
agencies and vice versa. Advertis- | think is called for. 


All the way through this pre- 


media and vice versa. But each of sentation we'll be tempted to em- 
these groups—including many of) phasize that this is a preview; 


you—made many complimentary 
comments about the others. Also, 
many individuals did a little con- | 
fessing to weaknesses in their 


own organizations or operations. | port; 


| that time doesn’t permit saying 


more in this presentation; that 
much, much more information 
will be presented in the final re- 


Over-all, satisfaction outweighed | the information by industrial and 


dissatisfaction in comments we|consumer advertising, by size of| out of every four on a random | / . . : 
|basis from the Standard Adver-|we received 845 questionnaires.|in our effective sample are 70% 


received. j}account, by size of agency, etc., 


® Let me quote from a letter I re- frain from such repetition, but | 


'ete., will be included. We'll re- 


that many breakdowns of 


|cluded a high proportion of the| non-ANA firms. 
| larger advertisers, we sampled | 


One further comment should be 


is going to show you in a minute 


Now let’s take a look at the re-| you will see that we have pre- 


| every member of the Assn. of Na-| sults of this sampling. See Exhibit| sented the opinions and practices 


tional Advertisers. We assumed 2. 
| that the members of this organi- 
‘zation were the larger advertisers | tion to the number in the universe 
| in the country. |and the size of the sample, the ac- 
From those advertisers who are' tual number of returns, the ef- 
not members of the ANA—ap- fective sample size and the effec- 
proximately 12,500—we took one |tive sample per cent. Thus, look- 
ing at the advertising manager, 


tising Register. 


ceived from an agency president | please do bear in mind that this is put these two parts of our random | 


this summer: 

There is no profession, whether it be | 
law, medicine or engineering, that is per- 
fect im all its practices and techniques. 
Since our profession deals with the great- 
est complex in the world—human nature | 


a preview. 
Now, Ken Davis. 
MR. DAVIS 
At the time that this project 


-it has, by that very fact, more than its | was initiated, Al Frey and I had 


share of imperfections. 


I do not feel, as has been expressed in 
some quarters, that this exploration of 


yours is a reflection upon the agency | advertising field than had hereto- | Advertising Register lists 14,000 
business. By the same token, I do not|fore been gathered. We did not/ national advertisers, but we re- 


feel that there are very many adver-| want to make just another survey. duced this by 1,000 to take into 
tisers who can scornfully point a critical | = 


finger at the agency business, in general. | 


The “mote in their own eye” may be as | 


large or larger! The unsung contributions | 


the agency business has made to the 


existence and growth of many of Amer- 
important industries should not be | formation from all 


ica’s 
overlooked in examining its faults. 
To these words we 


}one major objective. We wanted) had sent questionnaires to every 
Imperfections are not indictments, and| to produce better data on opin- | one of the 13,000 advertising man- 


jions, attitudes and practices in the 


Accordingly, our whole approach 
was to do as thorough and com- 
| prehensive a study as possible. 

To us this meant obtaining in- 
the major 
groups associated with advertis- 


say,|ing. It also meant obtaining from tion in your minds. It is true that | 
“Amen.” This study is not a re-|each of these groups a consider- there are 3,300 agencies in the | 
flection upon anybody or any in-' able amount of data. To accom- | Standard 


|sample together in their proper 
| proportion. The result of this is 
| what we will call an “effective 
sample.” The effective sample, in 
jother words, represents the re- 
'turn we would have gotten if we 


lagers. Incidentally, the Standard 


Advertising Managers 


| Agencies | 1,806 
|account firms that had gone out) 
of business or did no national ad- 
vertising in 1956. Media 9,902 


Top Management 


|}@ In the case of agencies, the 
| number 1,800 may raise a ques- 


Advertising Register| 


of all advertisers, and those who 


In this table, we see, in addi- | have budgets over $1,000,000. This 


latter group, in our effective sam- 
ple, included some 447 advertis- 
ers. 

Analysis of the membership of 
the ANA and public records of 
leading advertisers indicates that 


|But when the two parts of this) of all advertisers spending in ex- 
When our returns came in, we stratified random sample are put cess of $1,000,000. For example, 
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Advertising Age, November 4, 


“This is just a preview .. .” 


Printers’ Ink, in its latest annual 
survey, indicated that there were 
374 advertisers spending in ex- 
cess of $1,000,000 annually. Print- 
ers’ Ink data, however, are based 
upon only seven major media. 
They exclude the important spot 
radio medium, and of course a 
large proportion of advertising 
budgets is spent for things other 


than media. Thus our data reflect 
total appropriations for 1956, 
whereas the Printers’ Ink data 


represent only expenditures with- 
in these seven major media. 


Big, Small Advertisers 


Unquestionably you will be in- 
terested in the representativeness 
of our sample results. We can tell 
you this. Our over-all results are 
undoubtedly weighted with opin- 
ions and practices of the larger 
advertisers. 

Despite the fact that we select- 
ed a representative sample, we 
know that we received a higher 
rate of return from large adver- 
tisers. 

The large advertiser who is vi- 
tally interested in these problems 
took the time to fill out our ques- 
tionnaire. Small advertisers, hav- 
ing less at stake, did not fill in our 
questionnaires at the same rate. 

In a way, we think this a happy 
result, because in our final report 
we will present our data by size 
of advertiser, and we will have a 
sufficiently large number of re- 
turns among both large and small 
advertisers so that our sample 
sizes in each category will be ade- 
quate for statistical purposes. 

I might also add that this pat- 
tern of higher rates of return also 
applied to advertising agencies— 
our over-all rate of return there 
was 28.1%, but those agencies 
billing in excess of $10,000,000 an- 
nually replied at a rate of 45.6% 
(based on ADVERTISING AGE’s esti- 
mate of number of agencies bill- 
ing in excess of $10,000,000). 


s Finally, in a survey like this 
there is a possibility that those 
who replied differ in their opin- 
ions, attitudes and practices from 
those who did not reply. On this 
issue I think we can make only 
these two observations: 


e First, our final conclusions are 
a composite picture of data ob- 
tained from these surveys, per- 
sonal interviews and a careful ex- 
amination of available literature 
on advertiser-agency working re- 
lationships and compensation. 
Thus to the extent that such per- 
sonal interviews can be compared 
with statistical results of survey, 
we feel our survey results are in- 
dicative of the industry’s opinions, 
attitudes and practices. 


e Second, when you consider the 
rate of return on our question- 
naires from the larger advertisers 
and agencies, I believe you will 
agree that our data are represent- 
ative of a substantial segment of 
the industry. 
Thus our returns represent: 


1957 


Professors Frey and Davis Deliver the Report... 


“Only 60% are satisfied .. .” 


budgets in excess of $1,000,000. 

71.5% of all ANA members with 
budgets in excess of $1,000,000. 

60% of all ANA members. 

64% of all agencies billing in 
excess of $30,000,000. 

55% of all agencies billing in 
excess of $5,000,000. 

45% of all members of the 
American Assn. of Advertising 
Agencies. 


MR. FREY 


Our final report will contain a 
great many tables—dozens of 
them—summarizing the answers 
to the questions on our question- 
naires. Today we can show you 
only a few, not only because of 
time limitations, but also because 
many of them do not lend them- 
selves well to platform presenta- 
tion. 

The tables we are showing 
here can be classified into three 
groups: Agency services, working 
relationships and agency compen- 
sation. 

There are five tables in the 
agency services group to be 
shown first. We asked advertising 
managers several questions about 


the services they received from | 
their agencies and how they rated | 


them—excellent, 
poor. 


good, fair or 


Table I shows how one of these 
questions—“Considering all the 
services combined that your agen- 
cy performs for your company, 
how would you rate its opera- 
tion?”—was answered by all ad- 
vertising managers and by those 
with budgets over $1,000,000. 

Note that the large advertisers 
rated their agencies’ performance 
slightly better than all advertis- 
ers. 

We also asked advertising man- 
agers how they rated 18 catego- 
ries of non-basic services that 
they received from their agencies. 
The ratings for six of these serv- 
ices are shown in Table II. 

Such a tabulation shows the 
relative rating of the various 
services. Note, for example, how 
copy research rates relative to 
market research. 

You saw in Table I how adver- 
tising managers rated the over-all 
performance of their agencies. 
Now we see in Table III the 
reasons given for ratings below 
excellent. By poor service is 
meant “slow, unreliable, produc- 
tion delays,” etc. Lack of tech- 
nical skill refers to weakness in 
producing satisfactory art, copy 
and layouts. 

The other reasons are probably 


self-explanatory. With the excep- 


TABLE I 


OVERALL RATING OF AGENCY SERVICE 
(advertising manager opinion) 


ADVERTISING MANAGERS 


% x 

Excellent 318 415 

Good 52.9 428 

Fair 13.8 15.5 

Poor 15 2 

TOTAL % 100.0 | 100.0 
Effective sample 3081 44] 

TABLE I 


70% of all advertisers with 


Excellent 286 | 271 | 342 | 248 | 442 | 208 
Good 526 | 547 | 496 | 486 |} 427 | 495 

Fair 18.1 79 | 128) 196 12 | 255 

Poor J 3 34 70 19 42 
TOTAL % | 100.0 | 100.0 | 1000 | 1000 | 1000 | 1000 


“Our sample is adequate... 


” 


tion of “weak in personnel,” the 
reasons are mutually exclusive for 
the most part. “Weak in person- 
nel,” as a reason, cuts across most 
of the others. 

Still investigating the general 
area of agency service, we asked 
advertising managers to tell us 
their agencies’ greatest strength 
and greatest weakness. Here in 


“Didn’t seek the sensational .. .” 


Poor Service | 105 | 63 

Lack Technical Skill | 80 | 6.0 

Not Create | 8.0 | 10.7 

Inadequate Product Knowledge | 7.4 | 62 
Not Cooperative | 39 | 9.1 

Lack Marketing KnowHow | 30 | 28 
Poor Media Selection | 9 s |) 


uh 


ag 
2 


“No pat solutions . . 


Table IV you can see the percent- 
age of times all advertising man- 
agers, and advertising managers 
spending over $1,000,000, men- 
tioned particular strengths. Note 
the emphasis of the larger adver- 
tisers on creativity. 


s Next, in Table V, is a similar 
(Continued on Page 132) 


TABLE Ill 


REASON FOR RATING SERVICE LESS Lael 


High Costs} 9 3 

Weak in Personnel] 97 | 95 
All other Reasons] 21.4 | 16.2 
Did not answer | 26.3 | 30.9 
TOTAL % | 100.0 | 100.0 
Effective sample | 2127 | 265 


Technical Skill | 15.1 | 15.2 
Knowledge of Product} 133] 7.0 
Service |} 11.4] 78 

Creative Ability} 9.3 | 149 
Cooperation} 6.1) 35 
Marketing KnowHow| 3.7 | 3.3 
Media Selection} 27 | 18 


integrity} 20] 65 

Cost Conscious} 1.7 | 10 
Personnel Strength} 87 | 89 
Ail others | 129 | 20.4 

Did not answer | 13.1] 97 
TOTAL % | 100.0 | 100.0 
Effective sample | 3081 | 447 
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‘Plunge into Id’ Is ‘Research Folly’... 


Shun Motivation Research ‘Alchemy’; 
Demand All Data, Brown Tells ANA 


JWT Men Urge Use of 
Business Papers; Davis 
Lauds Many-Product Ads 


ATLANTIC City, Oct. 30—Adver- 
tisers were told here yesterday 
they might sidestep the “pitfalls” 
and “traps” of motivational re- 
search. 

Dr. Lyndon Brown, vp in charge 
of media and merchandising and 
research of Dancer-Fitzgerald- 
Sample, outlined six principles 
aimed at protecting advertising 
management. These, he told the 


Ritchie Moves 
Brylcreem, Eno 
Accounts to K&E 


Branch Offices Seen 
as Lure; Shift Is Blow 
to Atherton & Currier 


New York, Oct. 30—Atherton 
& Currier, an agency which re- 
cently celebrated its 30th anni- 
versary, today heard those bitter 
words: “You've done a great job 
for us, but... ” 

The condolences came from a 
client of 15 years standing, Harold 
F. Ritchie Inc., Clifton, N.J., mar- 
keter of Brylcreem (“The world’s 
largest selling men’s hair dress- 
ing”), Eno antacid and Scott’s 
Emulsion. 

Ritchie announced that effec- 
tive Feb. 1, Kenyon & Eckhardt 
will take over advertising for Bryl- 
creem and Eno. J. Walter Thomp- 


‘Success Speaks for Itself’ 


New York, Oct. 30—J. Dennis 
Molnar, vp and copy chief of Ath- 
erton & Currier, today issued the 
following terse statement to Ap- 
VERTISING AGE on the agency’s loss 
of the Brylereem account: 

“The success of Brylcreem 
speaks for itself. Out of a group 
of over 400 hair dressings, Bryl- 
creem has risen to fourth place 
nationally, and in certain major 
markets to second place. 

“Most of this increase has taken 
place since 1952, when the first 
successful test patterns for Bryl- 
creem were established. During 
this time, Brylcreem has grown 
from sectional to full national dis- 
tribution in both food and drug 
outlets.” # 


son Co. was assigned Scott’s Emul- 
sion last year. 

Brylcreem and Eno are current- 
ly billing around $7,000,000, with 
Brylcreem accounting for the bulk 
of this expenditure. 

Maurice E. Bale, president of 
Ritchie, said the agency change 
is being made in spite of the “ex- 
cellent job” Atherton & Currier 
has done. 

“The fact is,” he said, “that we 
have come to a point in our growth 
where we have increasing need 
for the kind of marketing serv- 
ices which a larger agency is bet- 
ter equipped to provide.” 


® The account loss is a bone crush- 
er for Atherton & Currier, since it 
represents a sizable portion of its 
billings, and since it had prided 
itself on the job it had done for 
Brylcreem. One observer said here 
this week: “Brylcreem was one of 
those success stories Nielsen uses 


(Continued on Page 127) 


Assn. of National Advertisers, go 
like this: 


e There is no mystery about mo- 
tivational research. There are no 


ANA Meeting 


secret weapons not known to any 
qualified researcher. 


e Don’t fall for the alchemist, the 
super-salesman. It is a great temp- 
tation to become a name dropper. 


e Get an adequate independent 
review of the entire body of data 
on which the research is based. 
Don’t be satisfied with a report 
limited to a few scattered exam- 
ples, interpretations and opinions. 


e Don’t confuse product motiva- 
tions with brand selection motiva- 
tions. 


e There is no one great overpow- 
ering motivation impelling pros- 
pects to select a particular brand. 
Actually, there is a complex of 
many motivations in any given 
(Continued on Page 22) 


Ten Toys Receive 
‘Science, Mechanics’ 
‘57 Merit Award 


Cuicaco, Oct. 29—How about a 
set of toy Tele-Typer machines for 
your kids this Christmas, so they 
can send messages back and forth, 
just like daddy trying to get an 
answer to a query to the home of- 
fice. 

Or if you’re in the art depart- 
ment, a machine that creates and 
projects on wall or small screen 
some 542,000 cartoons. If you’re in 
radio-tv, perhaps a toy disc voice 
recorder will suit your kids better. 
They can record their own soap op- 
eras and commercials. 

These are three of the ten me- 
chanical toys which today received 
the Science & Mechanics award 
of merit in the magazine’s second 
annual National Toy Preview sur- 
vey. 

The Tele-Typer is made by Bell 
Products Co., St. Louis; the Car- 
toon-O-Scope, which projects the 
542,000 combination cartoons, is 
made by Product Miniature Co., 
and the toy disc recorder is a 
product of General Molds & Plas- 
tics Corp., New York. 


s Other award winning toys were 
a sky sweeper truck, an army ve- 
hicle that ejects toy missiles and 
has a battery operated kleig light, 
made by Ideal Toy Corp., New 
York; a play drill which, oper- 
ated on a battery and guaranteed 
harmless, uses little plastic at- 
tachments to tighten screws, pol- 
ish, mix and grind, by Kenner 
Products Co., Cincinnati; an elec- 
tric bell organ, a battery powered 
toy organ with coded keys and 
music book, so junior can play his 
favorite selections from Bach, Of- 
|fenbach and Stravinsky, made by 
| Knickerbocker Plastics Co., North 
| Hollywood, Cal.; a detailed, scale 
model of an army atomic train, by 
Kusan-Auburn Inc., Nashville; a 
telescoping crane, by Ny-Lint Tool 
& Mfg. Co., Rockford, Ill; a Gold- 
en Sonic car of the future, with a 
“radar” screen, which can be di- 
rected to go forward or backward 
or left or right simply by the tone 
of a whistle; and Big Max, a bat- 
tery-contrelled robot which picks 
up little metal chips and loads 
them on or off a conveyor belt, 
made by Remco Industries, New- 
ark, NJ. 
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BUT PIELS, OFFICER—The newest of a series of “straight men” to share 
the Piel Bros. tv spotlight with veteran comedians Bert & Harry 
is shown here. First to break into the act was “Otto, the Brew 
Master,” introduced to viewers a few months ago. Next came an in- 
tavern commercial, with a silent bartender. Now it’s a skit with 
a motorcycle cop who has plenty of lines. The commercials are 
produced by Terrytoons and UPA Pictures. Piel Bros. commercials 
run in markets in the Northeast. Young & Rubicam is the agency. 


‘Single Best Promotion’ .. . 


Keep Market Data Clear, Current, 
Fact-Packed, Ensrud Tells NNPA 


Speakers Stress Need 
of Newspaper to Win 
identification by Readers 


Rockrorp, ILu., Oct. 29—Annu- 
al market data books are by far a 
newspaper’s best single promo- 
tional device, an agency media 
buyer told the National Newspaper 
Promotion Assn.’s central region 
meeting here today. 

A. G. Ensrud, media director of 
J. Walter Thompson Co., Chicago, 
told the promotion men that “If a 
media man were to pick out one 
single kind of promotion as being 
the best, I believe the annual mar- 
ket data books would get an over- 
whelming vote.” 

Maps showing the city zone, re- 
tail trading zone, circulation zones, 
population, economic status and 
other market data are an extreme- 
ly important part of these data 
books, he said. 

“The need for good maps is al- 
most insatiable. Our files [of mar- 
ket data maps] become quickly 
depleted,” he noted, “because maps 
are frequently incorporated in re- 
ports to clients.” 

Other material that should be 
grouped with market data books 
for high value, he added, includes 
studies of brand preferences, in- 
ventories and readership. 


e Mr. Ensrud also had several 
suggestions for improving the val- 
ue of direct mail promotion by 
newspapers: 


e Reports of circulation and lin- 
age gains, usually written for 
“flash reading,” could be improved 
if more information were given 
and the scope of the report broad- 
ened. 


e A newspaper copy, or a section 
of the issue, sent as a promotion 
piece, should be accompanied by 
some sort of a note explaining why 
it was sent and who at the agency 
is to get it. 


e Promotional material should be 
in convenient size and shape for 
filing. Much good material is 
thrown out, Mr. Ensrud said, be- 
cause there is no way to file it. 


e Promotional material should 
carry on the front cover clear iden- 
tification of the newspaper in- 
volved. “A high percentage of di- 
rect mail promotion either leaves 
off the name of the newspaper or 
the identification is so fragmen- 
tary that the file clerk cannot file 
it unless it is marked by the media 
manager,” Mr. Ensrud noted. 

“Sometimes,” he added, “it is al- 
most impossible to mark the piece 
for filing because the cover is so 
dark or the paper stock of such 
a character that it cannot be 
marked.” 


e Dates should be included on pro- 
motion pieces. “I have had the ex- 
perience of trying to use material 
for a recommendation,” he said, 
“only to find an [untimely] date 
hidden somewhere near the mid- 


(Continued on Page 56) 


Wilcox Feld 


Staley 


Todd Klusmeier 


SPELLBINDING—Dorothy Staley of the Nashville Tennessean holds the 

attention of four newspaper promoters at the National Newspaper 

Promotion Assn. central region meeting. They are Howard Wilcox, 

Indianapolis Star & Tribune; Bernard Feld, Birmingham News & 

Post Herald, and William K. Todd and William H. Klusmeier, both 
of the Rockford Star and Register-Republic. 


Piel Bros. Sues 
on Infringement’ 
of Bert & Harry 


Brewer Seeks to Enjoin 
Gunther Brewing, SSC&B 
from Use of Characters 


New York, Oct. 30—Bert & Har- 
ry are in the news again, in a new 
way. 

The zany cartoon characters that 
have been doing an unorthodox job 
of selling beer for Piel Bros. since 
1955 have become principals in two 
lawsuits filed by Piel Bros. against 
Gunther Brewing Co., Baltimore, 
and its former advertising agency, 
Sullivan, Stauffer, Colwell & Bay- 
les. 

The suit against Gunther was 
filed Oct. 15 in the U. S. district 
court in Baltimore. The complaint 
alleges that Gunther, since July, 
1957, “has wilfully, without au- 
thority, justification or license” 
from Piel Bros., “appropriated and 
used for its own purposes copies 
and confusing simulations” of 
much of Piel’s Bert & Harry ad- 
vertising material. 

Piel’s complaint charges unfair 
competition by Gunther, alleges its 
“misappropriation” of Piel’s prop- 
erty has caused and is causing 
“great damage ... which will be 
irreparable unless restrained” by 
the court. 

Piel asks that Gunther be re- 
strained from the use of such rep- 
resentations in its advertising while 
the case is before the court and 
seeks a permanent injunction and 
appropriate damages. The amount 
is unspecified. 


® In the action brought in the state 
supreme court here, filed Oct. 25, 
against Sullivan, Stauffer, Colwell 
& Bayles, Piel charges trademark 
infringement, seeks temporary and 
permanent injunctions and asks for 
the recovery of damages. 

At the agency it was said that 
there would be no comment on the 
case. All of the executives were 
said to be out of town or ill. 

At Gunther, W. C. Geoghegan, 
director of advertising, said that 
the brewery had no statement or 
comment to make at this time. 

It is expected that answers to 
the complaints will be filed within 
30 to 60 days. 


s The cartoon characters Bert and 
Harry made their appearance on 
tv commercials in 1955. They were 
dreamed up at Piel’s agency, Young 
& Rubicam, by copywriter Ed 
Graham and artist Jack Side- 
botham. The cartoon characters 
were filmed by United Productions 
of America, and comedians Ray 
Goulding and Bob Elliott furnished 
the “brothers’ ” voices. 

Later the characters were used 
also in other media and stimulated 
lots of fan mail. Most of the letters 
wanted to know whether there is 

(Continued on Page 80) 


Mayer to Confront 
Another Psychologist 


New York, Oct. 29—David 
Mayer, president of Market Psy- 
chology Inc., three-year-old moti- 
vation research company, con- 
tinued his winning ways last 
night on “Twenty-One,” the Phar- 
maceuticals Inc. sponsored quiz 
show on NBC-TV. 

Mr. Mayer, who got his start 
in the motivation research field 
with Dr. Ernest Dichter, defeated 
Clyde Marr, of Toledo, and in- 
creased his winnings to $34,500. 
He has been on the program for 
five weeks. Next Monday night he 
will return to face a clinical psy- 


chologist. + 
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‘We'll Take Account, Let Commission 
Go, Warwick & Legler Told Schick 


Case Reveals Glimpses 
of Account Shifts; May 
Redefine ‘Paid for’ Phrase 


New York, Oct. 30—The rights 
of an agency and client to an idea 
submitted by the agency but 
never used by the client will be 
clarified when the trial of War- 
wick & Legler and Sperry-Rand 
Corp. vs. Schick Inc. comes up for 
final hearing early next year. 

In the meantime the suit last 
week in Philadelphia, giving the 
plaintiffs a temporary injunction 
prohibiting Schick from using its 
“cotton pickin’” campaign—aside 
from its importance to the parties 
in dispute—has significance and 
interest to the advertising busi- 
ness in general from several] an- 
gles: 


e 1. It tells of such usually un- 
publicized events as what hap- 
pened between the agency and 


Stilson Is Named 
to Head McCann’‘s 
International Unit 


New York, Oct. 31—Wilbert G. 
Stilson, one of the two exec vps at 
McCann-Erickson Inc. (Robert E. 
Healy is the other), was today 
named president of McCann-Erick- 
son Corp. (International), becom- 
ing the fourth president the inter- 
national division has had in less 
than two years. 

Bert Stilson, who is currently in 
Germany on McCann business, 
joined the agen- 
cy 13 years ago 
rising to chair- 
man of the fi- 
nance committee 
and treasurer. He 
was appointed 
exec vp last De- 
cember. 

Mr. Stilson re- 
places Edward R. 
Beach, who is re- 
turning to the 
parent company 
as chairman of the marketing plans 
board and a member of the home 
office administrative council. Mr. 
Beach will continue as a director 
of McCann-Erickson Corp. (Inter- 
national). He became president of 
the international company in April, 
1956. 

McCann is, in effect, rotating the 
presidency of the international 
company among its top executives 
to give them familiarity with the 
agency’s overseas business. Mc- 
Cann derives 20% of its total bill- 
ings from international operations. 


Bert Stilson 


® Prior to Mr. Beach’s tenure, 
Frank White served as president 
and board chairman of the inter- 
national company. Mr. White is 
now a senior vp and treasurer of 
McCann-Erickson. Robert Healy 
succeeded Mr. White as board 
chairman of McCann-Erickson 
Corp. (International) last Decem- 
ber. 

George Giese, who was presi- 
dent of the international company 
until December, 1955, is now a 


senior vp of the parent company. = | 


A New and Different Hospital-Medicat- 


>| Kelley, 


client presidents as a $4,500,000- 
$5,000,000 account made its exit. 


e 2. It describes graphically two 
versions of how the same idea was 
conceived by two agencies. 


e 3. It details the termination 
agreement between client and 
agency. 

e 4. It gives the financial details 
behind the sale of an idea to a 
potential client. 


e 5. It presents, for considera- 
tion, without any legal evaluation 
as yet, a concept that the phrases 
“charged for” or “paid for” may 
be a “phrase of art” in the adver- 
tising business, with a meaning 
quite different from the accepted 
definition, by virtue of the rea- 
soning that an agency “charges 
for” and a client “pays for” auto- 
matically, through the operation 
of the 15% commission system. 


s These were among the phenom- 
ena brought to light in the course 
of the two and one-half days’ tes- 
timony—filling more than 500 
pages—earlier this month on the 
injunction suit (AA, Oct. 28). The 
case was considered important 
enough to both sides so that both 
presidents—H. Paul Warwick, of 
W&L, and Kenneth Gifford, of 
Schick—were among the witnesses 
presented. Some of the other wit- 
nesses were Henry M. Legler, vp 
and creative director of the agen- 
cy; Robert Clarke, advertising 
manager of Sperry-Rand’s Rem- 
ington Rand division; Victor G. 
Bloede, copy chief at Benton & 
Bowles; Brown Bolte, exec vp of 
B&B; Morton J. Simon, advertis- 
ing attorney, and Dr. William T. 
marketing professor at 
the University of Pennsylvania’s 
Wharton school. 

In granting the preliminary in- 
junction Oct. 21, J. Cullen Ganey, 
federal district judge, said he 
thought the cotton test idea “is 
novel ... and I think irreparable 
injury would result if I did not 

(Continued on Page 129) 


Bankers Life Sets 
Car Card Campaign 
in 70-Plus Markets 


Cuicaco, Oct. 29—Bankers Life 
& Casualty Co., Chicago, origina- 
tor of the White Cross Plan of 
hospital, medical and surgical in- 
surance, has begun its eighth con- 
secutive year of transit advertising. 

Using ads in street cars, buses 
and subway cars in more than 70 
markets, Bankers Life has become 
one of the nation’s largest users of 
this medium. 

All car cards advertising the 
White Cross Plan carry a keyed 
pull-off postcard pad. The latest 
ad was announced by Mutual 
Transportation Advertising Inc., 
Chicago, national sales representa- 
tive for more than 250 transit 
companies, which handles the bulk 
of Bankers Life ads. The new ads 


jpoint up a feature of the plan 


which provides for rates which 
cannot be raised. 


can teva be Ratsod You mst 


THE WHITE CROSS PLAN ste S BANKERS LIFE & CASUALTY C0. Osher 


Grant, Schwenk & Baker Inc., 
Chicago, is agency for Bankers 
Life. = 


Plan to hen Son wcheates | 
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TAKE ONE—Bankers Life & Casualty Co., Chicago, begins its eighth 


year as a heavy car card advertiser with this ad, featuring keyed 
pull-off postcard pads. 


MILLIONAIRE’S RAMBLER—T his ad com- 

bines both cartoon technique, by 

O. Soglow, and the national shrine 

theme of Rambler’s new ad pro- 

motion. Geyer Advertising is the 
agency. 


‘58 Rambler Will 
Get $6,000,000 
Advertising Push 


Detroit, Oct. 30—Advertising 
for the 1958 Rambler will be pat- 
terned after the car’s engine—high 
mileage for the dollar. 

That is what Fred W. Adams, di- 
rector of advertising and merchan- 
dising of American Motors Corp., 
builder of the Rambler, says. 

The advertising, via Geyer Ad- 
vertising, will be built around 
several themes, but notably around 
economy. 

The newspaper schedule will be 
revised. 1,500 dailies will be used 
on a one-insertion-a-week basis. 
Space will be smaller. 

The company will spend $6,000,- 
000 advertising the Rambler in 
1958, as much as it spent in 1957 
promoting the Rambler, Nash and 
Hudson. 

AMC recently dropped Nash and 
Hudson and said it will concentrate 
on the small-car market. 


® To lend interest to the ads sev- 
eral of the country’s top cartoon- 
ists will be used to tell the story 
more effectively. 

The magazine promotion will be 
in three phases. 

Phase I, in Life and The Satur- 
day Evening Post, will use four- 
color spreads featuring national 
shrines. 


(Continued on Page 80) 


Regal Advertising, 
TV Barter Agency, 
Opens in New York 


NEw York, Oct. 30—A new ad- 
vertising agency, Regal Advertis- 
ing Associates, has opened shop 
here to specialize in tv film barter 
deals. 

Principals in the agency are Sid- 
ney Barbet and Charles Weigert. 
Both were formerly with Paul 


Venze Associates, in Baltimore, Mr. | 


Weigert as vp and general manag- 
er and Mr. Barbet as film buyer. 

Regal Advertising, which is lo- 
cated at 44 W. 55th St., reports it 
already has three clients signed. 
The first announced product for 
the agency is Silf-skin, an Exqui- 
site Form girdle which previously 
had a somewhat limited distribu- 
tion. Regal is already lining up tv 
spots for this product in about 125 
cities; a 200-city campaign is 
planned eventually. 

Mr. Weigert said the other two 
client announcements will come 
from the companies involved. 

Meanwhile, Gunther Goldsmith, 
formerly with TAA Inc., has joined 


the agency as a time buyer. # 


‘Creatively Dishonorable’ 


Cunningham Hits TV's 
‘Waves of Imitation’ 


McCann's Lindquist 
Replies, Telling ANA 
TV Is ‘Mature’ Medium 


AtLantic City, Oct. 30—Televi- 
sion programming is pretty, or 
pretty crummy—depending on 
your point of view. Turning 
thumbs down yesterday was John 
P. Cunningham, president of Cun- 


Coty President 
Blames Losses on 
Heavy Ad Costs 


WILMINGTON, Det., Oct. 29—In 
its fiscal year ended last June 30, 
Coty Inc. spent $3,200,000 on ad- 
vertising and sustained a net loss 
of $1,071,608. 

Philip Cortney, president of 
Coty, cited this advertising cost 
at the annual stockholders’ meet- 
ing yesterday as one of the prime 
reasons for the red ink. 

He pointed out that since the 
company entered the cosmetics 
field consumer advertising expen- 
ditures have had to be increased 
sharply to meet competition. He 
said the $3,200,000 figure repre- 
sented an increase of $850,000 over 
the previous year. 

Another important reason for the 
deficit, he said, was research and 
development costs on a new prod- 
uct, the nature of which he refused 
to reveal. “In our industry,” he 
noted, “spying is a very common 
thing . . . even to the extent of 
tapping wires.” 


® Mr. Cortney reported that op- 
erations in the quarter ended Sept. 
30 resulted in a further loss of 
$210,056, but he predicted that the 
company would show a profit of 
$1,000,000 for the six months to 
end Dec. 31. 

Heineman, Kleinfeld, Shaw & 
Joseph, New York, is Coty’s agen- 
cy. # 


ningham & Walsh, who spoke here 
at the annual meeting of the Assn. 
of National Advertisers. ¢ 
“The core of the content of tv,” 
he said, “seems to move in great 


ANA Meeting 


massive waves of imitation—some 
of which I believe is creatively dis- 
honorable. 

“Today it seems to be quiz 
shows, singing emcees and adult 
westerns. But remember the waves 
of roller derbies, wrestling and 
plunging necklines—a dozen as- 
sorted Dagmars.” 

He said quiz shows today some- 
times “propagate themselves like 
amoeba,” and, he said, “It looks 
as if the living rooms of America 
will become noxious this fall with 
the smell of smoking guns.” 

As for singing emcees: 

“A swarm of singers has taken 
over the air space recently evacu- - 
ated by comedians. They are all 
well relaxed and emceeing variety 
shows, the only variety of which 
seems to be the order in which the 
revolving emcee singer and his 
(or her) revolving singing guests 
revolye—on each other’s shows.” 


s But this last was a point in pro- 
gramming’s favor, in the eyes of 
Lansing B. Lindquist, vp and as- 
sociate director of McCann-Erick- 
son’s television-radio department. 

“The Eddie Fisher and George 
Gobel combination,” said Mr. Lind- 
quist, “is a tremendously inventive 
way to continue continuity of pro- 
gram without wearing out the stars 
on their material. Here both Mr. 
Fisher and Mr. Gobel are permit- 
ted the luxury of alternate-week 
programs, but since they are guests 
on each other’s hours, continuity 
is maintained.” 

Mr. Lindquist’s views came in a 
speech hailing the “new maturity 
of the broadcast media.” He said 
the marks of that maturity could 


(Continued on Page 37) 


Phoenix Builder Builds $3,500,000 in Sales 
in 30 Days on ‘Better Homes’ Idea Home 


PHOENIx, Oct. 29—A local 
builder, John F. Long, hitched his 
sales plans to a Better Homes & 
Gardens 1957 Idea Home promo- 
tion, and reports he chalked up 
$3,500,000 in sales in less than 30 
days. 

Mr. Long is one of 76 builders 
in the U.S. who was contracted by 
the magazine to build and show 
the model 2709 Idea Home of the 
Year, featured in the September 
issue of BH&G. 

Each year, BH&G, working with 
an outstanding residential archi- 
tect, designs an Idea Home. It 


is built and displayed in cities 


INVITATION—A ttention-getting invi- 
tations were extended Phoenix 
residents to visit the Idea Home 
and development of Mr. Long by 


“sandwich” girls. 


across the country. When a build- 
er is contracted, the magazine pro- 
vides him with a selling program 
and suggestions on how to pro- 
mote and advertise the Idea Home. 

Using the Better Homes & Gar- 
dens Idea Home as a drawing card 
to his exhibit in the new Mary- 
vale development, Mr. Long said 
that, as a direct result of the pro- 
motion, he sold the BH&G home 
for $17,000, in addition to 318 other 
homes, averaging $11,000 each. He 
said a record attendance of 115,- 
000 viewed the Idea Home during 
his 30-day open house, and at the 
end of eight weeks, estimated total 
traffic in his Futurama exhibit of 


new homes at 250,000. 


s BH&G reports exceptional sales 
results also were achieved by the 
other 75 Idea Home builders. Of 
the more than 1,000,000 viewers, 
more than 1,200 actual sales leads 
resulted. 

Of all 76, Mr. Long was the top 
advertiser. Utilizing all the mag- 
azine’s services in his promotion, 
under the direction of the Adver- 
tising Counselors of Arizona, he 
placed $43,000 in local media, ad- 
vertising the Futurama exhibit in 
his development and focusing on 
the Idea Home. 

Mr. Long asserts, “The same 
sales methods that move goods for 
other industries will sell houses.” 
He says of effective home selling 
methods: “Use showmanship to 

(Continued on Page 60) 
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Gaynor, CP&V 
‘Unmerge’ After 
Two-Year Trial 


New York, Nov. 1—Gaynor & 
Co., which merged with Colman 
Prentis & Varley Ltd., London, two 
years ago to form Gaynor Colman 
Prentis & Varley, has “unmerged” 
to form Gaynor & Ducas. 

The new principal is John J. 
Ducas, exec vp and director of 
public relations, who joined the 
agency in December, 1955. 

Leslie B. Cort and A. N. Varley, 
directors of CP&V, will no longer 
continue as vps of Gaynor. 

Gaynor & Ducas will continue to 
represent CP&V in the U. S., and 
CP&V will continue to represent 
Gaynor overseas, “but on a basis 
that does not require the use of the 
CP&V name as part of the Gaynor 
domestic operations,” according to 


Paul Gaynor, president. The Gay- 
nor name was never incorporated 
into the CP&V corporate name 
overseas. 

The two agencies merged in Sep- 
tember, 1955, on a two-year trial 
basis, Mr. Gaynor told ADVERTISING 
Ace. “Our domestic business and 
our public relations services, how- 
ever, have increased to the extent 
that it is better for the agency 


|name here to represent the names 


of the two U. S. principals,” he 
said. 

The Los Angeles office, opened 
last January, will continue as an 
office of Gaynor & Ducas. + 


Firth Carpet Names Smith VP 

J. Floyd Smith, who joined Firth 
Industries, New York, as director 
of marketing and sales, has been 
appointed vp of marketing of Firth 
Carpet Co. In his new capacity, he 
will be responsible for distribution, 
sales, advertising and merchan- 
dising of both Firth Carpet Co. 
and Firth Industries, the subsidi- 
ary which markets Firth’s Tuft- 
woven Acrilan products. 


KENNETH W. BILBY has been promoted 
from public relations vp to an exec 
of National Broadcasting Co. He 
will continue to be responsible for 
the press, national advertising pro- 
motion, exploitation, merchandis- 
ing and continuity acceptance de- 
partments of the network. Mr. Bil- 
by’s appointment brings the num- 
ber of National Broadcasting Com- 
pany exec vp’s to five. 


Which head heads The 
Sun's Washington Bureau ? 


One of these men signs advertising contracts 
for The Sunpapers. Another signs his name 
to cartoons. The third signs a daily by-line 
from Washington, D. C., reading—Chief, 
Washington Bureau. Can you put your finger 
on him? These signs may help. 


1. He was born in Lincoln, Nebraska— 
studied in a one-room school house. If that 
brings ‘““Honest Abe’’ doubly 
looking for stark features. More to the point, 
look for a compound of intelligence and 
integrity that has reflected itself in The 


Sunpapers since 1930. 


2. He remembers two weddings especially 
well—his own to his high school sweetheart 
in 1928 (they were two of the four members 
of their graduating class) and that of the 
then Princess Elizabeth and Philip in 1947, 
which he covered as chief on The Sun’s 
London Bureau. He’s ‘“‘one up’”’ on the royal 
couple, with three youngsters of his own. 


3. His affiliation with The Sun’s Washington 
Bureau divides into two parts—from 1934 to 
1944 with FDR, and from 1949 to date with 
HST and Ike. Although not on first name or 


7 oe 


Sei a 


initial terms with Presidents themselves, he 
numbers among his friends the key figures in 
all three branches of the Federal government. 
He has gained their confidence and respect 
by “calling them as he sees them.”’ 


4. To broaden his Washington horizon, he 


to mind, start 


makes frequent trips to the “hinterlands” 
and overseas—has covered such memorable 
stories as the Berlin airlift, the inception of 
NATO, the Marshall Plan’s initial impact in 
England, and— whenever available—all 
presidential campaigns from 1940 on. He 


points out one oddity—he has never had 


tell you. 


occasion to visit North Dakota. We have 
come to overlook this cardinal defect in his 
background, and may even yet send him 
there—round-trip ticket, of course. 


Spotted your prey yet? You have—if your 
eye fastened on the man at the left. His name 
is Gerald Griffin. Moving on to the right, you 
have John J. Stees, Evening Sun artist; and 
Joseph Smith, advertising salesman for food 
accounts. A man with a common name, 
Smith—but with an uncommon story to 


The Baltimore Sunpapers 


Combined Morning and Evening circulation 410,013 —Sunday 326,550 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


Advertising Age, November 4, 1957 


Highlights of This Week's Issue 


Advertisers are advised on how to avoid 
the “pitfalls” and “traps” of motiva- 
tion research by Dr. Lyndon Brown of 
Dancer-Fitzgerald-Sample at the Assn. 
of National Advertisers meeting Page 2 


Atherton & Currier get crushing blow 
with loss of client currently billing 
around §$7,000,000—Harold F. Ritchie 
Inc., maker of Brylcreem, Eno antacid, 
etc. Page 2 


Sei hani for the second 
pe year, awards the top ten me- 
chanical toys of 1957, including toy 
Tele-Typer, recording machine, and 
Cartoon-O-Scope, which projects 542,- 
000 combinations of cartoons ...... Page 2 


Annual market data books are the best 
single promotion device a newspaper 
puts out, A. G. Ensrud of JWT tells 
National Newspaper Promotion Assn.’s 
central region meeting 


Piel Bros. sues Gunther brewing for “‘ap- 
propriating” its zany tv cartoon char- 
acters, Bert & Harry 


David Mayer, quiz-winning market re- 
searcher, will be confronted by a clin- 
ical psychologist in next chapter of 
“Twenty-One” drama 


Warwick & Legler-Schick suit will clar- 
ify rights of an agency and client to an 
idea submitted by an agency but never 
used by a client 


Wilbert G. Stilson is named  presi- 
dent of McCann-Erickson Corp. (In- 
SEERIED renesmmennenunemetngl Page 3 


Eighth consecutive year of transit adver- 
tising for White Cross Plan launched by 
Bankers Life & Casualty Co. ...... Page 3 


Regal Advertising Associates opens in 
New York to specialize in tv film bar- 
Ee ee Page 3 


American Motors launches $6,000,000 ad- 
vertising push for its 1958 Rambler au- 
tomobiles 


Wave of imitation on television is hit by 
John P. C president of Cun- 
ningham & Walsh, at ANA meet- 
ing Page 3 


$3,200,000 advertising costs blamed for 
Coty’s $1,071,608 net loss by cos- 
metics company’s president, Philip 
RP Stnctititidpnitincenicatatscnctnsthisianitdeeendaill Page 3 


Phoenix builder hitches sales plan to Bet- 
ter Homes & Gardens Idea Home pro- 
motion, chalks up $3,500,000 in sales in 
— § FF Ff ee Page 3 


Department stores’ big volume of adver- 
tising in Sunday papers is illogical, 
James Rotto says, pointing out only 
12.8% of their sales volume is on Mon- 
day Page 16 


Federal Communications Commission ap- 
proves flock of radio and ty station buys 
by ABC, CBS, others 200.0... Page 20 


Richard Crisp enumerates the three di- 
mensions involved in any market re- 
search problem in his new book, ‘“‘Mar- 
ket Research,” just published by Mc- 
Graw-Hill Page 23) 


ITV pulls 73% of British tv viewers inj 
areas in which it is competing with 
the BBC, Nielsen and TAM audience 
surveys show 


P-X Foods, operator of 10 grocery stores 
on West Coast, drops trading stamps be- 
cause, it says, they hike the cost of 
groceries 


Americans may have to seek new civil 
right, privacy, to protect themselves 
from new advertising techniques, Psy- 
chologist Balter says 


Cigaret makers are ignoring statistical 
evidence of causal relation between 
smoking and cancer, Dr. Hollis S. In- 
CE Re Page 32 


William Teawell, Lisle Shoemaker merge 
their agencies to form new San Diego 
shop—Teawell & Shoemaker ........ Page 40 


Failure to adjust to the ever-changing 
pattern of marketing can be costly, 
“Grey Matter” Says ......:cccccccessed Page 41 


State Farm Mutual Automobile Insurance 
Co. opens first national promotion for 
its plan to help customers finance car 
purchases through banks ........... Page 42 


To stem flow of large accounts to large 
agencies only, National Federation of 
Advertising Agencies studies plan to es- 
tablish centralized plans board that 
would sell and service large accounts 
both nationally and regionally .Page 46 


Kayser places costliest single ad ever to 
run in British print medium in Wom- 
GIB cccccesecccssncesescnsscosnosesooonnesoosesssossesoes Page 44 


Integrated marketing has not been really 
effected by many companies, although 
they have al! the outward trimmings, 
Dr. Henry Bund of Research Institute 
of America tells Package Designers 
Council CONFETENCE ..0......cccceeneeeeneee Page 48 


Latex Corp. drops own tv production staff, 
assigns task to Reach, McClinton & 
Co. 


British grocer group opposes Lever 
promotion scheme for Surf deter- 
gent which, it says, is a “blatant piece 
of favoritism” toward _ self-service 
GRUNER  centeenpeseqeteennsine Page 52 

Creative advertising cl bringing to- 


gether art and copy staffs, is needed, 
Knox Reeves’ Otis Winegar says Page 62 


Fr di ts in spot tv buying 
kept stetes quo in '56-'57, Katz Agency 
TOI ccnseescsseresserenseeenetesinanoomnienvetti Page 66 


15 rice millers form promotion group to 
publicize and promote rice ........ Page 76 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path .... 
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Coming COmve mts ovvoorcocccccccceerees BS 
Creative Man's Corner 
Direct Mall and Mail Order 
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MESSAGE: 


USE DOT ENGRAVERS FOR 


BEAUTIFUL 


COLOR: OUTSTANDING BLACK AND WHITE. 
NIGHT OR DAY. DAY AND NIGHT. 


Dil Engravers, Ine. 


600 W. VAN BUREN ST. 


CHICAGO 7 
STATE 2-5367 
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Gary Cooper 


Two-time Academy 
Award winner — for 
“Sgt. York” and “High 
Noon” — Cooper is the 
son of a Montana 
Supreme Court Justice. 
He was educated in 
England and at Grinnell 
College in lowa. One of 
the screen’s most 
versatile actors, he has 
not only won fame as an 
outdoor hero, but also 
in white-tie-and-tails 
and period costume roles. 
(And in the famous 

No. 4 uniform of Lou 
Gehrig, in “Pride of the 
Yankees,” as well.) 
Cooper is currently 
starring in “Man of the 
West”, a Mirisch 
Company Production for 
United Artists release. 


A part of life 


Funny, before my marriage I wasn’t too interested in sports. 

As a kid in Montana, of course, there was riding on the ranch, hunting off 
the back porch and fishing. But in my early days in Hollywood, 

I played outdoor roles and was an indoor guy. 


Then I met my wife Rocky. She loved sports. Tennis and swimming and 
skeet. And she taught me that I was missing a part of my 

life. Since our marriage in 1933, we’ve kept a kind of balance — so much time 
for work, so much for pleasure, so much for sports. 


Maria came along and learned to swim by the time she could walk. We kept 
trying new things. The three of us went bowling. We took up golf. 


Sometimes I get away from the women to do a little bird shooting. But 
generally what we do we do together. I don’t know what 
would happen if we were sentenced to stay permanently indoors. 


Lately we’ve been fascinated by Scuba (self-contained underwater breathing 
apparatus) diving. Last summer in the Mediterranean we swam 

through those clear waters amid wrecks of ancient ships, finding bits of 
Roman jugs and pottery dating back to 200 B.C. It’s a different 

world down there among the fish. 


Naturally because we love sports, SPORTS ILLUSTRATED is important around 


our house. You stand in line to see it. And I’m usually 
third in line. That’s a part of my life too. 


fs 


SPORTS ILLUSTRATED .- AMERICA’S NATIONAL SPORTS WEEKLY 
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This Week in Washington... 


Once-Optimistic ‘Experts Now Lean 
Backward to Find Recession Omens 


By Stanley E. Cohen 
Washington Editor 

WasuiIncTon, Oct. 31—Most bus- 
iness analysts continue to protest 
that the stock market has only a 
remote relation to reality. Never- 
theless, since last week’s sudden 
dip, their oppressive pontification 
about the dangers of inflation has 
been displaced by equally disquiet- 
ing speculation over the prospects 
of recession. 

Where forecasters formerly were 
content to lull themselves with 
endless recitals of the favorable 
signs, now they energetically dis- 
sect the business news for evil tid- 
ings. In this frame of mind, reports 
of a 10% dip in expenditures for 
plant and equipment in 1958 have 
taken on frightening implications. 


And at a time when the level of 
factory payrolis is still setting new 
records, one pessimist even asked 
President Eisenhower yesterday 
whether plans are under way for 
a conference on unemployment. 

Inasmuch as expenditures for 
plant and equipment have been at 
exceedingly high levels, a modest 
decline need hardly be of concern, 
so long as other segments of the 
economy are strong. 

So in this period of adjustment, 
the performance of residential 
housing and consumer durables in 
1958 becomes a matter of consider- 
able urgency. For the past 18 
months, housing has been down, 
and the big durables, including 
automobiles, have barely held their 
own. During boom times no one 


suffered except the companies di- 
rectly involved. But in the coming 
months, new sources of strength 
may be needed in order to main- 
tain the kind of “full employment” 
that has prevailed through most 
of the past 17 years. If the new cars 
and new appliances fail to strike 
a responsive chord with the pub- 
lic, you may hear talk of tax cuts 
and other measures to help stimu- 
late the public’s hunger for big 
ticket hard goods. 


Postmaster Gen- 
Who To Blame eral Arthur Sum- 
for P.O. Ills? merfield is still 

trying to make it 
look as if everyone except himself 
is responsible for the current de- 
terioration of postal service. In a 
speech before the National Assn. 
of Postmasters today, he claimed 
modernization of the department’s 
equipment has been slow because 
“we have been able to get only 
small appropriations for research 
and development and for mechani- 
cal improvement.” While he pre- 
dicts “tragic deterioration of serv- 


ice” unless buildings are replaced, 


and modern equipment secured, he 
told postmasters the department is 
unable to get money for equipment 
“because the Post Office Depart- 
ment is operating at a deficit of 
more than $709,000,000 a year.” 

His effort to shift responsibility 
for lack of postal progress to others 
hardly sits well with members of 
Congress, who feel Mr. Summer- 
field gets just about every dollar 
he asks for. Last year, for example, 
he asked for $22,200,000 for ad- 
ministration and research, of which 
$4,000,000 was actually for re- 
search. Initially he got $20,500,000 
of this, plus another $2,000,000 in 
the form of a supplemental request. 
Of $229,500,000 which he requested 
for buildings and facilities, Con- 
gress initially voted $220,000,000 
and added $17,000,000 in a supple- 
mental appropriation. 


s In five years on the job, Mr. 
Summerfield has yet to wage any 
kind of a sustained fight for a co- 
ordinated rehabilitation program 
aimed at the bottlenecks which 


Why the Des Moines Sunday Register 
is unique among newspaper media and 
belongs on every newspaper schedule. 


Only 


cities in the United States’ 


have newspapers with greater 
circulation than the 


Des Moines Sunday Register 


New York 
Chicago 
Philadelphia 
Los Angeles 


Minneapolis 
Detroit 
Boston 


This statement may come as a surprise. But it’s true. Only seven 
cities in the USA have newspapers with greater circulation 
than the Des Moines Sunday Register. 


It’s surprising because many media people think of the Sunday 
Register as a Des Moines newspaper. It’s much more than that. 
It is read by mare than 68% of Iowa’s 1,920,000 adults. 


Whatever your list of markets, the Des Moines Register 
and Tribune belongs on your newspaper schedule. 


*A.B.C. Publisher's Statement, March 31, 1957. 


DES MOINES REGISTER AND TRIBUNE 


Gardner Cowles, President 
Circulation: Combined daily more than 350,000 
Sunday more than 500,000 


Represented by: Scolaro, Meeker and Scott; New York, Chicago, Detroit, Philadelphia 
Doyle and Hawley; Los Angeles and San Francisco 
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are strangling the postal service, 
In an administration where scores 
of officials, from the President 
down, are concerned with balanc- 
ing the budget, the Postmaster 
General has been squandering most 
of his energy in a pointless hassle 
over rates. The Post Office has 
been left to deteriorate while he 
indulged himself in debates which 
might well have been left to others. 


Food & Drug Ad- 
Bakers Accede ministration be- 
on Labeling lieves its diffi- 

culties over 
advertising and labeling of white 
bread are about over. Several 
weeks ago, FDA went to the fed- 
eral district court for an injunction 
to prevent Continental Baking Co. 
from promoting “buttermilk” 
bread. At the same time it sent 
letters to bakeries throughout the 
country warning that a careful 
study was under way to determine 
whether labels and ads for stand- 
ard “enriched” bread were misrep- 
resenting the ingredients. 

FDA subsequently got its injunc- 
tion against Continental. It has also 
received letters from more than 
30 other bakeries indicating that 
they intend to change their labels 
to eliminate “possibly misleading 
reference” to buttermilk as an in- 
gredient. 


Federal Trade 
Stamps Under Commission 
FTC Scrutiny Chairman John 

Gwynne has as- 
|sured the Senate small business 
committee that his staff is not 
through with trading stamp plans. 
After the commission issued a 
statement giving a general okay to 
stamp plans, Sen. Hubert Hum- 
phrey (D., Minn.) , chairman of the 
subcommittee on retailing, distri- 
bution and fair trade, protested 
that some practices of stamp com- 
panies still looked questionable. 
In a letter to Sen. Humphrey 
the FTC chairman said the gener- 
al okay did not end the matter and 
that the commission staff is under 
instructions to study individual 
stamp plans for evidence of such 
practices as false and misleading 
representations, price discrimina- 
tions, exclusive dealing, loans to 
customers, refusal to sell, boycott, 
and conspiracy. 


Internal Revenue 
New Tax Rule Service has come 
on ‘Good Will’ up with a ruling 

limiting the por- 
tion of a business saies price which 
may be regarded as “good will” 
for tax purposes. Ordinarily, it 
says, there is no transferable good 
will in a “business or professional 
skill, ability, integrity and any oth- 
er personal characteristics of the 
owner.” 

However, “vendible good will 
may attach to a particular firm 
name, if the right of exclusive use 
of that name may be assigned to 
and exercised by the assignee. 
Thus, if a sale of such a business or 
profession includes the right to 
exclusive use of the firm name of 
the business or profession, the por- 
tion of the sales price attributable 
to the assignment of such right 
shall be treated as derived from 
the sale of good will.” 


The U.S., which 
Law Priority has yet to show 
Besets Stamps much initiative in 

getting a satel- 
lite into the sky, will be equally 
tardy in printing a special postage 
stamp celebrating the international 
geophysical year. The list of com- 
memorative stamps to be issued 
in 1958 gives priority for such ma- 
jor events as a stamp in honor of 
the Garden & Horticultural Clubs 
of America and a stamp honoring 
the 50th anniversary of the school 
of journalism of the University of 
Missouri. But the U.S. stamp for 
the international geophysical year 
just gets under the wire, coming 
out on Dec. 31, 1958, the last day 
of this 18-month scientific event. # 
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POST 


BOUNDS TO MORE THAN 5,450,000! 


Spectacular is not a word that we bandy about. 
But how else would you describe the rapid, runs 
away rise in Post circulation this year? (See chart.) 

With the October 5 issue, the Post raised its cir- 
culation rate base to 5,200,000. And even before the 
new rate base, the September issues averaged over 
5,450,000! Currently the Post is delivering an aver- 
age bonus of over a quarter of a million copies. 
This growth has been achieved by increased reader 
interest, and reader interest alone. 

Those figures, in the case of the Post, mean far 


The Saturday Evening 


Sell the POST 


2 CURTIS MaAGagne 


more than copies, far more than just readers. They 
represent POST-INFLUENTIALS — the 8 out of every 
10 Post readers who recommend or talk about 


things they read in the Post! 

As a result, this circulation gain is a decisive 
increase in mass influence. Influence working side- 
ways — neighbor to neighbor, worker to worker, 
friend to friend. And the Post reaches the Influen- 
tials at every income level. 


It all adds up to the biggest plus in advertising 
today. Are you making the most of it? 


INFLUENTIALS -they tell the others! 


5,500,000- 


r THIS...IS POST PERFORMANCE! 
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‘Treason Charge, Suggested Boycott 
of ‘Aviation Week’ to Get House Probe 


Hagerty Denies Cutler 
Made Statements; Holtz 
Asks: What's ‘Shameful?’ 


WASHINGTON, Oct. 31—White 
House Press Secretary James Hag- 
erty struggled today to dispel 
charges that a top administration 
staff member suggested that ad- 
vertisers boycott Aviation Week, 
McGraw-Hill publication. 

According to the New York 
Journal of Commerce and the Cin- 
cinnati Times-Star, the suggestion 
was made by Presidential Assistant 
Robert Cutler in an off-the-record 
talk last weekend to about 200 of 
the nation’s top industrialists, who 
participated in a meeting of the 
Commerce Department’s business 
advisory council at Hot Springs, 
Va. 

Mr. Cutler, whose responsibility 
has been in the field of security, 
allegedly charged that a recent 
Aviation Week story reporting that 
U.S. radar stations in Turkey have 
tracked Soviet guided missiles for 
more than two years was “treason- 
able.” According to the version 
reported by the newspapers he 
supposedly said, “You advertisers 
might wish to reconsider your ad- 
vertising policy.” 


= The President’s press secretary 
entered the controversy today aft- 
er the special House subcommittee 
on government information an- 
nounced that it intends to find out 
if the White House is threatening 
reprisals against publications that 
print embarrassing news. 

While the White House refused 
to provide the text of Mr. Cutler’s 
remarks, Mr. Hagerty denied there 
had been any discussion of adver- 
tising policy, or that the word 
“treason” had been used. He said 
Mr. Cutler told him the article “is 
not treason, but it is a shameful 
thing.” 

Members of the House informa- 
tion subcommittee staff said it 
would press ahead with its effort 
to determine exactly what Mr. Cut- 
ler said in the privacy of the closed 
meeting. 


s Meanwhile Aviation Week will 
carry an editorial Monday, signed 
by Robert Holtz, its editor, observ- 
ing that it is difficult to sift the 
truth from evasion in the conflict- 
ing reports of Mr. Cutler’s Hot 
Springs speech. 

Noting that there seems to be 
agreement that Mr. Cutler used at 
least the word “shameful,” the 
editorial says, ““‘We would like to 
ask Mr. Cutler, his employer the 
President, and the President’s em- 
ployer—the American people— 
which is the really shameful act: 

“Withholding the true story of 
the rapid progress on Russian mis- 
siles from the American people, 
while at the same time cutting 
back our own military research 
and weapons development and 
production programs to weaken 
our future military strength? 

“Or telling the American people 
the truth about the vital facts that 
were withheld from them on the 
phony ground of security and put- 
ting the proper label on the gov- 
ernment officials who deliberately 
withheld this information?”’ 


es At the time the original article 
on missile tracking appeared, Avi- 
ation Week carried an editorial 
saying the activity was really not 
a secret from anyone except the 
vast bulk of the American people 
who are most affected by it. 
“The Russians have known about 
it for some time, and there is little 
they can do beyond what they are 
already doing—threatening Tur- 
key, where this radar equipment 
is Jocated. News of this operation 


can be obtained in Athens cafes, 
Pentagon corridors, Los Angeles 
cocktail parties and Avionic Pro- 
fessional Society gatherings,” the 
magazine said. “Bits and pieces of 
the story already have appeared in 
the public prints of several na- 
tions. 

“Since we know this radar kept 
our officials aware of Russia’s 
progress on missiles,” the earlier 
editorial argued, it is proper to ask 
why our leaders allowed our own 
missile programs to lag, and it is 
proper to ask why the President 
“is still pursuing a policy that is 
slowing the pace of our military 
technology and sapping our future 
military strength.” 


"MISSILE WEEK’ 
TO BE PUBLISHED 
WaAsHINGTON, Oct. 31—American 
Aviation Publications has an- 
nounced that its 15th publication 
is Missile Week, a newsletter sell- 
ing for $50 per year. Other pub- 
lications issued by the company 
include American Aviation and 
Missiles & Rockets. # 


EWRR Solves Third 
Conflict; Drops 
Cribben & Sexton 


Cuicaco, Oct. 29—Erwin Wasey, 
Ruthrauff & Ryan today resolved 
its third account conflict since its 
recent merger by resigning the 
Cribben & Sexton Co. account, ef- 
fective Nov. 15. 

Frederick J. Wachter, general 
manager of EWRR’s Chicago office, 
said two accounts conflicted with 
Cribben & Sexton since the Chi- 
cago heating equipment manufac- 
turer purchased the commercial 
division of Magic Chef Inc., St. 
Louis. 

McGraw-Edison’s ‘Toastmaster- 
Griswold division, a long-standing 
EW account, produces a line of 
institutional cooking equipment 
similar to Magic Chef, EWRR 
said. In addition, with the merger, 
C&S’s Universal Gas Range line 
came into conflict with the Caloric 
line of the Caloric Appliance Corp., 
since 1953 a client of Geare-Mar- 
ston Inc., which is now a division 
of EWRR. 

Mr. Wachter said it was “with 
sincere regret” that the agency was 
forced to end its association with 
Cribben & Sexton, an EW account 
since Oct., 1956. Theodore C. Guen- 
ther, advertising manager for C&S, 
said he had been “well satisfied” 
with the agency’s work, and also 
regretted the resignation. 


= Mr. Guenther said he had not 
yet begun the process of choosing 
a new agency. He declined to say 
what his company spends for ad- 
vertising (one estimate is $500,000 
annually), but said the ad budget 
will be increased next year, due 
to the addition of the Magic Chef 
division (it will be renamed Uni- 
versal/Magic Chef division). 

He said advertising for all C&S 
household and commercial equip- 
| ment divisions will be handled by 
one agency. Krupnick & Associates, 
| St. Louis, is the present agency of 
record for Magic Chef Inc. 


® McGraw-Edison, which bills 
about $2,000,000 annually, was in- 
volved in an earlier EWRR conflict 
in the Chicago office. It was re- 
solved by moving the H. K. Porter 
Co, account to EWRR’s Philadel- 
phia office (AA, Sept. 30). 
Another victim of the merger 
was McKesson & Robbins liquors, 
a former EW account which the 
merged agency dropped because of 
a conflict with R&R’s Brown-For- 
man account (AA, Sept. 30). # 


ART TREATMENT—W. A. Sheaffer Pen 
Co. will use this ad in the Novem- 
ber National Geographic and De- 
cember Coronet in its Christmas 
push. Ebony, Fortune, Life, The 
New Yorker and The Saturday 
Evening Post will also be used. 
Keyes, Madden & Jones is the 
agency. 


Niefeld, Chappell 
Get Top Posts at 
Keyes, Madden 


Cuicaco, Nov. 1—Two more ex- 
ecutives have joined Keyes, Mad- 
den & Jones in its expansion pro- 
gram following the reorganization 
and name change from Russel M. 
Seeds Co. (AA, Sept. 9). 

Dr. Jaye S. Niefeld has been 
named vp in charge of research 
and a member of the plans board. 
He comes to the agency from his 
position as director of advertising 


J. S. Niefeld 


Charles Chappell 


research, McCann-Erickson, New 
York. Prior to his association with 
M-E, Dr. Niefeld was director of 
market research at Henri, Hurst & 
McDonald, Chicago. 


@ Charles Chappell has been ap- 
pointed vp and art director of the 
New York office and a member of 
the plans board. For the past three 
years Mr. Chappell has been an 
advertising consultant in New 
York. Before that he was consult- 
ant and vice-chairman of the re- 
view board of Kenyon & Eck- 
hardt, New York. From 1945 to 
1952 he was exee vp and creative 
head of Owen & Chappell, New 
York. # 


Dana Fernald Adds Title 

Dana Fernald, exec vp of Farm 
Journal Inc., Philadelphia, also has 
been named sales manager of the 
company. Mr. Fernald assumes the 
position held by Richard J. Bab- 
cock before he was named presi- 
dent of the company six years ago. 
Mr. Babcock, the last to hold the 
sales manager title, has handled 
sales duties in addition to those as 
president. He now will withdraw 
from the sales area to concentrate 
on administration. 


Carol Bag to Brand Products 

Carol Bag, formerly assistant ad- 
vertising manager of the chemical 
products division of Borden Co., 
has joined Brand Products Inc., 
Westbury, N. Y., a marketing or- 
ganization, as director of advertis- 
ing. 


Advertising Age, November 4, 1957 


New York, Oct. 31—Robert 
Bragarnick, now vp in charge of 
merchandising for Revlon Inc., will 
join Joseph E. Seagram & Sons Dec. 
1 as vp in charge of marketing, a 
new post. 

There Mr. Bragarnick will be in 
charge of coordinating advertis- 
ing, merchandising and pricing— 
in fact, all marketing except sales. 


Wildroot Uses 3 


ITV Shows for Ist 


VAM Tonic Push 


BurFFALo, Oct. 31—Wildroot Co. 
has achieved national distribution 
and is starting national advertising 
for its VAM clear hair tonic after 
two years of testing in the Midwest 
and Southwest. 

The company is using only tele- 
vision for its kick-off campaign. 
First show used was “Robin Hood” 
(CBS) Sept. 16. VAM also will be 
promoted on All-Star Golf (Sat- 
urday, ABC) and Championship 
Bowling, a filmed spot-buy show 
seen in 73 markets. 

Testing was done in selected 
markets in Texas, Oklahoma, Mis- 
souri, Illinois, Iowa, Nebraska, 
Kansas, Louisiana and California. 
Early promotion included radio and 
newspaper ads, but spot tv was 
used exclusively in the latter 
stages of the tests. 


s VAM ads explain that the name 
stands for the words vegetable, 
animal and mineral (“Three natu- 
ral aids for healthy, handsome 
hair’), since only natural ingredi- 
ents are used. The preparation is 
also promoted as “the first hair 
tonic good for all the family.” 
Present ad plans call for use of 
the three tv shows exclusively. 
Spot tv in the test markets is be- 
ing dropped. The hair tonic comes 
in 4 oz. (69¢) and 1% oz. (39¢) 
bottles and a 2 oz. tube (49¢). 
Batten, Barton, Durstine & Os- 
born, Cleveland, is the agency. # 


Four Execs Leave 
Lewis Ryan Agency 


WaAsHINGTON, Nov. 1—Three for- 
mer executives of the Lewis Edwin 
Ryan agency have joined Robert 
W. Gamble Jr. Inc., Washington, 
since the departure of Capital Air- 
lines from the Ryan agency (AA, 
Sept. 30), and a fourth has left 
Washington to join the advertising 
and pr department of Miami 
Transit Co. 

The three who have joined the 
Gamble agency are John Hardie 
and W. R. Doores, account execu- 
tives, and William J. Green, radio- 
tv director. The Gamble agency 
has not announced their assign- 
ments. Sam Hunsaker, who had 
been account executive on Capital, 
left for Miami this week. 

Preston B. Coiner, comptroller, 
who has been acting in behalf of 
Mr. Ryan, said Messrs. Hardie and 
Doores resigned and that Messrs. 
Green and Hunsaker “were re- 
leased.” He listed three account 
executives now working at the 
agency: Walter Kerwin, Sam Pat- 
terson and James Gould. 

At the time the Ryan agency lost 
the Capital account, Mr. Ryan em- 
phasized that he intends to contin- 
ue the agency. # 


Nichols and Farmer Form 
Consultant Company 

Harry J. Nichols, for 20 years an 
owner and exec vp of Mumm, Mul- 
lay & Nichols, and J. Edwin Farm- 
er, president of Capital Services 
Associates, have joined to form 
Farmer, Nichols & Co., with offices 
at 50 W. Broad St., Columbus, O. 
The new company will offer coun- 
sel in marketing, public relations 


and association management. 


Seagram Names Bragarnick Marketing VP; 
He Will Coordinate Ads, Merchandising 


Joseph E. Seagram & Sons is the 
parent holding company of the 
Seagram empire. The new post— 
reported to command a $75,000 
salary—was tailored to an unusual 
specification: 


It was to be filled 
by a marketing 
man drawn from 
outside the liquor 
field. 

Mr. Bragarnick 
has had no li- 
quor experience. 
Before joining 
Revlon, his prin- 
cipal background 
was in the soap 

; field (he worked 

R. Bragarnick on Colgate- 

Palmolive at Ted 

Bates & Co. and was senior vp and 

an account group head on Procter 

& Gamble products at the Biow 

Co.; P&G, incidentally, was the last 

of Biow’s major clients to leave 
the shop). 


® Mr. Bragarnick, who is 38, came 
to the advertising agency business 
by way of the Air Force, where he 
was a major, and the Wharton 
School of Finance. In Joseph E. 
Seagram he will be part of a four- 
man executive committee, whose 
other members are Edgar Bronf- 
man, president, Victor Fischel, vp 
and president of the House of Sea- 
gram, the sales organization, and 
Sidney Fread, controller. Mr. 
Bragarnick will report to Edgar 
Bronfman. 

Liquor observers thought they 
saw in the Bragarnick appointment 
an effort to get better coordination 
of the liquor giant, and perhaps to 
restore some momentum to Sea- 
gram sales. For years, Seagram 
was regarded as the most syste- 
matic of liquor marketers, capable 
of planning and implementing 
long-range development programs 
for brands. But in recent years it 
has appeared to have lost some of 
this capacity to plan and execute. 


® The Joseph E. Seagram Co. han- 
dles production of the whiskies the 
company makes, its pharmaceutical 
products and oil properties. Earlier 
this week, Sidney Fread told re- 
porters that Distillers Corp.—Sea- 
grams had slightly lower sales in 
fiscal 1957 than in 1956, but the 
annual report shows an increase 
of $14,000,000 in consolidated net 
sales to $746,379,982. Mr. Fread 
reported the oil and gas venture to 
be on “solid footing,” and that the 
company’s Pharmacraft division’s 
sales were rising. He placed the ad 
budget of Coldine, a new cold 
remedy, at $7,000,000. 


® Whisky sales are about the same 
as last year, he said, arguing that 
while the blends’ share of the 
whisky market dropped from more 
than 80% to 55% in recent years, 
most of that decline came from 
brands other than Seagram com- 
panies. 

This is an opinion not widely 
shared in the liquor business, 
where the decline of Calvert Re- 
serve, Lord Calvert, Carstairs and 
Kessler has been discussed. Sea- 
gram elected to hold the blend 
fort against the invasion of the 
bonds and the straights. It stead- 
fastly—at least officially—said it 
wouldn’t “deal” and price-cut. In 
the chaotic liquor market of 1957, 
Seagram—perhaps with the excep- 
tion of the bellwether Seven Crown 
and V. O. brands—has been taking 
about the same kind of beating as 
the rest of the industry. “Only,” 
said an opposition sales executive 
with a wry grin, “they’re not used 
to it.” # 


Rich Joins ‘Gourmet’ 

John D. Rich, formerly on the 
sales and advertising staff of Van 
Munching Imports, has joined the 
sales staff of Gourmet, New York. 
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QUIDOOR Sek 
JETSTREAM PAYLOADS 


NEW YORK: EUROPE 
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“Outdoor Advertising 


“Our job is to ‘sell’ TWA’s new Jetstream plane 
and service to the flying public. Outdoor Advertising, 


My. J . $ De Long both posters and painted displays, is a major part 


General Advertising Man of this selling job . . . it reaches almost all 


Trans World Airlines, inc., says: of our prospects with a brief, direct visual selling 


message which we can pinpoint to our TWA 


service markets.” 


8 out of 10 people see and remember Outdoor posters!* 


Ps 


oP 4 
OUTDOOR ADVERTISING INCORPORATED OA . 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM | as 


ry Le 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers — Starch Continuing Study of Outdoor Advertising 
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Which income group 


Cee ae 
Saas 


16,800,000 people are in families earning %1,999 (or less) a year. 


19,300,000 people are in families earning $2,000 to $2,999. 


21,100,000 people are in families earning %3,000 to $3,999. 


22,'700,000 people are in families earning %4,000 to $4,999. 


26,600,000 people are in families earning %5,000 to $6,999. 


13,000,000 people are in families earning %'7,000 to $9,999. 


8,200,000 people are in families earning %10,000 or more. 


All data in this report are from the latest nationwide survey of the 
LOOK average-issue audience, based on people aged 10 and over. 
The study, entitled The Look Magazine Audience, April-May, 1957, 
was conducted by Alfred Politz Research, Inc. 

Copies are available on request to Wallace Wegge, Director 

of Research, LOOK, 488 Madison Avenue, New York 22. 
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your market? 


ay LOOK reaches 1,150,000—about 1 out of 15 
LOOK reaches 2,550,000—about 1 out of 8 
| LOOK reaches 3,550,000—about 1 out of 6 
LOOK reaches 4,950,000—about 1 out of 5 


LOOK reaches 6,350,000—about 1 out of 4 


Advertisers have long recognized the importance of all income groups in effecting sales. For people on every 
income level buy, or influence the buying of, most consumer products and services. As the latest Politz study 
of the LOOK audience reveals, LOOK reaches broadly across all income groups. . . penetrates deeply 

into each of them. In your market, whether it’s all people or specific people, LOOK delivers one of the largest 
magazine audiences ever assembled. LOOK — The Exciting Story of People 
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The Editorial Viewpoint. . . 


Invoice-Advertising Rackets 


As part of the series of “Advertising We Can Do Without” which 
ADVERTISING AGE has been running, we have printed two or three 
examples of invoice-advertising solicitations. These are the kinds of 
things, almost invariably from obscure but important-sounding pub- 
lications, which look like invoices but turn out to be authorizations 
for listing or ads, at anywhere from $5 to $10 to perhaps $100 or $150. 

Apparently there is a tremendous number of operations of this 
kind, as well as of straight-out selling of advertising space in the 
guise of editorial material. In Memphis a week or so ago, the Com- 
mercial-Appeal ran a news story, headed, “Merchants Warned to 
Read Mail Twice—Invoice-Type Ad Floods City, Business Bureau 
Says.” And an equipment manufacturer has sent us a letter from 
World Industry & Production News of Philadelphia, which says (and 
at least this requires no second-reading warning) : 

“I would like to request a picture and descriptive copy of 

- for possible use in our publication. If you will forward 
a picture and news release . . . as well as permission to bill your firm 
$15 for this insertion, we will try to place it in our next issue.” 

“Product Editor N. Blank,” who signed the letter, goes on: 

“As you may be aware, responsible advertising research authorities 
have shown, time and again, that the editorial technique—the orderly 
presentation of factual information—has greater impact than con- 
ventional type industrial advertising.” 

Well, we don’t believe it; and even if it were true we would never 
countenance advertising material masquerading as editorial. But at 
least this approach is clear-cut and understandable. 

The gimmicked-up invoice-type solicitation, on the other hand, 
is clearly designed to seem like something different from what it 
really is. And in our humble opinion, the way to treat all such mail- 
ings is to toss them into the nearest wastebasket. 


Ai the Sign of the Chisel 


We are fed up with crackpot schemes to squeeze a little dough out 
of reluctant victims which bear the “imprimatur,” as one of them 
puts it, of respectable organizations, sometimes of the non-profit type, 
which seem not to be fussy enough in the way they let their names 
and their reputations be used. 

The current plan of little value which no one seems to need is 
something cooked up by the Research Workshop of the Sales Execu- 
tives Club of New York. 

This professes to fill a great need for information on the “ultimate 
disposition” of trade and business publications, and on their reader- 
ship among the “highest corporate echelons.” It involves mailing of a 
questionnaire to 6,000 “carefully screened companies” (not exactly 
an unbiased probability sample), to ask them to list all the business 
papers they receive or use, and then to answer a number of less-than- 
profound questions, such as “Do you consider yourself a regular read- 
er?” “Do you use advertisements in these publications as a source 
of product informatien?” 

We have it on the word of Edgar A. Steele, director of the “re- 
search workshop,” who writes us on the letterhead of the Sales Ex- 
ecutives Club of New York, that this study, “backed by an independ- 
ent, non-commercial organization of the professional reputation and 


Advertising Age, November 4, 1957 


Gladys the beautiful receptionist 


—Howard L. Gordon, Erwin Wasey, Ruthrauff & Ryan, Chicago. 


“I wouldn’t do that around here any more, honey. The new vp used 
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to be with Playboy!” 


| probity of the Research Workshop of the Sales Executives Club of 
_ New York . . . will be one major step in providing you and your 
publication with the solution to the problems besetting the business 
and industrial publication field today.” And the price is only $500 
each for a potential list of some 40 publications. 

We say this is sheer boondoggling, without reason and with mighty 
little value, if any. We think the Sales Executives Club of New York 
ought to be ashamed of itself for letting such childish antics be prac- 
ticed under its name, and it ought to withdraw from the project 
immediately. 

If such wholely unrelated business publications as Architectural 
| Forum, Automotive News, Banking, Coal Age, Steel, and Industrial 
Marketing among others want to know how they stand in readership 
among “6,000 carefully screened companies,” they are fully capable of 
finding out for themselves, without the benefit of a pointless study 
cooked up by a non-profit arm of the Sales Executives Club of New 
York. 

And if they can’t find out for themselves, there are plenty of good 
old profit-and-loss research firms perfectly willing to help them, 
They may not have anyone’s imprimatur, but their business is re- 
search, and we can’t understand why the Sales Executives Club 
should be horning in on it. 
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What They're Saying . 


Word to Auto Advertisers 


ber of people who are likely to be 


I say to the automobile manu- 
facturer: Tell them the price. And 


of cushioning in the world is to 
advertise the 
America wants to know is what he 
has to pay per month. He’ll buy 
it when he sees that it can meet 
his budget. 

—George N. Scheid, advertising direc- 

tor, Valley Daily News, Tarentum, at 

the annual convention of the Penn- 


sylvania Newspaper Publishers Assn., 
Harrisburg. 


Next Major Step 
in Media Measurement 

I predict that the next major 
step forward in media measure- 
ment will be the development of 
measures of individual advertise- 
ment audiences which will be 
equivalent and comparable for the 
major media. 

With these tools, the advertiser 


|will be able to compare the num- 


while you're at it, the greatest job | 
|zines, 1,750-line ads in 100 news- 
terms. What Joe) 


reached by $100,000 of advertising, 
whether that money buys four- 
color bleed pages in a list of maga- 


papers in the top 50 markets, a 90- 
second commercial on a tv spec- 
tacular or any other variation in 
choice of space or time units. 

—Dr. Seymour Banks, manager, media 


Rough Proofs 


The flu bug has made new ene- 
mies by knocking out so many col- 
lege football players that games 
have had to be canceled and old 
grads deprived of the opportunity 
to cheer at homecoming celebra- 
tions. 


Wanda Barker, a cute little trick 
19 years old, is greeting drive-in 
customers of a Dallas bank on 
roller skates. 

That’s the kind of service bank 
customers really appreciate. 


The FTC and AFA have agreed 
on “a major cooperative effort to 
gain greater public confidence in 
the reliability of advertising.” 
Maybe now the commission won't 
have to issue so many cease-and- 
desist orders. 


“Do good, then talk about it, re- 
search man tells business.” 

Don’t hide your light under a 
bushel—just increase the candle- 
power. 


Pierre Martineau says that too 
many beer ads are written by men 
who drink only martinis. 

The way to get better beer copy 
is to plant a tape recorder in the 
bleachers at a ball park some hot 
summer afternoon. 


Better Homes & Gardens, the ad 
says, is published by “Meredith of 
Des Moines.” 

There are fewer ivory towers 
among the grass roots. 


One of the common errors made 
in test marketing, says Arthur C. 
Nielsen Jr., is “failure to expose 
the product to competitive counter 
attack.” 

For the competitive attack at the 
counter must be repelled at all 
costs. 


Universal Pictures’ David A. 
Lipton says, “People simply cannot 
absorb all of the selling messages 
to which they are exposed.” 

That’s why movie ads feature 
beautiful dames, who are much 
easier to remember. 


Woman’s Day is offering cheese- 
cake in 18 different forms in its 
current issue, but it is not the kind 
calculated to appeal to the readers 
of Playboy. 


planning and research, Leo Burnett 
Co., 
of the Audit Bureau of Circulations in 
Chicago. 


Definition of ‘Demand’ 

The thing we call public de- 
mand is nothing more than an idea 
or a plan that some person, or 
company, wishes to sell to the pub- 
lic. The “demand” is simply the 
result of a concentrated advertis- 
ing and promotion effort to make 
the public want it. 


—Robert V. Yohe, vp, sales, B. F. 
Goodrich Industrial 
speaking before the downtown Kiwan- 
is Club in Detroit. 


speaking at the annual meeting | 


Products Co., 


ABC Radio hints it may be chal- 
lenging Ed Murrow’s “Person to 
Person” with a live network show, 
Pearson in person. 


“Promotion only from within has 
placed us among the top ten best 
managed companies,” says a clas- 
‘sified advertiser. 

To get to the top, you must start 
lat the bottom. 


ae Copy Cus. 
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ook Beyond the Page Where 
Your Advertising Appears 


for example, look at The Inquirer’s Women’s Pages 


Here, fashion runs the gamut . . . from the 
haute couture to the smart, but budget- 
wise. Authorities write on food, beauty 
care, dieting, decorating . . . and teen-age 
matters. Community news takes the 
feminine slant. And Fridays feature 
food exclusively. 


Carry on . . . through the rest of The 
Inquirer. Page after crisp, modern page, 
the same judiciously balanced attention 
to a newspaper’s prime responsibilities 


a = 


~~ — 


am! 


Exclusive Advertising Representatives: 
NEW YORK 


ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


Leet) 
7) om 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


DETROIT 


RICHARD |. KRUG 
Penobscot Bldg. 
Woodward 5-7260 


... information, aid, entertainment. 
Throughout, reader loyalty is the aim 
...and achievement. 


Such loyalty transfers easily from editorial 
to advertising columns every day of every 
week in the year. Certainly a look beyond 
advertising will convince you of The 
Inquirer's effectiveness on your next 
schedule. This view has moved more adver- 
tisers to place more linage in The Inquirer 
than in any other Philadelphia newspaper. 


The Philadelphia Inquirer 


Now in its 24th consecutive year of total advertising leadership 


West Coast Representatives: 


SAN FRANCISCO 


FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 

Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS «+ FIRST 3 MARKETS GROUP 
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wherever you look today 
you find 


PLASTICS 


wherever men work with plastics 
you find 


MODERN | 
PLASTICS | 


... the magazine of selling—for manufacturers of chemicals, 


materials, machines and equipment the plastics field can use 


—and for molders and converters of plastics. 


ABRESKIN PUBLICATION ABC/ABP 
...asis MODERN PACKAGING, the magazine of packaging 


575 Madison Avenue, New York 22, N. Y. 
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@ The Beloit News-Janesville Gazette combination gives you 71.6% coverage 
of 3% counties in Wisconsin and a substantial portion of 3 counties in Illinois. 
Statistically speaking. every family in metropolitan Rock County, the home 
county of Beloit and Janesville, subscribes to one of these two papers. 


FOURTH LARGEST CIRCULATION IN WISCONSIN 


P. T. BREWER GEORGE W. GRESSMAN 
BELOIT, WIS. © JANESVILLE, WIS. 
EMerson 5-8811 PLeasant 4-3311 


Advertising Age, November 4, 1957 


Stores’ Stress on 
Sunday Newspaper 
Ads Called ‘Illogical’ 


PHILADELPHIA, Oct. 29—A more 
logical approach to Sunday de- 
partment store advertising has 
been advocated by James Rotto, 
newspaper advertising consultant 
and former vp and sales promo- 
tion manager of the Hecht Co., 
Washington. 

Writing in the October issue of 
Department Store Economist, he 
pointed out that a group of de- 
partment stores doing only 12.8% 
of their sales volume on Mondays 
run 69.2% of their advertising in 
Sunday and Monday morning edi- 
tions. 

A common sense approach is 
needed, the writer stated, “so that 
advertising pressure by days will 
follow a somewhat more consistent 
relationship to the sales potential, 


Our Cities Are Growing Together 


The November 1 opening of a new $58,500,000 bridge-tunnel between Norfolk and 
Hampton, and a merger of the cities of Newport News and Warwick, are current events 


of significance to marketing men. 


The new Newport News created by the merger will be 
Virginia’s largest city in area, third in population. 


The new bridge-tunnel completes a five-city circuit: Norfolk— 
Portsmouth — Warwick — Newport News — Hampton. 


Etherwise, the cities of Tidewater Virginia always have been 
a single urban area—delivered by one dominant station, 
. WTAR-TV. Now the oneness comes down to earth. Our 
cities are growing together. 


Even more significant than the merger and the new underwater 
Y link themselves is the area growth that brought them about. 
new oe Keep your eyes on the Hampton R ads area, one of the 
WT» ilies ee fastest growing markets in the nation! 


Foremost Communications Medium in Virginia’s Greatest Market 


é : CHANNEL 3, NORFOLK, VIRGINIA 
Business Office and Studio—720 Boush Street, Norfolk, Va. 
Telephone: MAdison 5-6711 
REPRESENTATIVE: Edward Petry & Company, Inc. 


(Based on Measured Contour Map by Jansky & Bailey) 
5 of Virginia's Busiest Cities are 
within WTAR-TV's Grade-A Signal. 


without ignoring the virility and 
widespread appeal of our great 
Sunday newspapers.” 

Mr. Rotto admitted it will take 
determination on the part of stores 
to maintain their prerogative in 
scheduling their daily advertising 
to the best advantage of daily vol- 
ume. 


s “It means that store manage- 
ments must help stiffen the back- 
bone of their store’s sales pro- 
motion directors to resist the 
pressure from buyers, merchandise 
men and manufacturers and to es- 
tablish a sensible pattern agreed 
on by management, instead of per- 
mitting everybody in the store to 
push the advertising schedule into 
any one day of the week,” he add- 
ed 


The article, titled, “How Much 
More Can We Inflate the Sunday 
Advertising Balloon?” pointed out 
that Saturday volume in depart- 
ment stores accounts for about 
25% of the week’s sales. Monday, 
on the other hand, ranks betwen 
11.7% and 13.8% in volume, ex- 
cept when Monday is a late open- 
ing day with night hours. 

A check of Media Records sta- 
tistics, he stated, casts some 
strange light on the problem. 1956 
tabulations indicate a continuing 
high trend toward the use of Sun- 
day advertising, a new low of pro- 
motional pressure for Tuesday, 
Wednesday and Friday selling and 
a tendency to let Saturday’s vol- 
ume take care of itself. 

Some stores, such as Dayton’s, 
Minneapolis, are trying to buck 
the trend, he said. This store 
places only 9.4% of its total lin- 
age on Sunday; Horne’s, Pitts- 
burgh, 18.2%; Bullock’s, Los An- 
geles, only 6.7%. But, throughout 
the rest of the country, Sunday 
papers capture up to 40% of 
the department stores’ advertising 
space. In New York City it reaches 
a range of 43% to 69%. 


® What’s behind this? 

Ad managers blame it on pres- 
sure from buyers and merchandise 
managers, Mr. Rotto said. The lat- 
ter, in turn, blame it on the manu- 
facturers who subsidize a big 
chunk of Sunday ad space. Yet, 
the writer pointed out, buyers also 
pour a big percentage of their own 
ad dollars into Sunday papers. 

Another Sunday trend, contrary 
to the efforts of department stores 
to try to bring downtown traffic 
into the center of the city, is man- 
ufacturer-subsidized advertising 
with a mail order pitch. 

Mr. Rotto also pointed out that 
mid-week advertising more often 
than not lacks news value and is 
merely mediocre in quality and 
quantity, with the hot merchan- 
dise saved for Sunday ads. # 


C. D. Forrest Joins NYU 


Dr. Charles D. Forrest, formerly 
vp and director of research of 
Forbes Marketing Research Inc., 
has been appointed professor of 
marketing at New York Univer- 
sity’s school of commerce, accounts 
and finance. A parttime marketing 
instructor at NYU for the past two 
years, Dr. Forrest was at one time 
vp and director of marketing and 
research for Hicks & Greist and 
also has been associated with Ben- 
ton & Bowles, Batten, Barton, Dur- 
stine & Osborn and Needham, Louis 
& Brorby. 
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COLOR 
at the 2nd Annual Newspaper R.O.P Color Conference in Chicago, September, 1957! 


lst in Food Subjects—3 colors and black* (among 1st in food Subjects—1 color and black (among news- 
newspapers of over 500,000 circulation). Advertiser: papers of over 500,000 circulation). Advertiser: H. J. 
Sylvan Seal Ice Cream. Agency: Al Paul Lefton. Heinz Co. Agency: Maxon, Inc. 


*Tied with The Chicago Tribune 


No wonder The Bulletin publishes the largest amount of R.0.P color advertising in Philadelphia ! 


Advertising Offices: Philadelphia « New York + Chicago 


In Philadelphia nearly everybody reads The Bulletin Representatives: Sawyer Ferguson Walker Co, Detroit 


Atlanta « Los Angeles + San Francisco + Seattle 
Florida Resorts: The Leonard Company, Miami Beach 
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® FABULOUS FLORIDA 
® THE MYSTERY OF MONEY 
® LOVE AND MARRIAGE 

© THE WORLD OF TELEVISION 
® TEEN-AGERS TODAY 

© THE AMERICAN WIFE 

® HEMINGWAY AT WORK 
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Keys to what interests 


What interests alert Americans today? In this exciting 
ever-changing world what subjects grip and hold their 
attention, month after month? 


You'll find the answer in each month’s Cosmopolitan. For 
only Cosmopolitan devotes each issue to a thorough treat- 
ment-in-depth of one significant, contemporary theme. 


The American writer? Cosmopolitan gives you an inti- 
mate insight into his eccentricities and trials, from Ernest 
Hemingway to Gore Vidal. The international Set? 
Cosmopolitan takes you to the home of Porfirio Rubirosa, 


or on a $100,000 yachting party hostessed by Elsa 
Maxwell. 


KEYS TO AMERICAN ATTITUDES 


The editors of Cosmopolitan create American attitudes 
and interests by anticipating them—in such up-coming 
issues as that on The World of Television, and the still 


more provocative subject of American Teen-agers Today. 


Of course, Cosmopolitan is only one of the ten Hearst 
magazines. But it has this in common with them all — 


[ Good dosti 


| deetliiaihel 


= Teenagers | 
——| Are Teenag 
(ease can Nine Battin Dollars '™ Hes Lathe Wane 
Th 


HEARST 


nid 10 keys to the special 


you vn today’s 
exciting world 


it is close to its readers, so close it can feel their heart- 
beat . . . all but read their minds. 


And its editors, like all Hearst magazine editors, speak 
with the authority of first-hand knowledge...creating a 
magazine that is custom-tailored for its readers, geared 
precisely to their tastes and interests. 


KEY MEN — KEY MARKETS 


Hearst representatives are key men in the publication 
field. Because—like the editors of Cosmopolitan—they 
speak for particular groups of people, with an under- 
standing of their needs and interests. 


As counselors on every phase of selling, they talk of mar- 


kets in terms of people—and intensity of interest as the 
key to circulation. 


So that Hearst advertising is keyed advertising—keyed to 
the special interests of individual people. If you want to 
be “at home” with these people, let Hearst editorial in- 
sight be the key that lets you in. 
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Rumrill Adds Corning Unit, 
Drops Vega: Names McMahon 

Advertising for Double-Tough, 
part of the consumer products di- 
vision of Corning Glass Works, 
Corning, N.Y., has been awarded 
to Rumrill Co., Rochester, N.Y. 
Corning’s entire consumer products 
division previously was handled by 
Maxon Inc., which resigned the ac- 
count a month ago (AA, Sept. 16). 
Rumrill also handles the compa- 
ny’s technical and electrical prod- 
ucts division. 

Rumrill has resigned the adver- 
tising account of Vega Industries, 
Syracuse, “because of a conflict of 
interests.” Vega makes a line of 
fireplace units and accessories 
which competes with products of 
Bennett-Ireland, for more than 20 
years a client of Moser & Cotins, 
which has merged with Rumrill. 
Rumrill also has named Robert J. 
McMahon an account executive. 


Advertising Age, November 4, 1957 


Formerly retail ad manager of 
Carrier Corp., he will supervise 
the Eastman Kodak account. 


Southern States Renamed 

Stockholders of Southern States 
Iron Roofing Co., Atlanta, a Rey- 
nolds Metals Co. subsidiary, have 
voted to change the company’s 
name to Reynolds Aluminum Sup- 
ply Co., effective Nov. 1. Purpose 
of the change is to reflect more 
accurately the company’s present- 
day operations as a distributor of 
aluminum products. 


WVIP Goes on the Air 


Station WVIP, a Mount Kisco, 
N. Y., outlet, made its on-the-air 
debut on Sunday, Oct. 27. Nicholas 
A. Andrews, former manager of 
WNRC, New Rochelle, is general 
manager. Owners are E. Monroe 
O’F lyn, real estate developer, and 
Martin Stone, radio-tv producer. 


There are two 


sides 


to most 


situations . 


Cartoon idea contributed by Henry Poterson, Ted Bates & Co., New York 


And there are two sides to the 


It pays fo cross 
the Delaware 


Represented notionally by GEORGE A. McDEVITT CO., Incerporated 
. 


DELAWARE VALLEY 


What we have to say here isn't up-to-the-minute news, either. 
It's simply this: you need strong local media to get broad ad- 
vertising coverage in the New Jersey half of the Delaware Valley. 
Out-of-state newspapers can't begin to cover this market, which 
long ago became virtually independent of the Valley's western 
half. The media you need are the TRENTON TIMES and the 
CAMDEN COURIER-POST, the key dailies here—serving more 
than 85% of the free-spending families in the area. 


This is no news at all to 8 out of 10 of the nation’s 100 top 


New York * 


newspaper advertisers. They use both papers regularly 


TRENTON TIMES 


Established 1883 


CAMDEN COURIER-POST 


Established 1875 


Chicago hd 


Philadelphia . 


Detroit 7 


Los Angeles 


FCC Okays Radio, TV 
Buys by ABC, CBS, 
Flock of Others 


WasHincTon, Oct. 30—The Fed- 
eral Communications Commission 
has approved a flock of radio 
and tv station sales, including the 
purchase of KWK-TV, St. Louis, 
by CBS, and KQV, Pittsburgh, by 
ABC. 

Commissioner Robert Bartley 
registered a dissent in five of the 
cases, including the CBS and ABC 
cases. He said purchases by multi- 
ple operators should not be ap- 
proved until a hearing is held to 
determine whether the purchase 
would result in undue concentra- 
tion of control. 

Concurrent with approval of the 
CBS purchase of KWK and KWK- 
TV, Channel] 4, for $2,400,000, FCC 
authorized CBS to turn over its 
construction permit for Channel 11 
in St. Louis to a new company 
which includes representatives of 
three applicants who had competed 
unsuccessfully against CBS in a 
public hearing on the award of the 
channel. 

KQV in Pittsburgh was sold by 
Earl F. Reed and Irwin D. Wolf 
Jr. to American Broadcasting- 
Paramount Theaters Inc. for $700,- 
000. It is the network’s sixth radio 
station. 


® Other important sales to multi- 
ple owners protested unsuccess- 
fully by Commissioner Bartley in- 
cluded WVDA, Boston, to Greater 
Trails Broadcasting Corp. for 
$252,000; WOKE, Oak Ridge, to 
Arthur D. Smith Jr. for $64,000; 
KRMG, Tulsa, to Meredith Pub- 
lishing Co. for $500,000. 

FCC also granted sale of KLMO, 
Longmont, Colo., to Arlene Hodg- 
ins Steinback for $63,000; WFMF 
(fm) by Functional Music Inc., 
Chicago, to Music Service Inc. for 
$125,000; WCSI, Columbus, Ind., to 
Findlay Publishing Co. for $100,- 
000; KWFT, Wichita Falls, to 
North Texas Radio Inc., for $300,- 
000; WERI, Westerly, R. I., to Wil- 
liam Robert Sweeney for $74,000 
and WWXL, Manchester, Ky., to a 
local group for $32,450. # 


Billings Ad Club Formed 
About 100 admen in Billings, 
Mont., have organized a Billings 
Advertising Club and won a char- 
ter as a member club of the Ad- 
vertising Assn. of the West. Presi- 
dent of the group is J. S. Hilleboe, 
Billings Gazette ad director. Other 
officers are R. C. Whittington, 
Midland Implement Co., Ist vp; F. 
Van Iderstine, Carter Oil Co., 2nd 
vp, and Don R. Wyard, Billings 
State Bank, secretary-treasurer. 


Chivago's 2 


firm invites your patronage. 
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... Still another recognition 
of the importance of Newsweek's 


com-mu'ni-ca'tive audience 


During the first six months of this 
year NEWSWEEK not only carried the 
most corporate campaigns but, as 
during the full ’56 year, it carried the 
greatest page volume in thiscategory. 
Here’s the picture: 


RANKING OF MAGAZINES 
carrying the greatest volume of advertising from the 


50 largest corporate campaigns,* January 1 through 
June 30, 1957. 


Rank Magazine * Pages Carried Campaigns Carried 
NEWSWEEK 264 41 


U.S. News & 257 37 
World Report 


Time 239 35 
Business Week 220 32 
Saturday Evening Post 144 22 
life 129 18 


*Based on the Publishers’ Information Bureau's “General 
Promotion” in terms of number of pages 
for first-half 1957. 


This is significant because corporate 
campaigns are aimed at such vital 
groups as leaders in business, indus- 
try, distribution; the financial com- 
munity, stockholders and potential 
investors; plant city and employee 
groups; local and federal government 
officials—key people in every impor- 
tant activity. And why do corporate 
advertisers put NEWSWEEK first? 


Newsweek is edited for 
com-mu‘ni-ca‘tive people 
NEWSWEEK aims specifically to sat- 
isfy the mature minds and wide 
interest-range of communicative 

people— 
... those with the dynamic capacity 
for influencing the decisions and 
actions of others in their family, 


business, social and community 
relationships. 


NEWSWEEK’S communicative circu- 
lation is concentrated 94.9% in busi- 
ness, industry, government and the 
professions — 72% at the decision 
level. What’s more, independent re- 
search shows NEWSWEEK is read by 
more people per copy —5.6*—thanany 
other leading magazine. And is the 
most talked-about by readers. 


*Source of data: “Magazine Reading Trends” 
—copyrighted quarterly magazine report of 
Sindlinger & Company, Inc., nationwide 
business analysts, Ridley Park, Pa. 


... the magazine for 
com-mu' ni-ca' tive people 
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Shun Motivation Research ‘Alchemy’; 
Demand All Data, Brown Tells ANA 


(Continued from Page 2) 
situation, and they change as so- 
ciety changes. 


@ Don’t look in the id for the mo- 
tivations you are going to work 
with in your advertising. Tossing 
around Freudian terminology 
makes good parlor, smoking room 
or office conversation, but as any 
good psychologist knows, there are 
three levels of motivation, and as 
any good advertising man knows, 
the bulk of those that concern us 
are in the upper two levels. 


e Dr. Brown described the three 
levels as the “conscious-open,” 
“conscious-hidden” and “uncon- 
scious-hidden” motivations. In the 
first, “We know what motivates 
us to action, and we have no hes- 
itancy about revealing these mo- 
tivations to others.” 

In the second, “We know the 
motivations but, for social reasons, 
we refuse to tell the truth.” 

In the third, “I don’t know my 
motivation because it is too deeply 
hidden in the past and usually so 
grounded in animal behavior that 
it would not be socially acceptable 
to reveal it if I did know.” 


® Dr. Brown said brand selection 
is emotional, rather than rational, 
but that “we are far from psychi- 
atric cases. 

“This is the big point,” he went 
on. 

“A great many of the motiva- 
tions behind buying behavior fall 


in the ‘conscious-open’ category, | 


and a lot of advertising hay has 
been made by people who have 
gone out into the market place 
with alert research to measure 
these motivations. 

“No doubt, since market be- 
havior is a social function, there 
are also a vast number of motiva- 
tions that fall in the ‘conscious- 
hidden’ area,” he said. 

“Here lies the great field for 
practical motivational research in 
advertising, through the applica- 
tion of tools that break down the 
social barriers that hide the truth. 

“Certainly, ‘unconscious-hidden’ 
motivations find some expressions 
in market behavior, but the plunge 
into the id—particularly as we are 
concerned about brand motiva- 
tions—when what is needed is 
clarity about the upper two levels, 
is sheer research folly.” 


s Ward F. Parker, coordinator of 
marketing-merchandising service 
for the J. Walter Thompson Co., 
outlined the five most important 
elements “which invariably seem 
to be present in the programs of 
companies with a pattern of suc- 
cess in merchandising of advertis- 
ing.” 

They are, he said: (1) A firm 
budget, (2) intelligent use of me- 
dia merchandising, (3) incorpora- 
tion of trade papers as a basic 
part of the program, (4) estab- 
lished creative responsibility and 
(5) use of proven sales psychology. 

Mr. Parker said the use of trade 
papers is “necessary and im- 
portant” because of “the growing 
inability to present personally 
your promotional or advertising 
plans to the buying committees of 
large wholesalers and chain store 
operators in many industries.” 


# Another J. Walter Thompson 
Co. executive, Harold J. Wilt, told 
an ANA session that trends among 
business papers include (1) gen- 
eral rate increases of about 10% 
in the works for 1958; (2) grow- 
ing numbers of new publications; 
(3) greater frequency of issue, 
“better to serve expanding mar- 
kets; (4) improved presenta- 
tion of editorial material and (5) 
increased attention to “impact ad- 


vertising in the form of multiple 
pages and inserts.” 

Mr. Wilt also said that “lack of 
uniformity in circulation state- 
ments places a tremendous bur- 
den on the buyer,” adding that 
“ABC won’t audit free circulation 
and BPA won’t standardize the 
business analysis of competitive 
books” and that “SIC seems like 
the best common denominator for 
standardized classifications—but it 
too has its limitations.” 

He said that discontinuance of 
the Brad-Vern’s reports with the 
1956 issue “will create a serious 
void, since business papers need 
this service.” He asked advertis- 
ers and publishers to cooperate in 
developing “a suitable competitive 
advertising checking service to re- 
place Brad-Vern.” 

(For story on decision to con- 


tinue publication of Brad-Vern re- 
ports, see Page 58.) 

Mr. Wilt said that while opposi- 
tion had developed recently to the 
plan to distribute 6,000 bound files 
of the media data form, devel- 
oped by NIAA, at a cost of $600 to 
participating publishers, “the use 
of the form is increasing.” 


® Robert E. Davis, advertising 
manager of the Imperial Paper & 
Color Corp., told the meeting how 
his company “parlayed an annual 
national advertising budget of 
$180,000 into close to $1,000,000 in 
advertising and sales promotion.” 

The plan involved “exclusive 
use of magazine media in which 
related advertised products would 
share all costs equally.” 

In 30 months, Imperial has thus 
worked with 26 other home furn- 
ishings manufacturers of branded 
products. Some of the other com- 
panies were Mohawk Carpets, 
Drexel Furniture, American Kitch- 
en, General Electric, Congoleum- 
Nairn, Baumritter Furniture and 
Bates Fabrics. 


Advertising Age, November 4, 1957 


Mr. Davis said the procedure 
went like this: 

“A furniture company, a floor 
coverings company and Imperial 
would set up a joint budget, much 
in the way that association adver- 
tising does. Let’s say the joint 
budget was to be $30,000. That 
meant each participant would put 
up $10,000. A complete advertising 
and sales promotional campaign 
was worked out. 


s “We found that a color page 
could accommodate a maximum of 
three advertisers and that four ad- 
vertisers were the maximum for 
a four-coler spread. We set up as 
many such programs as our total 
advertising budget would permit. 

“In the spring of 1957, we car- 
ried on seven of these programs, 
which gave us color ads in five 
books every month this past 
spring. 

“Our advertising agency agreed 
to serve as coordinator for the pro- 
gram, and methods of operation 
were worked out to insure full co- 
operation among all participants 


and their advertising agencies. 

“To provide a common spring- 
board for our advertising, it was _ 
determined that every advertise- 
ment would use the kind of edi- 
torial approach that would pro- 
vide the consumer with sound, 
usable decorating ideas. 

“All ideas on layouts, copy and 
illustration were contributed by 
each participant through his agen- 
cy. At joint meetings, the prin- 
cipals made the final determina- 
tion.” 

Mr. Davis listed the program’s 
results as follows: 


e In the year beginning July 1, 
1956, the campaign cost “just 
short” of $1,000,000, but Imperial’s 
share was “only little more” than 
$180,000. 


e Since 1955, when the campaign 
started, through last June, “our 
cost ratio of advertising to sales 
has dropped to 1.5%.” 


e Consumer inquiries and request 
for information “quadrupled.” 


e Imperial’s advertising has in- 
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creased seven pages a year, to an 
average of 32 color pages, at a 
unit cost substantially less than it 
was before. 


e Imperial dealer newspaper ad- 
vertising has increased 20% “with 
no co-op funds being provided.” 


e The close of the fiscal year in 
June “showed that our sales po- 
sition in the industry reflected 
substantial gains.” 


e Mr. Davis added that “many of 
the participating companies have 
cited to me equally important re- 
sults through increased brand 
penetration, through renewed deal- 
er enthusiasm and through in- 
creased sales.” # 


Kellogg Repeats Offer 

Kellogg Co., because of the suc- 
cessful consumer response to its 
annual Kellogg All-Bran rose- 
bush offer over the past four 
years, will repeat the promotion 
in 1958. All-Bran cartons will 
feature the rosebush promotion 
on back panels until early spring. 
Advertising support will be given 


TURNOVER—Harry King (left), Chicago Tribune, takes over the pres- 
idency of the Western Advertising Golfers Assn. from Jack Morri- 
son, Chicago American. 


on Art Linkletter’s “House Party” |CBS-TV. Leo Burnett Co., Chica- 


and “Name that Tune,” both on| go, is the agency. 
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Time, Facilities, Profits Are Dimensions 
of Any Market Research Problem, Says Crisp 


New York, Oct. 29—The order- 
ly solution of any marketing re- 
search problem begins with the 
establishment of three vital di- 
mensions of the problem—time, 
profit and facilities—according to 
Richard D. Crisp, author of the 
recently-published book, “Mar- 
keting Research” (McGraw-Hill, 
$7.50). 

The time dimension, Mr. Crisp 
explains, reflects the urgency, or 
lack of urgency, present in the 
situation. The profit dimension re- 
flects the relative importance of 
the problem as related to the sit- 
uation of the company. The facili- 
ties dimension concerns the avail- 
ability of competent personne] and 
other facilities required to solve 
the problem. 

The book, published in Septem- 
ber, is the eighth and most recent 
in McGraw-Hill’s series in adver- 
tising and selling. The author is 
president of Richard D. Crisp & 


setting the pace 


Champion Standard Bred pacers inherit characteristics that make them winners, 
and so do the stations of the WKY Television System. The same leadership 


stations in Montgomery and Tampa-St. Petersburg. 


You set the pace by advertising on WKY Television System stations— 


each decisively dominant in the market it serves. 


that made great stations in Oklahoma City has now created equally outstanding 


THE WKY TELEVISION SYSTEM, INC. 


WTVT 
Tampa-St. Petersburg 


WKY and WKY-TV 
Oklahoma City 


Represented by the Katz Agency 


pioneering 
color TV 


WSFA-TV 
Montgomery 


Associates, Chicago, advertising 
and marketing consultant, and lec- 
turer in marketing at Northwest- 
ern University. 

Taking a practical rather than 
theoretical approach to market- 
ing research, Mr. Crisp uses his 
work to introduce the field of mar- 
keting research as it exists in pro- 
fessional praetice. Leaning more 
toward marketing than research, 
the author spends less time de- 
scribing research methods than 
he does with applying the tech- 
niques to solve marketing prob- 
lems. 

The book develops two view- 
points toward marketing research. 
The first is that of the top man- 
agement executive, who looks 
upon research as one of the tools 


used in forming management de- 
cisions. 


= The second viewpoint, and the 
one which Mr. Crisp gives the 
greater emphasis, is that of the 
marketing researcher, who car- 
ries through the actual marketing 
research assignment. 

“Marketing Research” was in 
preparation for more than five 
years. It is designed to serve as a 
college text as well as a guide 
book for workers in the field. Ma- 
jor sections of the book include: 
An introduction to the marketing 
research process, the technique 
tools of marketing research, steps 
in the marketing research process, 
major areas of research applica- 
tion in marketing, and research in 
non-manufacturing organizations. 

Throughout the book’s 1776 
pages, Mr. Crisp has scattered 
summaries of marketing problems 
of real companies, and he de- 
scribes the steps actually taken to 
solve these problems. 

Two chapters are devoted ex- 
clusively to advertising, though the 
subject is dealt with many times 
throughout the book. A chapter on 
advertising research is concerned 
with measuring the effectiveness 
of advertising (advertising re- 
search is called a major subdivi- 
sion of marketing research). 


® Mr. Crisp has been in the field 
of marketing and advertising man- 
agement since 1935. He was on the 
merchandising staff of Young & 
Rubicam, an account research su- 
pervisor for Lord & Thomas, and 
manager of the marketing depart- 
ment of Foote, Cone & Belding. He 
set up the marketing research de- 
partment of S. C. Johnson & Son, 
and was director of marketing re- 
search for Tatham-Laird immedi- 
ately before establishing his own 
company in 1955. # 


Kaufmann Jubilee Ads Set in 
Winter for Spring Dresses 

R. & M. Kaufmann Inc., Aurora, 
Ill, dress manufacturer, will use 
participations on nine network tel- 
evision shows and color spreads in 
three consumer magazines for its 
eighth annual “June in January 
Jubilee” to promote the sale of 
spring dresses during winter 
months. Tv shows scheduled are 
“Beat the Clock,” “The Big Pay- 
off,” “Bride & Groom,” “It Could 
Be You,” “Linkletter’s House Par- 
ty,” “The Price is Right,” “Queen 
for a Day,” “Strike it Rich” and 
“Truth or Consequences.” 

The spreads will appear in the 
January issues of Charm, Glam- 
our, and Seventeen. Ad and dis- 
play kits will be sent to more than 
5,000 department stores and dress 
shops. Kuttner & Kuttner Adver- 
tising, Chicago, is the agency. 
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Recipients of the new 
W.R.G. Baker Award, 
1957... in 

recognition of the 
authors contributing the 
best papers published 
in the IRE Transactions 
of the Professional 
Groups. 


Réymond J. Kircher, Robert L. Trent 
and D. Raymond Fewer in their search 
for, and eagerness to share, knowledge 
with others typify The Institute of Radio 
Engineers. Their instructive papers, 
which organized and reviewed the use 
of transistors in audio frequency, sum- 
marized all ef today’s known facts on 
this subject and performed a vital 
service to members of their Society. 
Their contribution makes a point of 
departure for still further growth and 
development of the wondrous art of 
radio-electronics. 


Radio is a way of thinking big about 
the world of tomorrow. The Institute 
of Radio Engineers is a professional 
Society of nearly 60,000 men devoted 
to a better world for you through the 
advancement of their science and their 
field of specialization. They read the 
official publication of their Society, 
Proceedings of the IRE — the only 
engineering journal in the radio-elec- 
tronics industry exclusively edited by 


THE INSTITUTE OF RADIO ENGINEERS 


Proceedings of the IRE 


Adv, Dept., 72 W. 45 $t., New York 36, N.Y. -Chicago- Cleveland - San Francisce- Los Angeles 


and for radio-electronics engineers. 


As science-fiction fantasy is con- 
verted to fact, the detailed realities 
first appear in Proceedings. Original, 
authoritative articles by the men re- 
sponsible for these radio miracles con- 
tinue to keep IRE members informed 
as idea based on idea is advanced. 
Earth satellites, FM, TV, color TV, 
VLF, radar, computers, transistors, 
solid state electronics, scatter propa- 
gation, single sideband . . . revolution- 
ary concepts in radio-electronics all 
started and developed in Proceedings 
of the IRE. 


make it so. Small wonder that IRE is 
remembered in return. Best way to get 
products remembered, if they are sold 
in the radio-electronics field, is through 
advertising on the pages of Proceedings 
of the IRE. If you want to sell the 
radio industry, you've got to tell the 
radio engineer! 


. . | functions, including copy, art, pro- 


RAB Issues Sales Kit, 
Prepares Two Market Studies _ 
Radio Advertising Bureau, New 
York, is issuing a new sales kit, | 
“Department Store Package Mail- | 
ing,” to its member stations and 
networks. The kit covers such 
points as how much do the indi- 
vidual departments of a store spend 
for advertising, can newspapers do 
a complete advertising job for de- 
partment stores, and how can ra- 
dio strengthen store promotions. 
RAB also is preparing two spe- 
cialized market studies. “Radio 
and the Negro market,” already is- 
sued, provides data on the size and 
concentration of the Negro popula- 
tion and radio listening habits of 
Negroes. The second study, near- 
ing completion, covers the import- 
ance of the farm market and ra-| 
dio’s ability to sell effectively to | 
this market. 


International Shoe Revamps 
Advertising Department 
International Shoe Co., St. Louis, 
has revamped its advertising de- 
partment. Under the new program, 
all of the company’s advertising 


duction and over-all planning, will 
be centered in one department.) 
Each sales division will continue 
to have an advertising manager 
who will act as liaison man be- 
tween salesmen, customers and the 
new ad department. 

The new ad unit will consist of 
37 persons and will be headed by 


A. L. Johnson, International’s di- 
rector of advertising. Charles A. 
| Mueller has been promoted to as- 
sistant director of advertising—a 
inew post. Andrew A. Brand has 
| been advanced to the new post of 
sales promotion manager. 
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You Might Swim 100 Yards in 48.9 Seconds * 
BUT... 


6-COUNTY PULSE REPORT 


KALAMAIOO-BATTLE CREEK AREA—MARCH, 1957 
SHARE OF AUDIENCE—-MONDAY-FRIDAY 


WKZO makes the 


WKZO [Station “B"| Station “Cc” Many of our most 
6 A.M.—12 NOON 35 20 9 
12 NOON—46 P.M. 30 21 10 
6 P.M.—12 MID. 29 21 10 


~-W-~ 
NOR 


wz 


~ the Setyer Hations 


WKZO-TY — GRAND RAPIDS-KALAMAZOO 
© RADIO — KALAMAZOO.BATTLE CREEK 


KOLN. TY — LINCOLN, NEBRASKA 
Asmocieted with 
WMBD RADIO — PEORIA, ILLINOIS 


story. 


CBS RADIO FOR 


YOU NEED WKZO RADIO 

TO SINK YOUR COMPETITION 

IN KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN! 


Battle Creek and Greater Western Michigan—and the 
Pulse figures at the left PROVE it! 


shows, with several giving up to a 41% Share of Audi- 
ence. Let your Avery-Knodel man give you the whole 


WKZO 


AND GREATER WESTERN MICHIGAN 
Avery-Knodel, Inc., Exclusive National Representatives 


*Robin Moore set this world's record in Stanford, California on May 19, 1956. 


biggest radio splash in Kalamazoo- 


impressive ratings are for our local 


KALAMAZOO-BATTLE CREEK 


Advertising Age, November 4, 1957 


Getting Personal 


Ralph Cahn of Ralph Cahn-Frederick Seid Advertising, San Fran- 
cisco, is now in Spain on an extended tour of Europe. He will visit 
Germany, Switzerland and Southern France before returning to 
San Francisco this month...Sydney G. Walton, Kenyon & Eck- 
hardt vp in San Francisco, has been reelected to his fourth term as 
chairman of the San Francisco chapter of the American Red Cross. 
... Irving E. Stimpson, partner in the Seattle agency, Frederick E. 
Baker & Associates, has been elected president of the Washington 
division of the American Cancer Society. Last year he was vp... 


%. 
BOSTON (TEA?) PARTY—Arnol 
anniversary with a supper party at the Boston Club. At the festivi- 
ties, seated l. to r.: Clementine Michel, vp; Arnold Z. Rosoff, presi- 
dent; Lee LeBlanc, vp. Standing: Aaron Schindler, account execu- 
tive; Elbert A. Taitz, director of marketing; Nancy O’Toole, director 
of public relations; Harold Goodstein, account executive; Edward 

Jancewicz, director of radio, tv. 


J. Earl Swalley, who retired Sept. 30 after an association of more 
than 30 years with Midwest Farm Paper Unit, was guest of honor 
at a luncheon given by Chicago agency and media people. The Swal- 
leys will make their home in St. Petersburg, Fla... 

W. S. Akin, Chicago publishers’ representative, is celebrating the 
25th year of his representation of National Business Publications 
Ltd. in the Chicago territory. It’s been nice work—entailing flying 
visits to Gardenvale, Que., for conferences and sales meetings ... 

Oct. 15 was payday at Reincke, Meyer & Finn, Chicago, but on 
Oct. 16, each employe received a surprise letter from Wallace Mey- 
er, president, along with a $50 bill. The occasion was the 50th 
anniversary of the founding of the agency by the late Arno B. 
Reincke... 

Katherine L. Fry, of N. W. Ayer & Son’s media department in 
Philadelphia, won an all-expense trip to Bermuda as first prize in 
a New York Herald Tribune fashion impact contest... 

Elizabeth York Grimes was married on Oct. 5 to Robert Hill, an 
aeronautical engineer. She is the daughter of Art “pretty good for 
an old fella” Grimes, vp and general manager of McCann-Erickson 
Corp. (International) ... 


LOVE IN BLOOM—They’re mistaking the current Indian summer for 
spring at Stromberger, LaVene, McKenzie, Los Angeles. In one Oc- 
tober week, no less than four engagements were announced by staff 
members. The box score: radio-tv secretary Kaye Courter to in- 
surance executive Ben Shannon; media buyer Helen Sellery, to fur- 
rier Jee Noblia (not present); model Charlotte Guice to assistant 
radio-tv director Hank Hamilton; Charlotte’s twin and also a model, 
Marianne Guice to radio-tv writer-producer Bud Davis; Peggy Fox, 
assistant tv art director at Erwin Wasey, Ruthrauff & Ryan, to SLM 
research director Earl Timmens. 


Guests at the Presidential dinner at the White House for Queen 
Elizabeth and Prince Philip included Sigurd S. Larmon, head of 
Y&R, and Mrs. Larmon; William 8S. Paley, CBS board chairman; 
and Secretary of Defense (and ex-P&G prexy) Neil H. McElroy and 
Mrs. McElroy... 


Marion Schmidt resigned from Brookes & Sons Co., Chicago, to 
be married Oct. 26 to Jack Case. The couple will live near Miami, 
Fla. The Women’s Advertising Club of Chicago, of which the bride 
is a past president and stalwart committee member, gave her a 
medallion and a life membership in the group. . . 

Julien Elfenbein, chairman of the editorial committee of Haire 
Publishing Co., was honored recently at a dinner in the Waldorf’s 
Starlight Roof upon his retirement as first editor of Linens & Do- 
mestics, the national trade publication now in its 30th year, and as 
secretary of the Linens & Domestics Buyers of America, an associ- 

ation which he helped organize 14 years ago... 
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THE ___ is typical of the new generation of 


‘breaking boys (theré's a stagge 
GENERATION } 
PAID | 


1S$626,000 =: 


THE MAGAZINE FOR ALL BOYS PUBLISHED BY THE BOY SCOUTS OF AMERICA 
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ITV Pulls 73% 
of Britons in 


Competing Areas 


BBC Keeps Viewers in 
Non-ITV Areas, Plus 
Special Interest Fans 


By Mark Random 


Lonpon, Oct. 29—The British 
Broadcasting Corp.’s vaunted 
“New Look TV” is getting clob- 
bered in the ratings. 

The BBC and the commercial 
tv program contractors are now 
engaged in a critical battle to woo 
and win viewers (AA, Sept. 16). 
The BBC and ITV network both 
promised new shows, fresh ideas 
and better programs to hold the 
viewing audience this fall. They 
went about it in different ways. 

Now the first viewing figures 
on the new fall programs are in— 
and they are producing anything 
but happy hearts at BBC. 

September audience surveys 
carried out by both TAM and 
Nielsen show essentially the same 
broad picture: In the four heavily 
populated areas where ITV and 
BBC are in competition, the av- 
erage nightly adult audience for 
BBC is less than 1,500,000, while 
the ITV attracts more than 4,- 
000,000. 


® Nielsen estimates that at the 
present growth rate, by next 
spring ITV will have a bigger av- 
erage nightly audience than the 
BBC, even though the commercial 
network area will be less than 
85% of.that covered by the BBC. 

Advertising and television ex- 
ecutives are trying to figure out 
just what has caused the in- 
creased swing to ITV. 

Possibly the BBC’s policy of 
junking quiz programs and panel 
games in favor of “a distinct in- 


crease in serious efforts” con- 
tributed to the slide, some ob- 
servers feel. 

Possibly the answer is more 


fundamental. It may be that the 
BBC is hidebound to an idea it 
might have subscribed to in the 
early days of the medium—that 
television is for the classes, not 
the masses. 


WHAT HAS A. STADIUM 
TO DO WITH SALES? 


Possibly a very great deal indeed, for 
this new 32,000 seat home of the 
Green Bay Packers football team didn't 
just build itself. And it suggests to us 
a citizenry endowed with an unusual 
capacity to earn money matched by 
an even more unusual willingness to 
spend it. 

We're not motivation experts. But 
we've helped a host of advertisers 
move a mountain of goods and serv- 
ices by carrying their sales messages 
into more than 39,000 homes every 
day! Whatever the science of the thing, 
our folks have the cash, they let go 
of it, and we're the only medium to 
tell all of them when . . . in color, if 

ou like 


GREEN BAY. 


PRESS-GAZETTE 


een Bay, Wisconsin 
Phil McQlosky, Mgr, Netionol Advertising 
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From long and painful obser-| If this theory is correct, it|ing audience for BBC programs.|of ITV, the number has grown to 
vation, it appears the BBC tries|means that BBC is catering to| And the BBC will tend to go on| 7,331,200. The growth and popu- 
to appeal to a great number of|two main audiences: viewers who) losing viewers in the first group | larity of ITV programs has con- 
minority interests—a recipe some-|cannot watch ITV programs, eith-|as their sets are replaced with| tributed heavily to this increase. 
one once gave for a_ successful|er because they have pre-ITV sets|more modern ones capable of re-| Yet the ITV network and the 
newspaper column. or because they are not in ITV)|ceiving ITV, and as the ITV ex-| program contractors do not draw 
But that leads to a dial-out at-| areas; and, second, a floating au-|pands into areas where the BBC | a penny frem the revenue brought 
titude among the viewers. Minor-|dience which dials in only for|currently has a monopoly trans-|in by the annual £4 ($11.20) li- 
ity groups will watch minority in-| minority-interest programs geared | mission. cense fee. 
terest programs allied to their|to the particular tastes of its con-| Just why the current audience) 
tastes and activities and dial out|stituent groups. | battle is critical is brought out on|® The BBC, on the other hand, at 
to a mass-interest program when ithe financial side. Before ITV) present draws more than $42,000,- 
the minority interest programs are|® Neither of these groups is like-| started, there were only 4,735,500 | 000 from this source for radio and 
over. |ly to provide a constant and grow- | tv sets in Britain. After two years|tv. The latest available figures 


Don McNeill: 


American Radio’s super-salesman 
headlines The Breakfast Club — 
a live hour of music and fun— 
for the 24th year in a row, 
weekdays, 9 to 10 am 
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show the BBC spent $19,692,523|by all the viewers, while the one| smaller share. 


on television in the 1955-56 finan- 
cial year. But only $3,736,704, or 
roughly 20%, was spent on pro- 
grams. The rest went into over- 
head and salaries. 

Independent television, howev- 
er, is financed exclusively through 


the selling of advertising space|covered by BBC, then the ITV) work. 


between programs. This result: 
in the anomaly that in areas 


where the two networks compete llicense fee revenue. If such agi-| into being, provides for the con- 
the one (BBC) serving the small-| tation were to be successful, then| tractors to seek financial assist-'| 


|(ITV) serving the larger group| 
jof viewers gets no revenue fron 
the viewers at all. 

If this pattern continues until 
the end of 1958, when ITV is ex- 
pected to be covering an are: 
nearly comparable to that) 
‘companies will be in a strong po-| 
| sition to agitate for a share of the| 


s That trend could eventually 
lead to a further weakening of | 
the BBC and greater support for) 
an independent (i.e., commercial) | 
radio service, and possibly a sec- 
ond independent television net- 

The Television 


Act, which 


brought the commercial network 


er groups of viewers is financed|no doubt BBC would enjoy ajance to be used to raise the) 


the two services are competing in 
comparable areas the ITV is out- 
drawing the BBC 8-to-3 (as it is 
at present), it would have a 
strong case for “cultural financ- 
ing.” This could be the thin edge 
of the wedge in drawing a rakeoff 
from license revenues. 

This possibility has not been 
publicly discussed here yet, but 
the program contractors appear tu 
be aware of it. 

ATV, which provides weekday 


ratlio’s No. 1 ladies’ man! 


When you talk about listener loyalty, you have 
to start with American Radio’s Don McNeill 
— the showman-salesman who has built the 
most devoted housewife audience in radio 
history. When he talks, they listen. When he 
sells, they buy. 

And how they buy! Every week some 
10,000,000 people listen to Don McNeill’s 
Breakfast Club, a solid hour of live fun (comic 
Sam Cowling, comedienne Fran Allison) and 
live music (vocalists Dick Noel and Jeril 


Deane, Eddie Ballantine’s orchestra). And 
every week Breakfast Club advertisers see the 
happy results as these loyal listeners develop 
product loyalties. 

One big reason why right now more than 25 
top advertisers are using The Breakfast Club 
to sell their products. How about you? 
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|standards of programs. If, when|programs in the midland areas 


and weekend programs in London, 
is now using a station identifica- 
tion card which says: “ATV— 
— Free TV Service.” = 
|Dairy Assn. Study Released 

The American Dairy Assn., Chi- 
cago, has released its Highlights 
Study No. 7, reporting on public 
attitudes and uses of dairy prod- 
ucts gleaned from a consumer 
study conducted last spring by Al- 
fred Politz Research Inc. Among 
the findings, the study reported 
that cheese has become an accept- 
able gift, with one-fifth of the 
population having at some time 
received a gift of cheese. Addi- 
tional promotion of cheese gifts, 
particularly as business gifts, 
should expand sales, the report 
said. The report also recommended 
the use of recipes on packages as 
a sales booster, since more than 
10% of housewives use a written 
recipe on a given day. 


“DRAMATIC 
SALES RESUITS' 


FOR ST. LOUIS 
MARKETS! 


SCHNUCK’S SUPERMARKETS 
of St. Louis reports through 
Kilroy Advertising, Inc.: 

“We ore pleased with 
the dramatic sales results 
that can be traced direct- 
ly to ‘The Cisco Kid.’ Wt 
hos made every phase of 
Schnuck’s business bigger 
. . . it has increased traf- 
fic, sales and profits and 
enhanced our prestige in 
the community. ‘Cisco’ has 
always given top ratings, 
and top returns on our ad- 
vertising dollar. We are 


pl d to sp and 
renew this fine show.” 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 
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DAVENPO RT through Davenport Newspapers .. . 
-NEWSP AP ERS Circulation 50,000 Daily — 53,000 Sunday. For the 


EVENING tenth consecutive year — first in lineage in all lowa | 
a anne and the Big © .. . a $494,275,000 market! | 


CIRCULATING DAVENPORT, IOWA; ROCK ISLAND, MOLINE AND EAST MOLINE, ILL. 


Important tool of the men who build America 


Roaring mechanical monsters are construction tools. So are pens, 
conference tables, maps, blueprints, financial reports, government 
legislation and labor contracts. You sell modern construction by covering 
the men who wield all these construction tools. The 75,000 readers of 
Engineering News-Record are involved in every phase of construction. 
They are contractors and sub-contractors, they are construction experts 
employed by government and industrial corporations, they are professional 
consultants and financiers. They are the men who build America. 


ENGINEERING NEWS-RECORD ABP ABC A MCGRAW-HILL PUBLICATION 330 WEST 42NO STREET NEW YORK 36 


rit eat my hat i this isn’t 
the freshest tasting 


orange juice you ever enjoyed! 


| HATS AND EATING—Full-color halj-page ads like this broke Nov. 1 
Represented by Jann & Kelley in Sunday newspapers in 28 markets. Libby’s frozen foods will be 
| featured in the campaign. Theme is: “I'll eat my hat if this isn’t 


| the freshest tasting (frozen food 

|featured) you ever enjoyed.” 

Batten, Barton, Durstine & Os- 
born is the agency. 


P-X Foods Says 
Stamps Hike Grocery 
Bills; Drops ‘Em 


San Francisco, Oct. 29—P-X 
Foods, operator of 10 grocery 
stores in Alameda, Contra Costa, 
Santa Clara and Napa counties of 
Northern California, has aban- 
doned a policy of issuing trading 
stamps “because they boost the 
family food bill.” 

Phillip Fay, secretary-treasurer 
of the chain, said the chain has 
issued Blue Chip stamps since 
October, 1956, in nine of its stores. 

“Many people think the stamps 
give them something for nothing,” 
Mr. Fay declared, “They are be- 
ing fooled.” 


® The company bought newspaper 
pages in its marketing areas to 
announce that the chain will is- 
sue no more trading stamps. 

Issuance of stamps, Mr. Fay 
said, has slowed service in the 
stores and helped to raise over- 
head costs of operation, in addi- 
tion to incurring the cost of pay- 
ments made to the Blue Chip 
Stamp Co. 

P-X Foods, along with other 
East Bay supermarkets and chains, 
including Safeway, Purity, Lucky 
and Hagstrom stores, organized 
Biue Chip last year in order to 
meet competitive conditions. 

None of the other participants 
in the Blue Chip company were 
willing to comment on the action 
of P-X, indicating they wanted 
to study customer reactions first. 


® Close on the heels of abandon- 
ment of trading stamps by P-X 
Foods, Standard Oil Co. of Califor- 
nia announced it would issue trad- 
ing stamps. 

The gasoline company will is- 
sue the stamps only at its East 
Bay retail stations. Issues from 


| the Blue Chip Stamp Co. will go 


to customers at all Standard sta- 
tions and most Chevron stations. 

“It will be on a trial basis, to 
determine public acceptance,” a 
spokesman for Standard an- 
nounced. 

The trial is similar to one now 
under way by Standard in the 
Salt Lake City area. + 


Fairchild Names Shipper 
Audrey C. Shipper, associate 
research director of Faiftchild 
Publications, New York, has bé@en 
named research director, succeed- 
ing Clarence Judd, who has re- 
signed to become vp of George 
Neustad Inc., newspaper and 


department store merchandising 
service. 
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| There's nothing so powerful as an idea 
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SY: 


The right idea can change the everyday 
living habits of millions of families. 
And that’s the kind of ideas Better 
Homes & Gardens specializes in. 
Every page of this famous idea 
magazine shows men and women 


the family toward their goal with ideas that 
set them to talking and doing and then 
buying all the things they need to put 
their plans into practice. A new 
kitchen leads to all sorts of new 


: / habits—to new interest in kitchen 
whose first interest is home and family ea: Be . 7 equipment, and cooking and foods. 
how to make their dreams come true. See > Sie What a sales climate BH&G 


The dream could easily be a new kitchen 
—a wonderful new kitchen where Dad 
and Junior can shine as part-time chefs 
and Mother and Sis can whip up a 
plain everyday sandwich or a holiday 
feast with equal pleasure. 

Better Homes & Gardens keeps nudging 


provides for any product that 
contributes to better family 
living! It’s unique among all the 
major media. Meredith of 

Des Moines . . . America’s biggest 
publisher of ideas for today’s living 
and tomorrow’s plans 


ot America reads BHaG the family idea magazine 


4,350,000 COPIES MONTHLY 
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Bruce Publishing Names Meyer | ‘Argosy’ Names Thomas 

Jerry Meyer, 110 E. 42nd St.,) Argosy has appointed Wiliam | 
New York, has been appointed Thomas western division advertis- 
East Coast advertising represent- | 
ative for Annals of Allergy and'Slater, who has 
The X-Ray Technician. The two| Thomas was formerly with Hearst | next week. Mr. 
medical magazines are published | Corp. in its magazine and b Meoet 
by Bruce Publishing Co., St. Paul.| per sales division. 


| ture. 


| Weber Resigns trom WGN-TV 

Theodore Weber has resigned 
as sales manager of WGN-TV, 
ing sales manager to succeed Mike | Chicago, effective Dec. 1. His suc- 
resigned. Mr. | |cessor is expected to be named 
Weber will an- 
nounce his plans in the near fu- 


‘Wberzeugt die cinflussreichen Leser 


Der Post — sie sagen cs weiter! 


EVEN IN GERMAN IT’S: “Sell the POST 


INFLUENTIALS —they tell the others!” 


Advertising Age, November 4, 1957 


areleller, Rickard \ Z - ; 
ere he : ? 
or 


SIGNS OF THE TIMES—Jack D. Rittenhouse (left) and Douglas S. 

Craig put up a new sign as Rittenhouse & Co., Houston agency, 

merges with Marsteller, Rickard, Gebhardt & Reed. The two men 
are vps of Marsteller’s new southwestern office. 


WHAT’S IN THESE PINS THAT MAKES 
PRINTING MORE STRIKING? 


What keeps these pins looking new, 
game after game? Hardwood. What's 
the secret of making finer bond paper? 
Hardwood, if you can find out how 
to use it. And Hammermill has—with 
an exclusive pulp called Neutracel® 
which unlocks the secret of hardwood 
to make fine paper finer. 
Hammermill blends Neutracel with 
other quality pulps to make finer 
Hammermill Bond than was possible 
with softwood alone. Neutracel knits 


all the fibers together more closely — 
smooths out the tiny “hills and valleys” 
that the surface of most papers have. 
You get a smoother, more velvety 
surface, a better background for 
your printing. 

Neutracel contributes greater opacity 
to minimize show-through. And 
Neutracel gives Hammermill Bond 
extra bulk and a heavy “feel” — adds that 
extra touch of quality to business 
correspondence and sales letters. 


Ask your printer to show you sam- 
ples of Hammermill Bond and other 
Neutracel-content Hammermill papers. 
Whatever grade you choose ae the 
specific job, you'll find that the im- 
proved Hammermill papers add extra 
impressiveness to your business and 
advertising printing. Hammermill Paper 
Company, Erie, Pennsylvania. 


Ask your printer for 


MMERA, 
wr"ponn 


with Neutracel’s finer fibers 


$1,000,000 Push in 
Dailies Promotes 
‘Motorola TV Sets 


| CuHtcaco, Oct. 29—Motorola Inc. 
‘is pouring $1,000,000 into an inten- 
\sive two-month newspaper cam- 
|paign for its 1958 television line. 
A series of 12 page ads, nearly 
two every week for eight weeks, 
will appear in over 100 key mar- 
kets. The campaign began last 
month, but the heaviest phase of 
the push will continue until Dec. 2. 

The campaign is timed to coin- 
cide with the traditional peak peri- 
od in tv buying. The ads will con- 
centrate on two features in the 
new Motorola line. One is the “tube 
sentry” which, the ads say, cush- 
ions the initial warm-up surge of 
power when a set is turned on, 
thus reducing set failures. The 
other is the “golden satellite,” the 
company’s remote contro] tuner. 

A headline in the tube sentry 
series carries the assertion that the 
innovation triples tv life expect- 
ancy. The subhead reads: “First 
tv engineered to eliminate three 
out of four service calls.” 

The campaign will be supported 
by dealer aids and point of sale 
material, including a tube sentry 
display, window streamers and 
| counter cards. 
| Leo Burnett Co. is the agency. = 


Prussin Joins Aerosol 
Sam Prussin has been named 
director of new products and sales 


development of Aerosol Tech- 
niques Inc., Bridgeport, Conn. He 
was for eight years associate di- 
rector of research and product de- 
velopment of Rexall Drug Co., Los 
Angeles. 


_ Atomic Account to Groody 
The Westinghouse Bettis atomic 
power division of Westinghouse 


|Biectriec Corp., Pittsburgh, has 


| moved its advertising account from 

Ketchum, MacLeod & Grove, Pitts- 
| burgh, to Groody Advertising Co., 
|New York. 


> gervin ing all of 
SenNOR’ 


from the capital to the coast 


REPEESERTED RATIONALLY BY HOTLINGgSE 
RTWELL CAMPBELL, GEN. 
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PEOPLE! J 


detail even in ehadew areas. the wide range of tonal values. Today's Polaroid 


THIS PICTURE was token with a second Polaroid Land Camera and the 
remarkable new panchromatic Polaroid land Film. The engraving «a< made Land Camera not only gives you pictures in 60 seconds — but pictures of un- 
> vou can own a Polaroid Land Camera. 


directly from an enlargement of the orginal print. Notice the unusually sharp surpassed quality. For as lithe as $ 


In advertising, too, before you can pull ’em in you’ve got to catch them. The above 
ad caught the eyes of an extraordinary number of people. It was based on a simple 
creative principle that has achieved remarkable sales results for Doyle Dane Bernbach 
clients. The principle? If your ad isn’t fresh and dramatic people won’t look. If they 
don’t look, they won’t read. If they don’t read . . . you could have “stood in bed.” 


DOYLE- DANE: BERNBACH 


ADVERTISING + NEW YORK + LOS ANGELES 


 \ ™ 
2 ACRHA 
= i ell «| #94 
4 — 1 2VADA GRENCHEN 
; 
OHRBACH’S SCHENLEY THE CHEMSTRAND CORP. MAX FACTOR LEVY'S BREAD 8. T. BABBITT CROTON WATCHES GALLO WINES BUXTON THE GROLIER SOCIETY CBS RADIO NETWORK 


DOYLE DANE BERNBACH CLIENTS: American Export Lines, B. T. Babbitt (Clim), Barton's Candy, Bestform, Buxton Wallets, CBS Radio Network, The Chemstrand Corp. (Acrilan & Nylon), Cole of Calif., Croton 
Watches, Dreyfus & Co., El Al Airlines, Max Factor (cosmetic div.), Fairmont Foods, Gallo Wines, Glendale Knitting, Goodman & Co., Grolier Sociefy (Book of Knowledge), Hunter Douglas, Laird’s Applejack, Lear, Inc., Levy's Bread, 
Meinhard & Co., McCall Corp, (pattern div.), Ohrbach’s, Polaroid Land Cameras, Revell, Inc., Regal Shoes, Sav-On Drugs, Schenley (Ancient Age, Old Stagg, James E. Pepper), Venus Pens & Pencils, Wear-Right Gloves, White Stag, Wilshire Oil 
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photoengravers 


best for our 


customers 


two technicians accompany 


process camera all the way 


the farthest corners too. 


That's why we had 
our new Klimsch color 


from Frankfort, Germany 


These technicians revealed the marvelous 
accomplishments of this astounding instrument to our 
craftsmen and proved to us its capability of 

shooting the best color negatives in the world. 


To you this means process reproductions that 
are sharper than you have ever seen before—and out to 


Photo-composition of innumerable color subjects to 
layout position is simplified and is register perfect. 
This saves you time and money. 


Such engravings proofed on our modern four color 
wet presses are without doubt Utopia for the 
national advertising production buyer. 


Hutchings & Melville, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


Advertising Age, November 4, 1957 


NEW PERSPECTIVE— 
The Interstate 
Building Assn., 
Washington, is 
using 870-line 
ads like this in 
its current cam- 
paign. Ads will 
appear in the 
Washington Star, 
Post Times & 
Herald, and 
News. Van Sant, 
Dugdale & Co. is 

the agency. 


ing sales representative. 


Beson Joins ‘Newsweek’ 

Mrs. Robert B. Beson, formerly 
edition manager of the Reader’s 
Digest in Tokyo, has joined News- 
week’s Tokyo office as advertis- 


Vir. Claus leads a double life 


«+. thanks to Air EXpress with eXclusive door-to-door delivery! 


The gentleman in the red suit calls on the toy industry 
before August. But one smart manufacturer discovered 
how to eXpand his selling season almost to the night 
before Christmas! While competition slacked off, he 
sought and delivered new orders...he refilled old orders 
.. . overnight, anywhere in the country! It was like 
adding an eXtra Christmas season. And it was done by 
using Air EXpress, the only complete door-to-door air 
shipping service to thousands of cities and towns. 


You can eXtend your selling season in eXactly the same 
way. No matter what you sell, Air EXpress eXpands 
your freedom of action. It gives you all America or any 
part of America, overnight. It puts at your command 
10,212 daily flights on America’s scheduled airlines, 
13,500 trucks (many radio controlled), a nationwide 


private wire system, 42,000 trained personnel. Yet Air 
EXpress is ineXpensive; for instance, a 10 lb. shipment 
from Chicago to Kansas City costs only $3.14 with Air 
EXpress — $2.01 less than any other complete air ship- 
ping method. 


EXplore all the facts. Call Air EXpress. 


—y>— ' 
AIR GPRESS 


GETS THERE FIRST via U. S. SCHEDULED AIRLINES 


CALL AIR EXPRESS...division of RAILWAY EXPRESS AGENCY 


New Ad Techniques 
Invade Privacy, 


Psychologist Says 


WATERBURY, CONN., Oct. 30— 
Americans may find it necessary 
to seek a new civil right—that of 
privacy—to protect them from the 
effect of some of the new advertis- 
ing research techniques, according 
to Mitchell Balter of the Univer- 
sity of Connecticut’s Waterbury 
branch. 

Mr. Balter, a member of the 
branch’s psychology department, 
discussed “Psychology vs. the Peo- 
ple” at a dinner meeting sponsored 
by the Temple Israel Brotherhood. 

Mr. Balter cited the dangers of 
new techniques employed, espe- 
cially on television, which uncon- 
sciously influence the viewer. 


s “This misuse of psychology,” he 
continued, “has made people look 
back on the techniques of psychol- 
ogy and re-examine them.” 

He told the group that some new 
techniques have been used by Cal- 
ifornia public relations counselors 
in elections, with positive results 
in 70 out of 75 campaigns. 

The danger to society is that 
these people are operating on an 
economic rather than a moral or 


‘ethical plane “and we are losing 
our psychological freedom,” he 
jconcluded. + 


Cigaret Makers 
Ignore Cancer Data, 
Dr. Ingraham Says 


Syracuse, Oct. 29—Statistical 
evidence of a casual relationship 
between cigaret smoking and can- 
cer is “persuasive and conclusive,” 
says Dr. Hollis S. Ingraham, state 
health aide. 

He urges that there be no delay 
in attempts to control cigaret 
smoking while laboratory tests are 
completed. 

Dr. Ingraham, first deputy com- 
missioner of the state department 
of health, addressed a scientific 
meeting here. 


s Dr. Ingraham said cigaret man- 
ufacturers have refused to accept 
the information available on the 
cigaret-cancer relationship. 

“The cigaret manufacturer does 
not like to consider himself a pur- 
veyor of death, nor do their ad- 
vertising agencies like to consider 
themselves as sirens, luring men 
to destruction,” Dr. Ingraham said. 

He said it seems “improbable” 
that persons “predestined to have 
lung cancer” should also be the 
ones influenced to smoke ciga- 
rets. = 


Laun to Join Celanese 

Louis F. Laun, director of ad- 
vertising of Burlington Industries, 
New York, will join the textile 
division of Celanese Corp. of 
America, New York, as general 
merchandising manager, effective 
Dec. 1. He succeeds Paul D. White, 
who has resigned. 
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CunninghamHits 
TV's ‘Imitative 


a AD Sa ee id 


Programming’ 


(Continued from Page 3) 
be found (1) in the large num- 
ber of tv stations existing today, 
(2) in the ratings—even when 
audiences are split among com- 
peting shows, each is “larger 
than anyone could have imag- 
ined ten, or even five, years 
ago”—and (3) in programming. 


® “In 1953,” he went on, “pro- 
gram popularity depended upon 
Station clearance. In 1958 it de- 
pends almost entirely upon ex- 
cellence of programming mate- 
rial. The Wednesday period is a 
case in point. No one has ever 
argued with the great show- 
manship talent of Walt Disney. 
Opposed to him this season are 
Lucille Ball and Desi Arnaz, 
who have created the first class- 
ic in the history of the new 
medium. 

“Every situation comedy since 
‘I Love Lucy’ has had some ele- 
ment of carbon copy, and the 
re-runs of this feature seem to 
be holding up as well as most 
new shows. 

“*Wagon Train’ has enlisted 
some of the finest talent in Hol- 
lywood to produce the kind of 
thing Hollywood produces best 
—the adult western. There are 
other examples: The new Frank 
Sinatra show, ABC’s ‘Maverick,’ 
‘Sugarfoot’ and ‘Cheyenne,’ and 
the Eddie Fisher and George 
Gobel combination.” 


® Now, Mr. Cunningham: Tv 
programming has placed “west- 
ern opposite western, adjacent 
to western, and on top of west- 
ern—15 of them. Most of them 
are cut from the same pattern— 
a nervous gun doling out lead 
and personal justice from Lara- 
mie to the Rio Grande. Adult 
westerns, we call ’em! Here we 
begin to see what Ed Murrow 
may have meant by ‘the opiate 
of the people’.” 

Mr. Cunningham said that top 
tv ratings are down. “Top rat- 
ings today would all have been 
medium ratings five years ago. 
The top five shows had a rating 
in 1952 of 57.9. They’re down 
this year to 41.5. What does this 
mean? 

“Of course, there are a lot 
more people in the lower ratings 
of today than there were in the 
higher a few years ago. More 
people are viewing. There are 
more shows and much more 
competition among shows. You 
don’t get the same percentage of 
audience coverage with any one 
top show that you used to. 

“It also suggests that imita- 
tive shows divide up the total 
audience. It points out the op- 
portunity for exceptional pro- 
gramming.” 


s According to Mr. Cunning- 
ham, “A multiplication of the 
same type of show—such as the 
present wave of singers, quizzes 
and westerns—can only narrow 
the base of television, restrict 
its power, its values to the peo- 
ple.” 

He suggested that advertisers 
could buy “atmosphere” rather 
than “coverage.” He said that 
General Electric and AT&T 
“will buy only certain types of 
shows—shows of a certain at- 

osphere.” He added that “at- 
mosphere can make certain sell- 
ing phrases more honorable and 
convincing.” 


8 “So, from a strictly selfish 
cost-accounting point of view, 
it can be commercially sound to 
buy fewer people at a time in a 


better program 
said. 

Mr. Cunningham advised “look- 
ing straight through the ratings to 
see: (1) Is there a danger of a 
fast-developing boredom-factor in 
the program we are considering? 
(2) How much of the destructive 
force of imitation is present? (3) 
Does this program provide the sur- 
est access to my market? (4) Does 
my product need the backing of a 
good house-image, and is this it?” 


atmosphere,” he 


s The ANA yesterday named 
Ralph Winslow, vp and manager of 
marketing of the Koppers Co., 
chairman of the board (see “You 
Ought to Know,” Page 122). He 
succeeds George E. Mosley, vp in 
charge of advertising and sales 
promotion for Seagram-Distillers. 
Named to replace Mr. Winslow as 
vice-chairman was Henry 
Schachte, advertising vp of Lever 
Bros. Co. Paul B. West was re- 
elected president. + 
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Supermarket News 
142 NEW ADVE 
in first 8 months of 1957 


TOTAL DAILY CIRCULATION LEAD OVER 2ND PAPER 


51,128 


City Zone Lead — 10,108 
City & RTZ Lead — 19,253 


OS eee 


SOURCES: ABC Publishers’ Statements for 6 months 
ending March 31, 1957; Media Records total adver- 
tising, less legal, AW, TW and comics, 1956; Annvol 


Report, Portiand, 1956. 


Largest Circulation in the Pacific Northwest 


TOTAL ADVERTISING LEAD OVER 2ND PAPER 


8,196,713 


LINES 


Year: 1956 


Retail Lead — 2,607,104 ae 
General Lead — 1,568,879 salbnicct 
Classified Lead — 4,020,730 


232,538 Dail 


296,204 Sunday 


the Oregonian 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 
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Agricultura — 


de las Américas 


—are making big sales in the 
circulation . . . stresses 
methods. 


REACHES THE RICHEST 
FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 

farm markets of Mexico, Central and South 

America. They rely on Sf ee because it delivers the leading audited on-the-farm 
demonstra 


. S. products. .. tes the latest and best in farming 


Agricultura de Jas Americas 


“The Magazine of Modern Farming for Latin America” 
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Robert Gibney, 
Chairman of Bull 
Agency, Dies at 68 


New Yor«, Oct. 29—Robert A 


Gibney became board chairman 
and treasurer, and was succeeded 
as president by S. Page Butt. 

His son, Robert A. Gibney Jr., 
is a vp of the Bull agency. 


EDWARD A. ALLEN 


Gibney, 68, board chairman:and/ | ynensurc, Va., Oct. 29—Ed- 


treasurer of J. C. Bull Inc., died 


Oct. 21 at his home in Pelham 
Manor, N.Y., following a heart at- 
tack. 


Mr. Gibney was born in New 
York and was graduated from Yale|ang had been a director of the 


University in 1911. He then joined 


the advertising department of 
Warner Bros. Co., Bridgeport, 


Conn., corset manufacturer, and a 
few years later was named adver- 
tising manager. In 1923 Mr. Gib- 
ney resigned to enter the advertis- 


ing field as an account executive 


with the old Frank Presbrey Co. 
One of his associates at the agen- 


cy was J. C. Bull, who formed his 


own agency in 1932 with Mr. Gib- 


1014 WYANDOTTE ST., KANSAS CITY 5, MO. 


ney as one of his staff. 


In 1947 Mr. Gibney succeeded 
Mr. Bull as president. In 1953 Mr. 


‘t have if 
much 
easier... 


- « » When 
I buy 

Storz Station 
cities ”’ 


In each of these major markets, it isn’t even close; 
More radios are tuned to the Storz Station than to any other. 


MINNEAPOLIS-ST. PAUL . . . WDGY #1 
Hooper, Trendex, Pulse—all day 
See Blair or GM Jack Thayer. 


KANSAS CITY ... WHB #1 

Metro Pulse, Nielsen, Trendex, Hooper; 
Area Nielsen, Pulse. See Blair or 

GM George W. Armstrong. 


NEW ORLEANS... WTIX #1 
Hooper, Pulse. See Adam Young or GM 
Fred Berthelson. 


MIAMI... WQAM #1 

Hooper, Pulse, Southern Florida Area 
Pulse, Trendex. See Blair 

or GM Jack Sandler. 


af. 


of ee Se 
PUR... 


WDGY Minneapolis St. Paul 


REPRESENTED BY JOHN BLAIR & CO. 


WHB Aansas City 


REPRESENTED BY JOHN BLAIR & CO. 


WTIX New Orleans 


REPRESENTED BY ADAM YOUNG INC, 


WQAM Miami 


REPRESENTED BY JOHN BLAIR & CO. 


ward Almond Allen, president of 
Lynchburg Broadcasting Co., died 
here Oct. 19 of a heart ailment. 
He was a former president of the 
Lynchburg Chamber of Commerce 


Virginia Chamber of Commerce. 

A pioneer in radio locally, he 
formerly was president of the tri+ 
cities radio network, which itm 
cluded stations in Lynchburg, Ro- 
anoke and Danville. His company 
gave up the properties in Roanoke 
and Danville about 10 years ago, 
As head of Lynchburg Broad- 
casting (WLVA), Mr. Allen guided 
the enterprise into what is Lynch- 
burg’s only entry in the television 
field to date. 


GEORGE B. MILLER 

New York, Oct. 29—George B. 
Miller, 46, an editor on the copy 
desk of Home Furnishings Daily 
and Women’s Wear Daily, Fair-~ 
child publications, and former 
publisher of the Ad News, a 
weekly advertising medium in 
Westfield, N. Y., died Oct. 24, 
after a short illness, at St. Vin- 
cent’s Hospital. Born in Westfield, 
N. Y., Mr. Miller was graduated 
from Ohio State University and 
began his career on the Buffalo 
Evening News. Later he worked | 
on other upstate New York news- 
papers, the Associated Press, To- 
ledo News Bee, and published his 
own advertising weekly. He joined 
the Fairchild organization three 
years ago. 


BERNARD STEINBACH 


New Haven, Oct. 29—Bernard 
A. Steinbach, 65, president and 
treasurer of A. D. Steinbach & 
Sons, lithographer and _ color 
printer, who, in World War II, 
developed a method for litho- 
graphing maps on silk, died Oct. 
24 at his home here. 

After graduation from the Shef- 
field scientific school at Yale 
University in 1915, Mr. Steinbach 
|joined the company founded by 
his father. His method for litho- 
graphing maps on silk was ex- 
tensively used by the armed 
forces, particularly the Army air 
force, which used many maps the 
size of handkerchiefs that airmen 
could easily tuck into their pock- 
ets. 

Mr. Steinbach was a vp and di- 
rector of the Rutland Railroad 
Corp., Rutland, Vt., and board 
chairman of the Terminal Corp., 
Ogdensburg, N. Y. 


ALBERT R. MATHENY 

Cuicaco, Oct. 29—Albert R. 
Matheny, 71, retired western ad- 
vertising manager of Butterick 
Publishing Co., died Oct. 18 in 
Presbyterian Hospital. Mr. Math- 
eny had been associated with But- 
terick for 30 years. 


ROYAL GREER LANDIS ' 
San Francisco, Oct. 29—Royal 
Greer Landis, 63, former advertis- 
ing manager of Shell Oil Co. here, 
died Oct. 17 at Peninsula Hospital. 
Mr. Landis had been advertising 
consultant for Collier Carbon & 
Chemical Co., Los Angeles, since 
1953. He was with Shell for eight 

years, leaving in 1946. 


RICHARD T. SCHWARTZ 

New York, Oct. 29—Richard T. 
Schwartz, 37, vp of Charles E. 
Cooper Inc., advertising art and 
photography studio, died Oct. 17 of 
a cerebral hemorrhage at Phelps 
Memorial Hospital, Tarrytown, 
N.Y. Born here, he joined the 
Cooper organization as an office 
boy at the age of 17. During 
World War II he saw action in both 
the Atlantic and Pacific theaters 
as a Navy fighter pilot. 
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The Confident Wife 


whose job is mother 


She’s chosen the most important, most demanding and most rewarding career in the world.On her 
young shoulders rests the responsibility for the future...the next generation, its attitudes, its physical 
and moral health. Aware of the seriousness of her job, she is equally aware she must approach it 


with the best advice, and with confidence in that advice. 


We are proud that so many young reader wives-and-mothers are turning to Good Housekeeping in growing 


numbers. To justify their confidence we maintain our famous Institute to examine every product, claim 
or method mentioned on any page, editorial or advertising.To help them on every phase of their job, 


we give them almost twice as many service pages—guidance pages—as any other women’s service magazine! 


. 


Good Housekeeping gave 


its readers 81% more 


service pages than 


us nearest competitor in 


the first six months of 1957 


GOOD HOUSEKEEPING MAGAZINE 6 MAGATINGE C 


the buying guide of 31,000,000 women 
(Crossley) 


She’s so sure when Good Housekeeping says so 
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Teawell, Shoemaker 
Agencies Merge in 
New San Diego Shop 


San Dieco, Oct. 29—Merger of 
two local advertising agencies was 
announced today by the two prin- 
cipals, William H. Teawell and 
Lisle F. Shoemaker. 

The new agency—a partnership 
—will be known as Teawell & 
Shoemaker. All accounts and 
staffs of the two companies will 
be merged and will continue with 
the new organization, effective 
Nov. 1. The office will be at 1357 
Seventh Ave. 

The new company will service 
21 local advertisers, with annual 
billings of about $750,000. It will 
provide complete advertising serv- 
ices for all media, plus a new 
public relations division headed 
by H. Henry Roloff, who recently 
resigned as a public relations ex- 
ecutive with the San Diego har- 
bor department. 


s Mr. Teawell, a native of De- 
troit, has operated an agency un- 
der his own name here for the 
past four years. He was formerly 
a copy chief with Davis & Co., 
Los Angeles, and before that he 
was with Maxon Inc., Detroit. 
Mr. Shoemaker was formerly a 
member of the news staff of the 
San Diego Sun. He also has been 
public relations director of the lo- 
cal chamber of commerce and as- 
sistant to the publisher of the 
Los Angeles Daily News. He op- 
ened his own agency in 1955. + 


‘Media/scope’ Names Dunn 
Joseph M. Dunn Jr. has joined 
the eastern sales division of Me- 
dia/scope as district sales man- 
ager. He formerly was assistant to 
the advertising director of House 
& Home, and prior to that he was 
merchandising and promotional 
representative for Life. 


Cox Joins John M. Lord 

G. Robert Cox has been named 
copy chief of John M. Lord & 
Co., Boston. For the past two 
years he has been senior copy- 
writer for Batten, Barton, Dur- 
stine & Osborn, New York. 


Mellor Agency Gains One 

Elmira Filter Tip Corp., Elmira, 
N.Y., maker of throw-away cigaret 
filter tips, has appointed Mellor 
Advertising, Elmira, to handle its 
advertising. Laux Advertising Inc., 
Ithaca, N. Y., was the previous 
agency. 


Connecticut's 
NUMBER ONE 
Family Spending 
City! 


Average Total Retail Sales 
per family are a fantastically 
high $8261 . . . lots higher 
than any other Connecticut 
city of 25,000-or-over popu- 
lation (SM '57 Survey). 


In New London, people 
really shop! Get your share 
of this high-spending, iso- 
lated market now. You can 
cover this 61,547 ABC City 
Zone 96% with the 25,700 
circulation of THE (Evening) 
DAY, New London's only 
daily. 


Che Bay 


NEW LONDON, CONNECTICUT 


Notional Representatives: 


GILMAN, NICOLL & RUTHMAN 


Miller Names Smith & Dorian 
Harry Miller Co., Red Bank, N.J., 
has appointed Smith & Dorian, 
New York, to handle promotion. 
The company represents seven 
electronics and high fidelity man- 
ufacturers in the eastern states and 
New England. The initial program 
will revolve around a direct mail 
campaign. 


Two Change Call Letters 
A change in the call letters of 
Erie, Pa., tv station WICU and 


radio station WIKK, both owned 
by Edward Lamb Enterprises, has 
been made. The television station 
became WICU-TV, while the 
companion radio outlet took the 
WICU call letters. 


Welcome Wagon to Richards 
Welcome Wagon Inc., “human 
and public relations service,” ap- 
pointed Fletcher D. Richards Inc., 
New York, as its first agency. Ini- 
tial advertising will appear in 
women’s service magazines early 


in 1958. A documentary film also 
is planned. 


Ayer Resigns Avis Account 

N. W. Ayer & Son, Philadel- 
phia, has resigned the advertis- 
ing account of Avis Rent-A-Car 
System. Advertising has been 
prepared for early 1958, and Ayer 
plans to remain with the account 
until a new agency is appointed. 


Francis Joins ‘McCall's’ 
Annette Francis, formerly copy 


Advertising Age, November 4, 1957 


supervisor of RKO Teleradivo Pic- 
tures, has been named toiletry and 
drug promotion manager of Mc- 
Call’s. She has also been associ- 
ated with WOR and WOR-TV as 
assistant promotion manager. 


American Exporter Appoints 

American Exporter Publice- 
tions, New York, has appointed 
Norman F. Keenan of London to 
represent its automotive and 
pharmaceutical export books in 
Europe. 


*K 


fool Chey. Oe a ee 


Of Nation’s Business’ 775,000 subscribers, more 
than 550,000 are the presidents, owners or partners 
of manufacturing, banking, retailing, construction and 
wholesaling companies . . . all prime prospects for 
freight transportation equipment and services. And 
always remember this: you reach more of these top- 
level executives through Nation’s Business than you 
do through the next two business magazines combined. 


results when you advertise to business in 


. . . in Nation’s Business. 


For advertisers of freight transportation and a 
wide range of other business goods and services 
. . . action in business results when you advertise to 
the men who own America’s business and: industry 


this action: join the advertisers who are reaching 
and selling 5256 subscribers in 31 of the companies 
whose sales exceed $1 billion annually. 


To get this action, take 
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Failure to Adapt to Changing Distribution 
Patterns Can Be Costly, ‘Grey Matter’ Warns 


New York, Oct. 29—Failure to 
adjust to the ever-changing pat- 
tern of marketing can be costly, 
according to the current issue of 
“Grey Matter,” monthly publica- 
tion of Grey Advertising Agency. 

Consumer spending is up 22.4%, 
the agency points out, while re- 
tail sales have increased only 
16.8%. No small part of this dis- 


crepancy, it says, is the result of 
failure by retailers and manufac- 
turers to capitalize on new dis- 
tribution opportunities. 

As a notable example, the agen- 
cy points out that the distribution 
pattern of many toiletries has 
been re-shuffled in the past five 
years, so that 30% of toiletries 
sales are now in food stores. 


Many manufacturers, the report 
says, lump all variety stores intc 
traditional categories of sales and 
policy, while actual so-called va- 
riety chains are moving in 
all directions in their merchandis- 
ing operations. 


® Grey points out that further 
evidence of marketing upheaval 
is seen in (1) Grand Union chains 
installing vending machines offer- 
ing 1,400 to 2,100 items on a 24- 


(2) gas stations working on mo- 
bile vending carts to build volume 
on auto-related household needs; 
(3) more than 80% of major ap- 
pliance dealers selling other cate- 
gories on a year-round basis; (4) 
J. C. Penney stores breaking their 
traditional concentration on tex- 
tiles this year with introduction 
y hard goods. 


This agency suggests four areas 
of concentration for marketing 
and sales executives: 


hour basis outside of its markets;|e Marketing intelligence must be 


Total advertising linage is up 16.6% for the 
first 11 months of 1957. The November issve is 
the 23nd consecutive issue to show a gain! 
Among the new advertisers contributing to this 
big increase are New York Stock Exchange, Rich- 
field Oil Corporation, F. W. Dodge Corporation, 
Equitable Life Assurance Society, De Jur-Amsco 
Corporation, W. A. Sheaffer Pen Company. 


776,490 


the National 


ess 


INTERNATIONAL HARVESTER sells the big, busy 
freight transportation field by advertising International 
Trucks in Nation’s Business. It beams its advertising 
direct to the presidents, owners and partners who 
make major equipment buying decisions—the Nation’s 
Business subscribers who own almost two million trucks, 
rolling up to 30 billion business miles per year. 


As a truck manufacturer's district sales manager re- 
cently told Nation’s Business, “It’s often very difficult 
to discover who actually makes the purchasing decision, 
but in the firms which are our best source of business, 
it’s almost always the president, owner or partner.” 


Nation’s Business has completed a study of 2000 motor 
freight hauling firms which reports on their recent 
purchases of—and future buying plans for—a variety 
of business goods and services. Write today for a copy 
of this survey, “Interstate Motor Freight Haulers.” 


Among the 22 other freight transportation advertisers 
currently using Nation’s Business are Air Express, 
Studebaker Trucks, Baltimore & Ohio Railroad, Eastern 
Express Inc., National Van Lines, Railway Express 
Agency, and Union Pacific Railroad. 


ADVERTISING HEADQUARTERS: 
711 Third Ave. at 44th St., New York 17,N. Y. 


PAID CIRCULA- 


TION (A.8.C.), including 75,747 
executives of business-members of 


Chamber of Commerce 


and 698,922 businessmen who 
have personal subscriptions. 


4l 


sharpened up through the con- 
stant gathering of information. 


e Communication between the 
home office and the field force 
must be made more effective by 
training field men to see and re- 
port accurately. 


e All thoughts that the pattern 
of retailing is jelling must be for- 
gotten. 


e Personal observation by top 
marketing executives in the field 
will prove fruitful in better un- 
derstanding the changing trends. + 


Latex Promotes Two 
International Latex Corp., New 
York, has promoted Dr. W. J. 
Clayton to vp of consumer prod- 
ucts, research and development, 
and Norman Allen to vp, indus- 
trial product sales and advertis- 
ing. Dr. Clayton was formerly 
products manager, and Mr. Allen 
was formerly sales manager. 


markets in the(1) bag 
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Washburne Named Manager 

Mayer & O’Brien, public rela- 
tions company, has named Dick 
Washburne manager of its West 
Coast operations with offices in 
Hollywood. A former newspaper 
| man, he has directed public rela- 
tions programs for the City of Los 
|Angeles, the Western Fairs Assn., 
ithe National Assn. of Manufactur- 
ers and the U.S. Treasury Depart- 
j}ment bonds division in Southern 
| California. 


McCarty, Chicago, Adds Two 

McCarty Co., Chicago, has been 
appointed to handle advertising for 
|two new accounts. They are Lud- 
owici-Celadon Co., Chicago man- 
}ufacturer of roofing and floor tiles 
jand facing brick, and J. J. Glenn 
|& Co., Chicago, specialist in elec- 
|trical insulation. Ludowici-Cela- 
| don will use magazines, trade pub- 
| ications and direct mail. Glenn 
will use direct mail. 


KANSAS FARMER COVERS INTENSIVELY 
THE STATE’S 78,601 TOP COMMERCIAL FARMS 
90.3% of all KANSAS FARMER subscribers LIVE ON FARMS.* 
KANSAS FARMER subscribers OWN 416,525 Auto- 
motive Units (tractors, trucks, cars). Due for early 
replacement are 178,237 of these units.* 
In Kansas, the REAL farm market is the 


KANSAS FARMER SUBSCRIBER MARKET. 
*Petroleum & Automotive Markets (1957). 


KANSAS FARMER 


STATE FARM PAPER FOR KANSAS 
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Left to right, Ira R. Ogilvie, Sales Promotion & Advertising Manager of og at Gorton Machine Co., the 
machine operator and Darrell Yo *y Field Editor of Hitchcock Publications, and William P. Lipp, Gorton 
Plant Superintendent, watching the ‘machining operations on the bottom of a milling machine table. 


THE MAN FROM HITCHCOCK 


Darrell Ward, Hitchcock field editor, was im- 
new with what he saw at the George Gorton 

achine Co., Racine, Wisconsin. And with good 
reason, because he was looking at a specially built 
planer type mill designed to perform a revolu- 
tionary machining operation—17 operations on 
all surfaces in only two passes. He saw a triumph 
of automation that will boost production and lower 
manufacturing costs. 


Their accurate reporting and timely editorial have 
won maximum readership from the audiences they 
serve. 


If your interest is only in media quoting highest 
circulation and page sales figures, then readership 
probably won’t mean much to you. But if you 
are planning a program directed to metalworking, 
woodworking, or public passenger transportation 
people built on the solid reality of proven reader- 
ship. then Hitchcock publications will do a power 
packed, undiluted sales job in your market. 


hitchcock 


PUBLISHING COMPANY 


Darrell typifies the men from Hitchcock who con- 
poe is | probe the metalworking, woodworking, 
and public passenger transportation industries. 


WOODWORKING TRANSPORTATION 


METALWORKING 


Machine & Tool Blue Book Hitchcock's Wood Working Mass Transportation WHEATON «~- ILLINOi Ss 
Machine & Tool Directory Digest Mass Transportation's 
Grinding and Finishing Hitchcock's Wood Working Directory SINCE 1898 
Carbide Engineering Directory School Bus Trends 


THE PIONEER OF CONTROLLED CIRCULATION 


State Farm Opens 
National Push for 
Car Finance Plan 


BLOOMINGTON, ILL., Oct. 29— 
State Farm Mutual Automobile In- 
surance Co. has opened its first 
national promotion for its plan to 
help customers finance car pur- 
chases through banks. 

The company, which has offered 
the plan for several] years, began 
initial national promotion of it on 
NBC-TV’s “Red Barber’s Corner” 
sports show which follows the Fri- 
day night fights. The Barber show 
will promote the bank plan for six 
weeks in 136 markets, with similar 
local time spots set in 17 other 
areas where the Barber show does 
not appear. 


® State Farm also has a page ad 
in the November Reader’s Digest. 
In addition, the company’s 7,500 
agents will be able to promote the 
service locally on a co-op basis, 
with 40% of the ad costs being 
paid by State Farm. 

The plan is designed to keep old 
customers who might otherwise 
sign up for new insurance when 
they get dealer financing on a new- 
ly-purchased car, and to get new 
customers by offering this addi- 
tional service. 

State Farm assumes no financial 
risk under the plan. They put the 
policy-holder in touch with a bank, 
which then must decide if the car 
owner is a good risk. In over 100 
cities, banks are cooperating to the 
point of issuing their checks for 
the balance due on the car through 
a State Farm agent, once they have 
decided to handle the financing. 
The car owner then makes his pay- 
ments to the bank. + 


Noyes Adds 2 Execs, Account 
Noyes & Co., Providence, R.I., 
has appointed William M. MacLeod 
to head its radio, tv and outdoor 
media department and George W. 
Buchnam art-production supervi- 
sor. Mr. MacLeod, formerly with 
WJAR-TV, succeeds Henry C. Hart 
Jr., who has been named an ac- 
count executive. Noyes also has 
been named to handle advertising 
for the Stegor division of Gorham 
Co., Providence, effective Jan. 1, 
1958. 


Baker Adds Two Accounts 

Frederick E. Baker & Associ- 
ates, Seattle, has been named to 
handle advertising for A. Magnano 
& Sons, Seattle, manufacturer of 
Old Yankee food products and 
packer and distributor of Napo- 
leon brand foods. Taskett Co. for- 
merly handled the account. Baker 
also has been appointed to handle 
advertising for United Control 
Corp., manufacturer of electronic 
controls. 


Diamond Salt to Duffy, McClure 

Diamond Crystal Salt Co., St. 
Clair, Mich., has appointed Duffy, 
McClure & Wilder, Cleveland and 
Warren, O., to handle its advertis- 
ing. Newspapers, radio and tv will 
be used for Diamond Crystal’s 
Weather-pruf table salt, and trade 
publications will be used for its 
industrial and institutional salt 
products. Ogilvy, Benson & Mather, 
New York, is the previous agency 
of record. 
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WHATS UP 
IN MIAMI? 


Q/ y 


®@ The Herald’s impressive circulation gains . . . some- ® On basis of pre-family penetration in Miami City- 
thing worth noting. The Herald 12-month circulation Retail Trading Zone, The Herald costs 20% less 
INCREASE topped Miami's 2nd paper by 10,805 daily, 30% less Sunday than the 2nd paper. 
daily, 20,185 Sunday . . . and climbing steadily. ® You can se!l Florida’s Gold Coast $2-billion market 
®@ In total circulation, The Herald’s 265,340 leads the with ONE-PAPER, LOW-COST concentrated cover- 
2nd paper by 127,614 daily .. . and its 318,903 age! 


Sunday circulation leads by 204,052. 


What's up in miami? EVERYTHING! 


NOTHING UNDER THE 
SUN covers Greater Miami 


and the Florida Gold Coast like’ ROU 2 amt Herald | 


ra Reaches 91% of Greater 
_ Miami's newspaper homes. Ex- 
clusive home penetration 7 to 1. 


NEW! 1957 STUDY "TOP TEN BRANDS" 


For your free copy write The Miami 
Herald, or ask the man from 


STORY, BROOKS & FINLEY: 
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Advertising Age, November 4, 1957 


WSTV Buys Producer 

WSTV Inc., Steubenville, O., 
operator of the Friendly Group of | 
three tv and six radio stations, 
has purchased a 50% interest in 
Colmes-Werrenrath Productions, 
Chicago, producer of radio-ty| 
commercials, industrial and edu- 
cational films. Jack N. Berkman, 
president of the Friendly Group, | 
took over as chairman of the pro-| 
duction company. John J. Laux, 
exec vp of WSTV Inc., and Fred 
Weber, vp of station operations, 
were named vps of Colmes-Wer- 
renrath, | 


Piedra Joins Monroe Dreher | 

Victor M. Piedra, formerly an 
account executive at O.T.P.L.A.| 
agency, Havana, Cuba, has joined | 
the executive staff of Monroe F.| 
Dreher Inc., New York, to assist 
with the agency’s activities in Lat-| 
in America. In addition to account | 
work, he will supervise develop- 
ment of market data in Puerto 
Rico, Cuba and Venezuela. 


5th in a series about the Father of Waters ... Divider of Markets 


“Sacre bleu! Is there 


In six long years of determined exploration, 
Sieur de Groseilliers contributed to posterity reams 
of knowledge about the upper Mississippi River. 
But he never dreamed that this mighty waterway 
would one day go down in retailing history as the 
“Father of Waters—Divider of Markets!” 

Little did he know that 300 years after his ex- 


TODAY ... it's a market of 


516, 300! 


no end to this Mississippi?” 


Sure there is, Sieur—2,000 miles below the spot where 
it carves the Twin Cities market almost down the middle! 


plorations, wilderness would be erased by the steel, 
concrete and people of the giant Twin Cities market 

.. and that OF Man River would slice this market 
almost down the middle. 

On the prosperous St. Paul side, 516,300 people 
spend a whopping total of $603 million a year in 
retail sales . . . and they get their big-buying ideas 
from the pages of the ONLY newspaper to cover 
every last corner of this plush market*—the St. Paul 
Dispatch-Pioneer Press. 

There are no ifs, ands or buts about it. To get 
the big spenders of the St. Paul market* reaching 
for YOUR product, you need the Dispatch-Pioneer 
Press. 


516,300 people and 603 million retail FAMILY COVERAGE 84.7 
dollars add up to a giant market!* And (Remiey, Ootota end 713.7% 

that’s just exactly what you have on the pr haere 

St. Paul side of the mighty Mississippi! 44.9% 

But you'll miss it almost completely un- 

less your advertising message appears in 16.7% 

the ONE AND ONLY newspaper offer- 6.5% <a 

ing you SATURATION COVERAGE of 3.9% om | 

every inch of this big-income, he’ MPLS. ST. PAUL ay ~ Ne ag Pa PAUL 
spending market the St. Pau MORNING bao 3 
Dispatch-Pioneeer Press! gry Suvieg ‘en-ee om oo Mea R Cane 


$T. J PAUL 


A 
p DISPATCH 


*Ramsey, Dakota and Washington Counties 
Source: May 10, 1957, Sales Management Survey of Buying Power 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 


te BARA BS BS 


NEW YORK - CHICAGO - DETROIT 


SAN FRANCISCO - LOS ANGELES 
ST. PAUL - MINNEAPOLIS 


ZOOM BOOM—Fisher Flouring Mills 
Co. has switched to comic sections 
with its “challenge to oatmeal eat- 
ers” campaign. This color half- 
page ran in 15 western dailies in 
October. Pacific National Adver- 
tising Agency, Seattle, is the 

agency. 


Gillette Offers Razor 
for Christmas Trade 

Gillette Safety Razor Co., Bos- 
ton, will introduce a new adjust- 
able razor, priced at $10, as a 
special gift item for the 1957 
Christmas season. The new razor 
is described as a precision instru- 
ment which at the turn of a dial 
adjusts to any combination of 
skin and beard. It comes with a 
choice of nine different degrees of 
blade exposure and angle. 

Advertising for the adjustable 
razor will break with a color 
spread in The New Yorker; the 
color ad also will appear in Es- 
quire. The item will be advertised 
in the Christmas catalogs of lead- 
ing department stores. Maxon 
Inc. is the agency. 


WWRL-FM Changes to WRFM 

Station WWRL-FM, New York, 
the fm outlet of Long Island 
Broadcasting Corp., operator of 
WWRL, changed its call letters to 
WRFM Nov. 1. The change was 
made to correct the mistaken im- 
pression that similar programs 
were being carried on both the 
fm and am stations. WWRL has 
been aiming its programming to- 
ward Negroes and the foreign- 
language market, while the fm 
station carries classical and pop- 
ular music. 


International Paper Forms 
New Research Division 

International Paper Co., New 
York, has established a market 
research and new products divi- 
sion. It will be headed by J. H. 
Goodwin, formerly sales manager 
of the company’s fine paper and 
bleached board division. W. K. 
Graves, formerly manager of mar- 
keting for the fine paper division, 
will replace Mr. Goodwin as divi- 
sion sales manager. 
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One of the top awards given by Editor & Publisher at the recent R.O.P. Color 
Conference was won by the Peoria Journal Star.* Above, Robert U. Brown, Edi- 
ter of Editor & Publisher, holds the award, flanked by Journal Star press room 
and stereotype superintendents Gus Vergon, left, and Chalmers Cloyd. 


The Peoria Journal Star is continuously named “winner” by national color ad- 
vertisers, who place more color advertising here than in any other Illinois news- 
paper, with the single exception of the Chicago Tribune. Journal Star color 
quality is backed by 25 years of experience, the newest Goss Headliner Press, 
Hurletron electric-eye register contro] and nickel-coated color plates. 


R.O.P. color is available 7 days a week: minimums are 1000 lines for 1 color plus 
black — full page for 3 colors plus black. 


*The oteppnnen, was -color insertion by Standard Oil of Indiana and was 
prepared by the D'Arcy age cy. The Journal Stor and the Miami Herald shared 
this first place award color advertisement in general subjects placed in 


newspapers of 100,000 to 500,000 circulation. Seventy per cent of the news- 
papers competing were entered in this ¢ 
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RETAIL SALES 1956 
$695,574,000 
48°/, INCREASE OVER 1950 


The Z1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 
EVENING 


| PHILADELPHIA, Oct. 29—Decry- 
ing the trend of large accounts 
going only to large agencies, the 
|northeastern regional meeting of 
|the National Federation of Ad- 
vertising Agencies voted to study 

a plan to establish a centralized 
plans board that would sell and 
service large accounts both na- 
| tionally and regionally. 

Arnold Z. Rosoff, president of 
Arnold & Co., Boston, president 
|of NFAA, said that such a plans 
board would coordinate activities 
at local levels through member 
agencies for national and interna- 
|| tional clients. 
| He pointed out that while large 


Advertising Age, November 4, 1957 


Group Studies Plan to Help Small Agencies | 


'| Service Big Accounts via Network System | 


advertisers prefer to use large 
agencies because of prestige, often 
there is a laek of marketing and | 
merchandising know-how of these | 
agencies at local levels where the 
latter maintain branch offices. 
This is especially true, he said, 
of smaller rural areas. 


s The big weakness in the trend 
towards large agencies for adver- 
tisers that spend about $1,000,000 
a year, he contended, is that the 
bigger agencies assign neophytes 
to the account for training pur- 


“If a network can be sold to a 


large account,” he added, “it would 


Yo ew 
Sd es eae i - 


¥ Actually, total effective buying income of more than $2.7 billion 
¥ Contains 3 of 9 top counties in value of farm products sold 


in the United States 


¢ Not covered by San Francisco and Los Angeles newspapers 


Sales curves can soar when you sell all of the nation’s leading 
farm state, California — including the bountiful Inland Valley. 
And coast newspapers just don’t get home in the Valley, where 
families buy and have faith in their own Bee newspapers. 


Data Source: Sales Management’s 1957 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


__NATIONAL REPRESENTATIVES .. . O’MARA & ORMSBEE 


“a 
° THE 


ar 
ie 


te the newspaper fold, only McClatchy gives national advertisers three types of discounts -- bulk, frequency and a combined bulk-frequency. Check O'Mara & Ormsbee for details. 


© THE SACRAMENTO BEE 
4 © THE MODESTO BEE 
° THe FRESNO BEE 


NEW SIX PACK—G. Krueger Brewing 

Cu., Newark, N.J., is packaging its 

canned beer in this newly designed 
three-color six-pack carrier. 


present broader coverage for the 
account at the local level, since 
each agency can provide more 
thorough service and more crea- 
tive ability on marketing and mer- 
chandising in its own area. 

“In the future, with marketing 
and merchandising becoming more 
important, the network agency 
concept looms more important in 
the over-all marketing picture,” 
Mr. Rosoff stated. 

He also admitted that to cope 
with this trend, smailer agencies 
must think more about marketing 
and merchandising and creative- 
ness, because many advertisers 
will find these attributes much 
more vital than bigness and pres- 
tige alone. + 


‘Costliest’ British 
Print Ad Pushes 


Kayser in ‘Woman’ 


Lonpon, Oct. 29—Under the 
theme, “Kayser makes you the 
woman you want to be,” Kayser 
Bondor Ltd. has placed what re- 
portedly is the most expensive 
single ad ever to run in British 
print media. 

Four successive pages—two in 
b&w and two in full color—ran 
in the mass circulation weekly, 
Woman. The cost was $35,840. Er- 
win, Wasey & Co. placed the ad. 

The four-page insertion pro- 
moted the entire Kayser Bondor 
line—hosiery, lingerie, bras, cor- 
sets and gloves. Previously, the 
company promoted these items 
individually. 

Distaff readers were told that 
these Kayser products help them 
to “be” the woman they would 
like to be—Mata Hari, Nell 
Gwynne, Cleopatra or Eve. 


s A kicker, on the last page, was 
directed to women who don’t want 
to be some other women. For 
them, Kayser had this message: 
“Be glad you’re you!” # 


D’Arcy Names Two to Copy: 
Appoints Boyd Atlanta Head 

D’Arcy Advertising Co., New 
York, has appointed Norman 
Wexler and Ann Haggerty to its 
copy department. Mr. Wexler for- 
merly was with Lewin, Williams 
& Saylor. Miss Haggerty previous- 
ly was with Kenyon & Eckhardt 
and Fletcher D. Richards Inc. 

D’Arcy also has appointed Mon- 
tague L. Boyd Jr. manager of its 
Atlanta office, effective Nov. 1. 
Mr. Boyd has been with D’Arcy 
10 years. 


Katz Names Kehr, Manson 
Joseph Katz Co., New York, has 
appointed Al Kehr sales promotion 
manager and Douglas C. Manson 
senior copywriter. Mr. Kehr for- 
merly was with Buchanan & Co. 
Mr. Manson previously was vp and 
copy chief of Benton & Bowles. 


Brake Shoe Boosts George 
William C. George has been ap- 
pointed manager of advertising and 
market research of the national 
bearing division of American 
Brake Shoe Co., Meadville, Pa. He 
joined Brake Shoe in 1939. 
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Everywoman’s can introduce you to 


1 READERS 


In a comprehensive new Everywoman’s reader survey, nearly 


90°: told us they are regular readers of Everywoman’s, and 


= 70% told us they buy it every month at their favorite supermarket. 


To any marketing man, our readers have an extra charm; 
median income in Everywoman’s homes is 25‘« higher than 


| the national average and they buy for larger families. 


As many other advertisers have found out, you can increase 
your sales by concentrating a larger part of your advertising 


and selling on Everywoman’s 116 chains. 


We now have a profile on Everywoman—her marital status, 
income, shopping habits, and other things of interest to us and our 
advertisers. For your personal copy, call or write: 


Everywoman's 


MAGAZINE 


NEW YORK...16 East 40th Street, New York 16, N. Y., MU 9-4757 
CHICAGO .. .35 E. Wacker Drive, Chicago, II!., RA 6-O802 


SAN FRANCISCO... Whaley-Simpson Company, 55 New 
Montgomery Street, San Francisco, Calif., SUtter 1-4583 


LOS ANGELES... Whaley-Simpson Company, 6608 Seima 
Avenue, Los Angeles, Calif., HOllywood 3-7157 


GETS RESULTS IN THE FASTEST-GROWING CHAINS 


(116 chains whose dollar volume has grown from 21/2 billion to 5.3 billion in 6 years!) 
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Integrated Marketing 
Only Partly Adopted 
by Companies: Bund 


New York, Oct. 29—Far toc 
many companies have adopted the 
outward trimmings of integrated 
marketing without any real will- 
ingness to make the changes in or- | 
ganization and operating methods | 
which it requires, Dr. Henry Bund | 
said last week. 

Dr. Bund, exec vp of the Re- 
search Institute of America, was a 
speaker at the morning session of 
a conference on the role of pack- 
aging in integrated marketing. The 
all-day conference was held by the 
Package Designers Council and 
New York University’s graduate 
school of business administration. 

“Paying lip service to the con- 
cept or merely changing job titles 
in an unreconstructed, old-fash- 
ioned sales department is worse 
than ignoring marketing altogeth- 
er,” Dr. Bund said. “Such sham ac- 
ceptance breeds complacency and 
inaction, which are our worst ene- 
mies.” 


@ The true marketing operation 
contributes to other corporate 
functions and the company as a 
whole, he said. He described prod- 
uct line planning in large corpora- 
tions as “the clearest expression 
yet of integrated marketing.” 

“The product line manager’s 
concern is with the company’s total 
marketing position,” he said. “At 
his best, he creates a climate of 
excitement and progress which af- 
fords the maximum opportunity 
for the exercise of the creative 
functions such as advertising, pro- 
motion and package design.” 

Dr. Dudley Maynard Phelps, 
professor of marketing at the Uni- 
versity of Michigan and president 
of the American Marketing Assn., 
offered “a new perspective on 
packaging from the point of view 
of management.” He said a per- 
tinent question is what is being 
integrated in addition to packag- 
ing. 

“The matrix of marketing starts 
with product planning and ends, 
for many products, with attention 
to product service,” he said. “Pack- 
aging is primarily in the product 
planning area.” 


s Packaging must be integrated 
with advertising and other promo- 
tion, pricing, types of distribution 
channels used, government and 
public relations, he said. “An in- 
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tegrated marketing effort implies 
that no activity will be carried 
forward without regard for other 
activities,” he explained. 

“When many consumers take the 
position that it does not make 
much difference which brand is 
purchased, the package has an ad- 
ditional burden to bear,” Dr. 
Phelps said. “Perhaps the tendency 


lamong consumers to ‘close their 


eyes and ears’ to promotion 
through publications, radio and tel- 
evision places a greater burden on 


point-of-sale advertising, including 
that on the package.” 

In marketing, he explained, 
many specialized activities are per- 
formed and integrated for success- 
ful operations. “Packaging, one of 
these specialized activities, often 
has not been properly integrated 
into the over-all marketing pro- 
gram,” he said. + 


New Sunbeam Bread Wrapper 
Bows in ‘LaCrosse Tribune’ 
The Tribune, La Crosse, Wis., 


Advertising Age, November 4, 1957 


| carried a special eight-page Sun- 
|beam section Oct. 21 devoted to 
Sunbeam bread. Featured in the 
section was a full-color waxed 
paper reproduction of the new 
Sunbeam bread picture wrapper, 
preceded by half-page and page 
ads. Feature stories in the section 
described operations of M. Erick- 
son Bakery Co., La Crosse member 
of the Quality Bakers of America, 
association of independent bakers 


Sunbeam bread. 


who distribute the national brand | 


Rogers Appoints Rice 

Rogers Publishing Co., Engle- 
wood, Colo., publisher of Design 
News, Electrical Design News and 
Purchasing News, has promoted 
Roger Rice to advertising service 
manager for all three publications. 


Nathe Joins Doherty, Clifford 
Robert Nathe, formerly with 
McCann-Erickson, has joined Do- 
herty, Clifford, Steers & Shenfield, 
New York, as executive film pro- 
ducer of the television department. 
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P The first industrial maga- 
zine directed to operating 
management in the aviation 
manufacturing industry 


» The only magazine in the 
field exclusively edited for 
manufacturing, design and 
procurement personnel 
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> The only magazine in the 
field to offer advertisers the 
advantage of exclusive manu- 
facturing coverage 
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Latex Corp. Shifts 
TV Production to 
Reach, McClinton 


New York, Oct. 30—Interna- 
tional Latex Corp., which formerly 
maintained a production unit of 
about ten people to produce its tv 
commercials, now has assigned this 


ton & Co. 
Two key people who worked on 


the commercials, which so far have 
been used primarily in the spot 
barter schedule, have moved from 
International Latex to the agency. 
They are Betty Jane Kidd, who 
joins the copy staff as a supervisor, 
and James Carmichael, who comes 


'in as art director. Mrs. Kidd has 


held posts with the Ladies’ Home 
Journal and N. W. Ayer & Son, 


'while Mr. Carmichael previously 
job to its agency, Reach, McClin- | 


was with Cunningham & Walsh 
and J. Walter Thompson Co. 


International Latex will continue 
to handle the mechanics of the op- 
eration of the company’s barter ar- 
rangement with C&C Television 
Corp. 


s A. B. Peterson, exec vp of In- 
ternational Latex, reports that his 
company is now placing approxi- 
mately 5,800 spots per week on tv 
|stations throughout the country. 


|He said the company is very well | 


| pleased with its barter setup and 


possible.” 

Asked how the agency would be 
compensated for producing com- 
mercials for such a barter arrange- 
ment, Mr. Peterson told ApvERTIs- 
inc Ace that International Latex 
buys spots to supplement the bar- 
ter schedule. He said the agency 
would get the customary 15% com- 
mission on the paid-for spots and 
that the company uses radio “on 
and off.” He would not say what 
percentage of the tv spots are 


The advertising department of|plans to “strengthen it wherever | bought rather than bartered. # 


manufacturing market — 


MANUFACTURING 


buying audience in 


DESIGN - PROCUREMENT. Sek 


Reach over 15,000 Chief Engineers, Production Engineers, AR 
Design Engineers, Methods Engineers, Structures Engi- 
neers, Reliability Engineers, Plant Superintendents, 


Metallurgists, Quality Control Engineers, Producibility 
Engineers, and other key men in this $9 billion field. 


AIRCRAFT AND MISSILES MANUFACTURING 
will serve and influence these key men in companies 
manufacturing aircraft, missiles, power plants, parts 
—and their subcontractors. It will concentrate its 
circulation and editorial content on this field aione. 
Excluded will be airline operations, maintenance, 
airport operations, pilots and the like. 

Extensive research has proved that aircraft manu- 
facturing executives are eager to have—in the 
quickest, clearest and most authoritative forms—the 
vital facts on aircraft and missiles designs, production 
methods, and materials. They said they would wel- 
come with enthusiasm a publication furnishing them 


AIRCRAFT AND MISSILES 
MANUFACTURING 


56th and Chestnut Streets 


Philadelphia 39, Pennsylvania 


A Chilton d Publication 


a 


with information covering these subjects exclusively. 
And—A.M.M. will fill this need! 

The highly selective, controlled circulation of 
A.M.M. is especially important in today’s market, 
where advertisers must get the most value for their 
promotional dollar. With A.M.M. you reach the key 
people important to you in the aircraft manufac- 
turing field, without waste. 

A.M.M. belongs in the No. 1 spot on the schedule 
of every company out to sell the manufacturing seg- 
ment of the aircraft and missiles industry. For more 
information, use the convenient coupon. See current 
Standard Rate and Data for complete listing. 
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AIRCRAFT AND MISSILES MANUFACTURING 
56th & Chestnut Streets 
Philadelphia 39, Pa. 


Please have 
representative call. 


Please send 
complete information. 


Name 


Company 


Address. 


City. Zone____State___. 
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Leo Burnett Names Lindholtz, 
O'Neil Account Executives 

Leo Burnett Co., Chicago, has 
appointed John T. Lindholtz an ac- 
count executive. Mr. Lindholtz 
has been a brand group supervisor 
for Philippine Mfg. Co., a Procter 
& Gamble subsidiary in Manila, 
for the past seven years. 

Burnett also has named Peter C. 
O’Neil an account executive in its 
Toronto office. Mr. O’Neil has 
held ad posts with Standard Brands 
since 1949. 


Patton Succeeds Brown as 
Bakelite Ad VP 

Carl Patton has been appointed 
vp in charge of public relations 
and advertising of the Bakelite Co. 
division of Union Carbide & Carbon 
Corp., New York, effective Jan. 1, 
1958. He will succeed Allan Brown, 
who has reached the mandatory 
retirement age of 65. Mr. Patton 
currently is sales division manager 
of surface coating materials at 
Bakelite. 


If you sell and advertise to 
business firms, then you'll want 
to have this latest report on how 
business firms go about their 
buying. 


It is a big and comprehensive 
analysis, coupled with an exten- 
sive research project, that sets 
out to answer these questions: 

1. How big is the U. S. Cor- 

porate market today? 

2. How and where is most of the 

business concentrated? 

3. How many executives spark 

the ideas and okay the purchasing? 

4. Who are they? 

5. How are they covered by 

salesmen? 


The title of this report is 
“How Business Buys.” It’s the 
result of the combined efforts of 
the Marketing Services Com- 
pany of Dun & Bradstreet, Inc., 
Benson & Benson, Inc., an 
independent research organiza- 
tion of Princeton, N. J., and the 
Marketing Division, Advertising 
Department of “U.S.News & 
World Report.” 


For a copy, ask your adver- 
tising agency or write on 
your company letterhead to 
*U.S.News & World Report,” 
45 Rockefeller Plaza, New 
York 20, N. Y. 


U.S.News 


« World Report 


Now more than 960,000 net paid 
circulation. Three out of four sub- 
scribers hold managerial positions 
in business, industry, finance, gov- 
erment, and the professions. 
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Fabrication ... When the purchase and opera- 
tion of metalworking machinery, equipment and 
supplies involves an engineering knowledge of 
metals, the men who know their ME Factors are 
influential in your market. They determine the ini- 
tial need—should the fabrication be made, or sub- 
contracted?...Should the machining operation be 
set up in the plant, or farmed out? Should parts be 
cast, forged, spun, sintered, extruded—or what of a 
hundred answers is best for the application—most 
economical? Engineering knowledge of metalwork- 
ing...engineering knowledge of end product re- 
quirements...engineering knowledge of metals...all 
these involve ME Factors that importantly influence 
purchasing and specifying decisions...only Metal 
Progress concentrates on the engineering informa- 
tion that provides the answer for more than 28,000 
metals engineers. 


Design Application... Designers 
shape the product. Engineers make it work. 
When the product is made of metal and 
metal components, ME Factors govern speci- 
fications. From thousands of sources and 
specifications for a tremendous variety of 
metals, castings, forgings, extrusions, sinter- 
ings, stampings, tubing, weldments, etc., 
ONE selection is most efficient, most eco- 
nomical. Only extensive engineering knowl- 
edge of metals and processes can provide 
the correct answer. Metal Progress and the 
American Society for Metals completely 
concentrate on creating this engineering in- 
formation, provide annually more than 100 
million pages for industry's greatest and 
largest society of metals engineers and 
metallurgists. 
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WORLD OF METALS 


ME factors 


mean everything! 


Only metal could give us this wonderful era of tomorrow. Only metal could give 
us the tough, durable tools of manufacture...the shimmering, gleaming conven- 
iences of comfortable leisure...the new, potent weapons of national defense. Only 
metal could serve so well. 

And metal is made our most effective resource by strict adherence to ME 
Factors... Metals Engineering Factors that govern each step of production, process- 
ing, fabrication, testing and design application. 

Today, the Metals Engineers and the Metallurgists...the experts who know 
ME Factors...are bound together through membership in the American Society fof 
Metals and through readership of Metal Progress...their Society's brilliantly-edited, 
Eastman-Researched monthly magazine of metals engineering. 29,058 metals en- 
gineers eagerly seek the benefits of over 100 million pages of engineering infor- 
mation published annually by ASM...vital information, essential to the correct use 
and engineering application of ME Factors. 


If you sell the metal industry, the success of your products may be determined 
by ME Factors. Do you know these factors? Are you familiar with them? Why not 
check them over with an ASM staff engineer...he will be happy to provide an ME 
Factor Chart that applies to your products. Phone or write your ASM district manager 
for this free service. 


PSA arte aon FMR OS” ile Ce a 


TYPICAL PRODUCTS Steels (Plain and Alloy) Castings Furnaces and Parts Brazing and Soldering 
INFLUENCED BY Stainless Steels Powder Metal: and Parts induction Heaters Fasteners 
ME FACTORS Tool Steels Precision Castings Special Heating Equipment Degreasing Equipment 

Ninatsiitar iiie “eeb’ ot <aaaiaaa High Temperature Alloys Stompings Quenching Fluids, eeipaneat meeps Equipment 

such as these depend upon know!l- Light Metals and Alloys Weldments Atmosphere Preparation Finishes 

edge of ME Factors... Metals Heavy Nonferrous Metals ond Alloys Tubing and Other Mill Shapes Salts Rust Preventatives 

Engineering Factors. Only Metal Mill Equipment Forgings Supplies Buffers and Polishers 

Pl =. pe Bora porte: Ferro Alloys Extrusions Pyrometers Equipment for Purification of Solutions 

on engineering information in- Refractories Tool Steels and Too! Materials Indicators and Recorders Mechanical Testing Equipment 

volving metals. Because Metal Melting Furnaces Cut-Off Equipment Gas Samplers and Analyzers Microscopes and Attachments 

Progress is the — metols or Die Casting Machines © Presses and Brakes Automatic Flow and Pressure Controls Hardness Testers 

neering magazine, it is basic to 

your business of selling the metal Forging Equipment Machine Tools Gos Welding and Cutting Nondestructive Testing Equipment 

industry. Foundry Equipment ond Processes Coolants and Lubricants Electrical Processes Gages and Comparators 
FRNA aR PS Ys I Sg B ‘a ee ee, ee a ee the ; : 2 teu’ 


CLEVELAND 3: W. J. Hilty, District Manager * 7301 Euclid Ave. * UTah 1-0200 
CHICAGO 4: Victor D. Spatafora, District Manager * 53 West Jackson Blud. + WAbash 2-7822 
DETROIT 21: Don J. Walter, District Manager * 20050 Livernois St. * UNiversity 4-3861 

NEW YORK 17: Jobn B. Verrier, Jr., Regional Manager * Fred Stanley, District Manager * 342 Madison Ave.* OXford 7-2667 


TAL PROGRESS 


“The Magazine of Metals Engineering" 
Published by the American Society for Metals 
7301 EUCLID AVENUE + CLEVELAND 3, OHIO 
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THERE’S NOTHING LUCKY 
. about the sales promotion that sells. It’s the 
logical result of creative imagination harnessed to 
achieve a specific objective, and painstaking preparation 
to meet a specific deadline. That’s why you won't be 
trusting to luck when you come to us‘for sales presenta- 
tions, sales kits, brochures, booklets and film strips. 
GRAPHIC ARTS CENTER, INC. 
39 W 29th Street, N.Y. 1 « MUrray Hill 4-1108 


Lowe 


Advertising Age, November 4, 1957 


Jones Watson 

BUSINESS TALK—A trio of agency and company executives talk over GE 
air conditioning ad plans at a meeting in Miami Beach. Shown here 
are Robert Watson, chairman of the board, and Al V. Lowe, account 
c executive, Erwin Wasey, Ruthrauff & Ryan, and Reginald H. Jones, 
general manager of the air conditioning division of General Electric. 


TOLEDO 


the key 2 


to the sea 


Ninth largest port in the U. S., Toledo is 
already the center of Ohio's third market 
with $1,996,423,000 net effective 

buying power*. What will it be when 


the St. Lawrence Seaway is completed? 
Keep your sights trained on Toledo, 
the key to the sea. 


TOLEDO’S NEWSPAPERS 
are the key f to this 
great and growing market on the 
St. Lawrence Seaway 


PORT BRIEFS 
from, the 
PORT OF TOLEDO NEWS LETTER 


Published by The Toledo-Lucas 
County Port Authority 


Construction of the largest ship ever built in 
Toledo is underway at the Front Street yards 
of the American Ship Building Company at 
an estimated cost of $7 million. 

. 


David W. Oberlin, 37, a chemical engineer 
and former submarine officer, assumed his 
duties as Assistant to E. O. Jewell, General 
Manager of The Toledo-lucas County Port 
Authority, on June 15, 1957. 

. 


Captain Johann Kvam, Skipper of the MS 
Ternefijell, served coffee to visitors and the 
press and acknowledged that the children in 
Oslo, his home town, dance the “chicken” and 
listen to Rock "N’ Roll. “| like the waltz,” he 
concluded. 


Take the grocery business. Last year 316,200 families in the 14- 
county Toledo market spent $281,542,000 in their food stores. 
That’s a whopping $890 per family. Take advertising. Last year 
the Blade carried 3,767,952 lines of local, department store and 
general grocery advertising, more than any other Ohio newspaper. 
There must be a moral. There is! To wit: to open the door on this 
big Toledo market, just use the right key -the TOLEDO BLADE 
and TIMES. There are no duplicate keys. 


TOLEDO BLADE eon, ond, Sutdoy TOLEDO TIMES Mowing 


RepresenrTeo MOLONEY, REGAN & SCHMITT, Ine. 


*Sales Management Survey of Buying Power, May 10, 1987 


British Grocer Group 
Hits Lever Plan to 
Push Surf Sales 


Lonpon, Oct. 29—A scheme by 
Lever Bros. to push sales of its 
detergent, Surf, has resulted in the 
National Federation of Grocers & 
Provision Dealers’ Assns. urging 
independents not to display the 
product or any advertising matter 
relating to it and to keep orders for 
Surf to a minimum. 

“Don’t push this product,” they 
were told. 

The scheme that upset the gro- 
cers was this: The managers of 
selected self-service stores would 
open a sealed envelope containing 
a note of a certain time. At that 
time, any customer at the check- 
out point who had a packet of Surf 
in her shopping would have all 
her purchases in the shop paid for 
by Lever Bros. 

The federation described the 
scheme as a “blatant piece of fa- 
voritism” toward the self-service 
stores and it said that introduction 
of the “gambling element” into re- 
tail trading was objectionable. It 
added it felt such a scheme, if ex- 
tended, would become “a serious 
nuisance.” + 


Meeker Adds KPOP 

KPOP, Los Angeles, has appoint- 
ed Meeker Co. its sales representa- 
tive in San Francisco and the Pa- 
cific Northwest. The station is rep- 
resented by Broadcast Time Sales 
in New York, Chicago, Detroit and 
Atlanta. 


Pledger Joins Klassen 

John Pledger, former account ex- 
ecutive with Merchandising Fac- 
tors, San Francisco, has joined 
Klassen Enterprise, Hayward, as 
director of advertising, marketing 
and sales promotion. 


Alderman Adds Two 

Bob Alderman Enterprises, San 
Francisco, has been appointed to 
direct advertising and promotion 
for Parr Industrial Corp., San 
Francisco, and the Northern Cali- 
fornia Theater Owners Assn. 


Archibald 


does 


See it! 
page 126 
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IF YOU SEL 
IMPORTANT | 
BUILDING... 


if you sell building products, tools and equipment, the fast- 
expanding BCI Building market buys a $37.5 billion volume of 
products ranging from air compressors to anti-freezes . . . from 
windows to wheelbarrows . . . from reinforcing to roof decks. 


For the first time, the general and sub contractor-architect- 
engineer building team is provided with field-edited, highly- 
illustrated information on new methods and techniques in 
construction of commercial, industrial, institutional and gov- 
ernment buildings. BUILDING, CONSTRUCTION 
ILLUSTRATED is the only publication exclusively serving 
this specialized area of building construction . . . reaching 
more than 22,000 building team subscribers. 


Your advertising message, presented in this 
climate of on-the-job articles and pictures, will 
stimulate these men who specify, buy and install 
in this huge, booming building industry. 


2 > 


: os re let yo . 


FREE Market Data Folder 


This 28-page market data brochure spells out the $37.5 
billion market covered by BUILDING CONSTRUCTION 
ILLUSTRATED. 


INDUSTRIAL * COMMERCIAL © INSTITUTIONAL *« GOVERNMENTAL 
5 South Wabash Avenue + Chicago 3, Illinois 


Industrial Publications, Inc. Publishers of Practical Builder, 
Building Supply News, Brick & Clay Record and other leading 
building industry publications. 
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ADVERTISING 
GOES WHERE 
ADVERTISING 


Advertising goes where advertising pays . . . and 
in 1957—for the seventh consecutive year— 
leading advertisers and their agencies are plac- 
ing more pages in Business Week than in any 
other magazine measured by P. |. B. 


And Business Week leads the top ten magazines 
this year in pages gained. 


YOU ADVERTISE IN BUSINESS WEEK WHEN YOU 
WANT TO INFLUENCE MANAGEMENT MEN. 
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Keep Market Data Clear, Current, 
Fact-Packed, Ensrud Tells NNPA 


(Continued from Page 2) 
dle of the report.” 


e The source of statistics and oth- 
er items on which the promotion 
is based should be noted. In most 
cases, Mr. Ensrud said, they should 
be standard sources. If it’s an un- 
usual source, a word of explanation 
is desirable, he said. 

As for newspaper promotion in 
trade paper ads, Mr. Ensrud made 
these suggestions: 

e Readership can be increased 
when there is a recognizable link 
between one ad and others in the 
series. This can be accomplished 
by an underlying theme, by con- 
tinuity of layout, or both, he said. 
e Quotations of percentages should 
always be accompanied by figures 
on the total market and the com- 


TO TURN RANDOM 
TUNERS INTO 
VETERAN VIEWERS 


Now—in many markets—three 
great adventure-action series 
combined into one great 5-day- 
a-week show! Why pay a pretty 
penny for programs when you 
can get top-rated series in your 
market and hold on to all of 
your own cash! For complete 
details about this new plan, 
phone today. Or wire Michael. 
M. Sillerman at TPA for your 
market's availability. 


eee 


ee 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 ¢ PLaza 5-2100 


petition. Otherwise, he said, they 
are useless. 


s Another speaker in the adver- 
tising promotion session of the 
meeting, Thomas L. Barnes, na- 
tional retail sales promotion and 
advertising manager of Sears, Roe- 
buck & Co., said space sellers 
should take more interest in the 
way advertisers use their space. 


Inept or weak ads won’t pay off, 
he asserted, and pointed out that 
the advertiser is not likely to stay 
in a medium that doesn’t pay off. 

It is, therefore, in the space 
seller’s interest, Mr. Barnes went 
on, to see that the ad theme, copy, 
etc., are well thought out so they 
will pay off—thus helping keep the 
advertiser in the medium. 

Mr. Barnes said that 420 of 
Sears’ 722 stores in the U.S. are in 
the less-than-$3,000,000 annual 
volume category and don’t have 
elaborate advertising staffs. These 
are some of the stores that could 
really use helpful guidance from 
newspaper space sellers, he ob- 
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served. 

Sears in 1956 spent $45,000,000 
(78% of its $65,000,000 non-mail 
order advertising and promotion 
budget) in newspaper space, Mr. 
Barnes said. This percentage would 
be even higher, he suggested, if 
better results could be obtained 
from newspaper ads. 


= Considerable attention at the 
meeting centered around editorial 
promotion. 

Venturing into the domain of 
the editorial function, Carl Nelson 
of Publication Research Service, 
Chicago, urged the newspaper pro- 
moters to persuade their editors to 


write brighter, more interesting 
headlines. 

He shewed a series of slides com- 
paring competitive newspaper 
treatments of the same story, 
showing how dull and unimagina- 
tive heads draw far less readership 
among both men and women than 
a vivid “active” head that is no 
less accurate or tasteful. 

He also urged greater use of 
cross references in stories and 
more use of Page 1 boxes calling 
attention to important stories in 
the issue. 


= Fred Lowe, promotion manager 
of the Detroit Free Press, gave a 
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detailed account of a motivation 
research study made to determine 
the paper’s image in the minds of 
people in its market. He said a 
“lack of warmth” in the paper’s 
image as indicated by the study 
was the immediate reason why the 
Free Press started running the 
Ann Landers advice column. 

Two guest speakers at the 
NNPA meeting were also strong 
advocates of the advice columns— 
Dr. George Crane, author of a 
syndicated psychological advice 
column, and Miss Landers. 


® On the industry promotion front, 
meanwhile, Clarence W. Harding, 


of the South Bend Tribune, out- 
lined a few promotional ideas that 
have been evolving in NNPA’s in- 
dustry promotion committee. 

Ultimate purpose of the indus- 
try promotion, he said, will be to 
give people a better understanding 
of the role newspapers play in 
their lives and to engender an ap- 
preciation of newspapers’ “citizen- 
ship” in their communities as evi- 
denced by their donations of space 
to public welfare causes. 

One specific objective being 
worked on is greater capitalization 
on the Pulitzer prizes. Mr. Harding 
asserted that even the newspapers 
that win the prizes don’t take as 


much promotional advantage of 
their honors as they could. He said 
that the newspaper prizes often 
get lost in Pulitzer award stories 
because the arts and letters awards 
usually make the lead. If the 
newspaper awards were made sep- 
arately—perhaps a day earlier or 
later—then they might get a bet- 
ter play, he suggested. 


= New NNPA central region of- 
ficers elected at the meeting are 
William H. Klusmeier, of the 
Rockford Star and Register-Re- 
public, president; Robert N. Weed, 
Minneapolis Star and Tribune, 
Ist vp; Arthur J. Keeney, Can- 


ton Repository, 2nd vp; Jack F. 
Newman, Battle Creek Enquirer 
& News, secretary-treasurer. + 


Pat Smyth Joins Ludgin 

In reporting the personnel 
changes resulting from the Erwin 
Wasey, Ruthrauff & Ryan merger 
(AA, Oct. 28), ADVERTISING AGE 
incorrectly said that Patrick 
Smyth, former Erwin, Wasey me- 
dia buyer, had joined Compton Ad- 
vertising. Actually Mr. Smyth has 
joined the media staff of Earle 
Ludgin & Co., Chicago. 


Burson-Marsteller Adds One 
Wean Equipment Corp., Cleve- 


PUBLIC NOTICE: 


Signs are unmistakable. Milwaukee audiences and advertisers alike love wWxIx. 


Typical object of affection is wx1x weathergirl Judy Marks, whose regularly 
scheduled five-minute forecast—Judy and the Weather—is a rain-or-shine must 
for Milwaukee families. A must for sponsors, too! Writes Donald E. Semling, 
president of the R-O-W window manufacturing company: “This wx1x renewal 
speaks for itself. Judy has given us sustained sales help we have long sought 

in the Milwaukee market. Dealer response has been so enthusiastic that we feel 
wxIx and Judy must be part of our operation from now on.” 


Become a wXxIx booster yourself. You'll find Milwaukee’s high regard for wx1x 
(and vice versa) creates the perfect climate for profitable selling. 


Channel 19, Milwaukee * CBS Owned + Represented by CBS Television Spot SalcS@Q™G? aa. 1. 2a 


i nee oe ea 


57 


land, maker of coiled metal proc- 
essing lines and other metalwork- 
ing equipment, has appointed Mar- 
steller, Rickard, Gebhardt & Reed, 
Pittsburgh, to handle its advertis- 
ing. The agency also has named 
P. Donovan Cragin Jr. to a crea- 
tive-contact post in its New York 
office. Mr. Cragin formerly was 
with Armstrong Cork Co. 


Ellington Advances Two 

Dan Kane has been named me- 
dia director of radio and tv and 
Harry Bailey creative supervisor 
for radio and ty at Ellington & 
Co., New York. Both men have 
been with the agency’s radio-tv 
department for some time. 


Maitland Names Semple VP 

Vic Maitland & Associates, Pitts- 
burgh, has appointed Richard H. 
Semple Jr. vp-administrative. Mr. 
Semple for the past 11 years has 
been president of his own adver- 
tising company, which he sold to 
join Maitland. 
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Sales 
slow? 


Lemarge 
Mass Mail* 
will speed 

them up 


*K When quick results 
count, only Lemarge mecha- 
nized Mass Mail will do. 
Our specially designed ma- 
chines handle more than 
1,000,000 pieces daily. Ter- 
minal sorting avoids post 
office delays, gives first 
class speed to third class 
mail. 


Lemarge is writing the book 
on Mass Mail, from idea 
to income. Our knowledge, 
skill and resources can serve 
you a hundred ways — in- 
cluding market and product 
testing, lead procurement, 
sales promotion, mail order 
sales, sampling, copy and 
art. 


To learn how Lemarge 
can benefit you, just clip 
your business card below 
and mail it to us. We'll 
speed the facts your way 
—no obligation, of course. 


LEMARGE 


Mailing Service Company 


417 SOUTH JEFFERSON STREET 
CHICAGO 7, ILLINOIS 


CLIP YOUR BUSINESS CARD HERE 
AND MAIL IT TO LEMARGE FOR 
COMPLETE INFORMATION. 
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WAPRINTED WITH YOUR COMPANY NAME. 
Useful advertising gift. 12 view Poss on holds and 
shows pass cords, license, Wellet hes 
corner slit which shows the wanted 3 bits. Lowest 
prices ever... 
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ALLIED BUSINESS AIDS, INC. 
Dept. AA-]* 1133 Broadway * N.Y. C. 10, N. Y. 


‘Time’ Will Send British 
Adman Prize Winner to Istanbul 
Time is running a “you can be a 
Sultan for a week” contest for 
British admen who work in the 


| international field. Object of the 


competition is to write an “irre- 
sistible ad” for Time. The winning 
entry will be reproduced, with 
full credit to the submittor, as a 
full-page ad in the Dec. 2 London 
Times. 

55 prizes will be awarded; the 
top one is a one-week all-ex- 


pense-paid vacation for two in 
Time is promoting the 
contest via direct mail and page 
ads in London newspapers and 
British advertising journals. Young 
& Rubicam is handling the pro- 


Istanbul. 


motion. 


GOA Revenue, Net Increase 
General Outdoor 
Co., Chicago, 


Advertising 
reports operating 
revenue of $28,297,067 and net 
income of $2,251,627 for the nine 
months ended Sept. 30. Revenue 


Advertising Age, November 4, 1957 


for the first nine months of 1956 
was $24,986,302 and the net was 
$1,951,072. 


Faulkner Joins Milco 


Jackson George Faulkner has 
been appointed vp in charge of 
sales and advertising of Milco Inc., 
San Jose, Cal., maker of Lano 
Glove, a protective skin lotion. Mr. | 
|several national sales organiza- 
tions, and spent four years as a 
management consultant. 


208,400 Metro. Co. 


Perea a 


POPULATION: 18% GAIN since 1950 


Retail Sales Per Family: No. 1 in Michigan 
$4,661 


Average Weekiy Wage in Mfg. Industries: 
No. 1,” outstate Michigan 


Faulkner had been in charge of| § 


# 


E. J. OWENS, who has been a vp at 
Kudner Agency since 1935, has 
joined Compton Advertising, New 


York, as a vp. Mr. Owens will 
work on special assignments at 
Compton. 


Van Diver Will 


Well, that’s the way it Grows...in 


LANSING 


. actually that’s just one way. Each year hundreds 


of families mi- 


grate to Capitaland, drawn by the highest wages and salaries outstate 
and ideal living conditions. The result; income, sales and all impor- 
tant marketing factors are above average in Lansing. 


Multiply the effectiveness of your ad dollar by using The State 
Journal in this rich, fast-growing market. The Journal, and only the 
Journal, delivers more than 66,500 central Michigan homes daily. 


The State Journal is 
Number 3 in Michigan 
in Total Advertising Linage. 


Advertisers, retail and national, stay with the media that proves itself. That's why 


REPRESENTED NATIONALLY BY 


SAWYER-FERGUSON-WALKER COMPANY 
Member of Federated Publications 


\Continue Publishing 


“Brad-Vern’s’ Index 


Woo.rorp, Mp., Oct. 30—Vernon 
|\H. Van Diver, founder of “Brad- 
| Vern’s Reports,’”’ announced today 
he would publish the 1957 edition 
of the annual business paper ad- 
vertising index Dec. 1, and the 1958 
|edition next April 1. 


[| Mr. Van Diver said iast August 


}that preliminary discussions were 
being held for the sale of the index 
to two or more business publishers’ 
associations (AA, Aug. 26), but 
today’s announcement indicated 
Mr. and Mrs. Van Diver were per- 
sonally taking control of the opera- 
tion. 
Mr. Van Diver founded the re- 
ports in 1939. During the last 15 
years it passed through a series of 
ownerships, and was recently re- 
purchased by Mr. Van Diver. 
He indicated that dissatisfaction 
with the recent history of the in- 
dex had prompted him to take 
control of it again. 

“I am disappointed,” his an- 
nouncement read, “that this serv- 
ice ... has been self-supporting in 


only one of its recent years, and 


that actual fulfillment of the needs 
which begot it have been so long 
delayed by deficit operations.” 


® The 1958 edition will be in- 
creased in cost to $30, the an- 
nouncement said. Prepaid sub- 
scribers will receive the 1957 issue 
as an interim service without ad- 
ditional cost. Those who have al- 
ready paid for the 1957 issue will 
have $15 credit toward the 1958 
edition. 

Improvements in the 1958 edi- 
tion will include listing of three 
consecutive years of ad schedules 
for 10,000 business paper advertis- 
ers, Mr. Van Diver said, allowing 
subscribers to view advertising 
trends without referring to past 
issues. + 


‘TV Guide’ Boosts Two 

Pierre A. Kern, formerly pro- 
motion representative of the 
Southern and Central California 
editions, has been named promo- 
tion manager of the Pacific Coast 
region of TV Guide, with head- 
quarters in Los Angeles, and Rob- 
ert T. North, formerly circulation 
manager of the Southern Califor- 
nia edition, has been named cir- 
culation manager. The two will 
supervise the promotional and 
circulation work of six editions 
published in California, Oregon 
and Washington. 


Mrs. William H. Kearns Dies 

Mrs. William H. Kearns, 49, 
wife of the president of Ted 
Bates & Co., New York, died Oct. 
25, apparently of a heart attack, 
while on a trip to Omaha with 
her husband. The former Caroline 
Dodge of Fremont, Neb., Mrs. 
Kearns was a graduate of the Uni- 
versity of Nebraska. 
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INSIDE RUSSIA—Bob Hotz on a balcony of the 
Hotel National in Moscow, while covering the 1956 
USAF inspection trip to Russia. In the background 
you see the Kremlin. Since 1948 Bob has covered 
practically every national and international air show 
. . . Visited aircraft factories, research facilities and 
military installations throughout the United States, 
in NATO countries, South America and Asia. He 
has reported on all this and more in the pages of 
AVIATION WEEK, 


It was AVIATION WEEK, in the person of 
Editor Bob Hotz, that first reported to the 
Western World that the Soviets had fired the 
Intercontinental Ballistic Missile (ICBM) in 
the May 20, 1957 issue . . . first to report the 
firing of the Intermediate Ballistic Missile by 
the Soviets, too (Feb. 1956) . . . first to report 
that the Russians had long-range jet bombers. 

In 1956, Bob covered the team of top- 
ranking U. S. Air Force Commanders on their 
official inspection trip to Russia. Here he met 
with the heads of the Russian Air Force, top 
aircraft designers, and the chiefs of Aeroflot 


Bob Hotz, Editor of AVIATION WEEK, is first again with 
missile and aircraft data from behind the Iron Curtain. 


(the Russian commercial airline). Again, 
AVIATION WEEK was first with the facts! 
Born in Milwaukee, Bob started his writing 
career with the Milwaukee Journal after 
graduating from Northwestern in 1936, Tak- 
ing up flying in 1939, he came to New York 
to head the Journal’s news bureau in 1940. 
In the fall of 1941, he joined the staff of 
General Hap Arnold...then to the Air Trans- 
port Command. Later, Bob served on the staff 
of General Claire L. Chennault in China, 
where he flew combat missions in B-25’s. 
After the war, Bob became news editor for 


MeGraw-Hill Publications 


ARD McGraw-Hill Publishing Company, Incorporated Py we 
330 West 42nd Street, New York 36, New York ‘QD: 


AVIATION WEEK . . . covered the Korean 
war, in person ... became editor of AVIATION 
WEEK in 1955. He has written, and still 
writes, outstanding books on aviation. 

Concentrating on in person news gathering 
and interpreting are keystones of all McGraw- 
Hill business publications. Readers in busi- 
ness and industry depend upon McGraw-Hill 
editors like Bob Hotz for the knowledge and 
reporting of significant facts. Concentration 
of your advertising messages before this re- 
ceptive audience is the most effective way to 
cover your major markets. 
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fe. 
§ * PROVE AD CLAIMS 
Z. Plan new campaigns...based on 
"tive we Oxpertly designed studies, authen- 


ticated by independent research institute 
Clinical trials... toxicity studies ... sensitization 
-_. *polon cal screening... product improve- 
ment. No obligation for estimate. Call or wr 
Arthur DO. Herrick, Director. ° ad 
NEW DRUG INSTITUTE 
130 Eest 59 St.. New York 22 * Mu 8.0640 


Popular Science Co. Buys 
‘American Salesman’ 

Popular Science Publishing Co., 
New York, publisher of Popular 
Science Monthly and Outdoor Life, 
has acquired c-_ itrolling interest 
in American Salesman Inc., pub- 
lisher of American Salesman. 
Ralph H. Flynn, president of Pop- 
ular Science Publishing Co., will 
be president of the subsidiary, 


and Michael Gore, who founded 
American Salesman two years ago 
and who is currently publisher, 
will continue in that position. 

Popular Science Publishing Co. 
has appointed George Ramel, for- 
merly advertising manager of 
Field & Stream, executive assist- 
ant. He also has been named vp 
and business manager of American 
Salesman. 
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EVEN IN CHINESE IT’S: “Sell the POST 


INFLUENTIALS —they tell the others!” 


(Continued from Page 3) 
create excitement about your 
house—use salesmanship to turn 
shoppers into buyers.” 

His trick was to make something 


The “Bellwether” to Big Sales 


Complete crop and livestock diversification marks Penn- 
sylvania as a ‘‘bellwether’”’ among the states, a leader in 
big, steady farm-cash intake. It boosts Pennsylvania to 
the top-third in farm income year after year. It makes 
Pennsylvania farm folks bigger buyers of your products 


—every month. 


There’s a perennial leader among the farm magazines, 
too. It’s PENNSYLVANIA FARMER, read in 9 out of 10 
Pennsylvania farm homes. It’s the one farm paper de- 
voted totally to Pennsylvania’s rural families and their 


business of farming. 


Right up front, too, are Ohio and Michigan, where 
the popular farm papers are THE OHIO FARMER and MICH- 
IGAN FARMER. All 3 are 4-color gravure printed to save 
you plate costs, published twice monthly. Write 1010 
Rockwell Avenue, Cleveland 14, Ohio, for details on this 
rich, 3-state farm market. 


FARM 
SHOW 


Groeten Agr wire! teow im tee tow 


1958 Pennsylvania Farm Show 
qummap ante Gamat oh. tunenst 


PENNSYLVANIA FARMER 


HARRISBURG, PENNSYLVANIA 


THE OHIO FARMER, Cleveland 
MICHIGAN FARMER, East Lansing 


SHOWMANSHIP—John Long, Phoenix builder, used showmanship to 

create excitement about tie BH&G Idea Home and his new devel- 

opment area with posters like this, radio and tv spots, newspaper ads 
and car cards. 


Phoenix Builder Builds $3,500,000 in Sales 
in 30 Days on ‘Better Homes’ Idea Home 


new and exciting to see and talk 
about at Maryvale. Outdoor post- 
ers, commercials during a tv mov- 
ie, “sandwich girls” on the streets 
of Phoenix and the~ “Maryvale 
Song” on radio heralded the new 
community and Idea Home. 

Once the prospect was on the 
grounds, a trained sales force went 
to work to convert interest to ac- 
tion. A hostess greeted visitors 
and delivered them to a “house 
consultant,” who explained the 
best features of the promotional 
home. 


s The 76 cooperating builders and 
furnishers spent more than $300,- 
000 locally promoting their Idea 
Homes. In 39 of the cities where 
the homes were constructed, the 
builders placed 105,496 lines of ad- 
vance newspaper advertising dur- 
ing the month of August, BH&G 
reports. 

To help the builder with his 
promotion, BH&G furnished a 
jumbo weatherproof site sign, list- 
ing the name of the home, with 
space for the builder’s and fur- 
nishing stores’ names, plus news- 
paper mats of headlines and draw- 
ing of the home, suggested ad lay- 
outs and a package of direct mail 
and handout material. 

In addition to a listing in a col- 
or spread in the magazine's Idea 
Home issue, newsstand copies in 
cities where the homes are locat- 
ed carried the names of the build- 
er, furnisher, and address of the 
home on the front cover. + 


Howard to American Welding 

Curtiss Howard, formerly ad- 
vertising manager of the Garland 
Co., Cleveland, has joined Ameri- 
can Welding & Mfg. Co., Warren 
and Niles, 0., as advertising and 
sales promotion manager of the 
building products division at Niles. 


from 
SMOKE SIGNALS | 
CHIEF OSHKOSH 


DAILY 
NORTHWESTERN 


SELLS YOUR 
PRODUCTS IN THIS 
“HEAP RICH” 


MERCHANDISING HELPS 
INCLUDE — 

®@ BULLETINS TO TRADE 

@ PERSONAL CALLS 

@ TIE-IN SOLICITATIONS 

@ BRAND CHECKS 


Represented by 
Johnson, Kent, Gavin & Sinding, Inc. 
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MAGNIFY THE IMPACT of your ad- 


vertising around the world. Present your products 
at their best to the people who matter most—in 
LIFE’s International Editions, LIFE INTERNA- 
TIONAL and LIFE EN ESPANOL. 


The large page size and superb reproduction of 
LIFE’s International Editions focus attention on 
_ your selling story. Distinguished in content and 
format, both magazines are unique 1n their ability 
to give your product a “better look” in every over- 
seas market. 


LIFE INTERNATIONAL is published in English 
around the world, and LIFE EN ESPANOL is 


printed in Spanish for Latin America. Together 
they deliver a combined net paid circulation of 
approximately 600,000 every fortnight. 


With an average of 7 to 8 readers per copy, these 
magazines not only present your product and your 
company at their best, but they reach an estimated 
combined audience of 4,700,000 of your best over- 
seas prospects—key people in business, govern- 
ment and the professions. 


Everywhere important people respond to what 
they see in LIFE INTERNATIONAL and LIFE 
EN ESPANOL—as you'll discover, too, when your 
advertising messages appear in their pages. 
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| Agency Function Explained 


Parsons, Friedmann & Central, 


|Boston, has published a 12-page 
| booklet titled 
|Function of the Modern Advertis- 


“The Marketing 
ing Agency.” The booklet is a 
product of the agency’s newly- 
formed marketing department. It 
answers the questions often asked 
by advertisers with respect to the 
marketing services they can expect 
from their advertising agencies, 
the methods agencies use in ac- 
quiring marketing information and 
the proper role of agencies in 
their clients’ over-all marketing 


| plans. 


Ketterlinus Buys Lockwood 


Ketterlinus Lithographic Mfg. 


|Co., Primos, Pa., will take over 
|Lockwood Folding Box Co., Phil- 
|adelphia, as a wholly owned sub- 


sidiary Nov. 1. The latter company 
will continue under the Lockwood 
name with the same management 
at its present location. 
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Why Fels & Company prefers 


Crosley WLW Stations 


for Instant Fels Naptha 


Golden Soap Granulets 


"WLW Stations offer that 
important extra of mighty grocery 
merchandising tied up with top 
Station Talent. Yes, 
TV-Radio personalities star in 
product merchandising—promotion 
as the Crosley Stations' experts 
cover the store fronts by top- 
level trade contacts, personal 
calls and point-of-sale push. So 
the Talent-tuned, power-—packed 
merchandising-—promotion of the 
Crosley Stations really means 
business for advertisers." 


aw 4 


Max Brown, Director of Sales 


leading 


Fels & Company 


Like Fels & Company, you'll get mighty merchandising—promotion for your 
products too with the WLW Stations. So before you buy, always check first 


with your WLW Stations' Representative. You'll be glad you did! 
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WLW WLW-T WLW-C WLW-D WLW-A 
Radio Cincinnati Columbus Dayton Atlanta 
Network Affiliations: NBC; ABC; MBS Sales Offices: New York, Cincinnati, Chicago , ‘ 
Saies Representatives: NBC Spot Sales: Detroit, Los Angeles, San Francisco ( Ak 0 ) " 
Bomar Lowrance & Associates, Inc., Charlotte, Atienta, Dalias...... Crosley Broadcasting Corporation, a division of \4 £°Ses.5s._ ) 
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Advertising Age, November 4, 1957 


FLUFFY—Mr. Qwip lends a light puff 
of humor to a new campaign 
whipped up for Avoset Co.’s real 
cream topping by Honig-Cooper 
Co., San Francisco. Weekly news- 
paper ads in 26 markets and tv 
spots will be used in the promo- 
tion. 


Creative Ad Club 
Wedding Copy. Art 
Needed: Winegar 


MINNEAPOLIs, Oct. 30—Otis Win- 
egar, creative director of Knox 
Reeves Advertising, has urged the 
formation of an advertising crea- 
tive club, composed of both artists 
and copywriters. 

To back up his proposal, Mr. 
Winegar told the Minneapolis So- 
ciety of Artists and Art Directors 
that his agency would give $500 to 
the treasurer of such a club if and 
when it is formed in the Twin 
Cities. 


# A creative club is needed, Mr. 
Winegar said, because much good 
advertising results from a blend- 
ing of copy and art, and creators 
of the two forms need a closer 
union. 

Such a club in Minneapolis, he 
said, would provide creative stim- 
ulation and social enjoyment and 
help establish the Twin Cities as 
a center for advertising. 

Instead of forming a new or- 
ganization, Mr. Winegar suggested 
the Society of Artists and Art Di- 
rectors or the Art Director’s Club 
open membership to working copy- 
writers. Perhaps by a change in 
name they could form a unique 
new organization, he pointed out. 
He said he knew of no such club 
now in existence in the U.S. + 


Richards Named Director 
Grahame Richards, formerly 
production director of KOWH, 
Omaha, has been named regional 
director of programming for the 
Intermountain Network radio sta- 
tions. The stations include KIMN, 
Denver; KALL, Salt Lake City; 
KLO, Ogden, Utah; KGEM, Boise; 
KLIX, Twin Falls, Ida.; KOPR, 
Butte, and KMON, Great Falls, 


Mont. 
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What do YOU want 


N’S BIG MARKE 


to buy from you? 


€. 


Food, apparel, juvenile goods? 


In the 35 communities which are growing the fastest, attested by rank 
in increase of school enrollment, the HERALD-TRAVELER leads the 
second paper in 29. 


Leisure-luxury products, insurance, travel? 

In Boston’s “‘ Money Belt’”’ — the 29 communities with average spend- 
able income per family of $6600 or over (representing 43.3% of the 
area’s spendable income) — the HERALD-TRAVELER leads in 22. 


Household goods, liquor, beer, cigarettes? 


In the top 24 communities ranked by percentage of dwelling units Automobiles, gasoline, tires? 
built since 1940 — towns where young people are accumulating pos- In the 20 communities where there are 350 or more registered passen- 
—— and forming brand loyalties — the HERALD-TRAVELER leads in ger cars per 1000 population, the HERALD-TRAVELER leads in all. 

ut 4. 
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SUR BERR eRe eee 
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First — reach into the ‘Money Belt’’ 


In the nation’s 6th biggest market, the “Big second paper. (1956 figures. Figures to date in 1957 
Bulk” of the buying power is represented by show a comparable margin.) 
HERALD-TRAVELER readers. National advertisers know it, too. In almost 
Boston retailers know this. They put two million every classification, the HERALD-TRAVELER leads 
more lines in the HERALD-TRAVELER than in the __ the field. 


Sources: A.B.C. Audit 3-31-57, MEDIA RECORDS, SALES MANAGEMENT, Mass. State Department of Commerce 


IT’S A WHALE OF A MARKET—and the Herald-Traveler 
is Boston’s Basic Buy 
One Contract delivers the “Big Bulk” in Boston 


HE BOSTON HERALD-TRAVELER 


Represented nationally by 

GEORGE A. McDEVITT CO., INC. 
New York * Chicago 

Philadelphia * Detroit + Los Angeles 


Special travel and resort representative: 
HAL WINTERS COMPANY 
7136 Abbott Avenue 
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“A Purchasing Organization Needs 


Accurate, Up-to-Date Data’ 


Reports Wayland P. Morse, General Purchasing Agent 
of The Borden Company 


*‘A regular flow of information . . . trends, products, 


processes, political developments . . . all is news which 
has a bearing on procurement, and would be highly de- 
sirable to purchasing executives. What we need is now 
available from a number of sources. But it is not con- 
centrated, and may not be written for the purchasing man. 
That is why it is easy to overlook significant information 
among other items not directly connected with purchasing.” 


Purchasing Week Will Fill This Big Gap 


This new weekly will be the closest practical answer to 
purchasing executives’ demands for a source of timely 
market information. With its own 17-man editorial staff, 
PURCHASING WEEK will cover six important areas regu- 
larly: price and supply trends and news; new material and 


products; business news affecting purchasing; Washington, 


and the world; news of purchasing; and ‘how-to’ feature 
stories. Best of all, this up-to-the-minute information will 
be delivered in time to be useful. 


Purchasing Week Will Give You 
Continuous Contact 


Here is your opportunity to ‘call’ regularly on the men 
most concerned with industrial buying. Before and be- 
tween salesmen’s visits, your advertising will tell the story 
of product quality, price or service, new equipment or 
literature announcements, changes in production methods 
or processes. 

Purchasing executives who are looking for this informa- 
tion will be reading PURCHASING WEEK. Throughout 
1958, your advertising there will be... calling every 
week on the man your salesman must contact. 


space units of advertising. 


and industry. 


@ A10\," x 14)" type page on coated stock, accepting standard 


@ First issue: Monday, January 6, 1958. 
@ Initial distribution: 25,000 purchasing executives in business 


For full details on rates, mechanical requirements, and 
a sample ‘pilot’ issue, contact your McGraw-Hill office. 


Purchasing Week 


McGRAW-HILL’S NATIONAL NEWSPAPER OF PURCHASING 


McGraw-Hill Publishing Company, Inc., 330 West 42nd St., New York 36, N. Y. 
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IN LOS ANGELES THEY SAY 
“TIMES, FIRST OF AL 
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|RELAXING—This three-page ad in t 


- 


ae 


| kicks off Futorian-Stratford Furniture Co.’s Christ- 
mas campaign. Futorian calls its promotion “Oper- 
|ation Excitement” and plans a follow-up in Decem- 


he Nov. 4 Life ber of a color 


Advertising Age, November 


Aeon 
So ee 


page, which will include dealer 


listings, in This Week Magazine. Tie-in dealer ma- 
terials have been made available. Garfield-Linn & 
Co., Chicago, is the agency. 


| Spot TV Frequency 


‘Discounts Keep 
Status Quo: Katz 


New York, Oct. 30—Frequency 
| discounts in spot tv buying main- 
tained a general status quo be- 
itween July, 1956, and July, 1957, 
Katz Agency, an advertising rep- | 
resentative, concluded after study- 
ing the rate cards of 50 leading 
|network affiliates. However, Katz 
/noted that in this period the one- 
|time rates on which the discounts 
are based had risen an average of 
j}about 9% for prime night time and 
jan average of 7% for late-night 
periods. 
| The Katz study was made to pro- 
\vide advertisers with formulas) 
with which to estimate their spot | 
'tv budgets and will be included | 
|in Katz's soon-to-be-released “Spot 
|Tv Advertising Cost Summary No. | 
|2.” The summary shows the aver- | 
| age percentage discount for buys | 
| of various types and frequencies. | 

| 
® The principal big change in the | 
status of frequency discounts came 
with weekly plans of six or 12) 
announcements. Here the discount | 
average went from 15%% to 18% 
on the six-announcement plans and | 
from 3214%% to 37% on weekly 
plans of 12 announcements. 


2 27 ee ee 


ee enema) 


& Trust 
Companies 
prefer The 


Times above 
ALL other 


creased number of stations estab- 


|}ment Corp; 


Katz attributed this jump in fre-| 
|quency discount more to an in-| 


lishing weekly plans 
individual stations’ allowing great- 
er discounts. + 


Texas Radio Triangle Formed 
A new sales corporation, Texas 

Triangle, has been formed to sell 

time on four Texas radio stations— 


| KLIF, Dallas, and KILT, Houston, 
| both owned by McLendon Invest- 


KFJZ, Fort Worth, 
owned by Tarrant Broadcasting 
Co., and KTSA, San Antonio, 
owned by Sunshine Broadcasting 
Co. Weekly rates covering all four 
stations are available. John Blair 
Co. is representative of all four 
stations. 


Anderson-McConnell Adds 1 

Anderson-McConnell Advertis- 
ing Agency, Los Angeles, has 
been named to handle advertising 
for Pacific Automation Products, 
Glendale, manufacturer of elec- 
tronic cable components and sys- 
tems. Trade publications will be 
used. The agency also has named 
Shirley (Si) Coleman an art di- 
rector. He has been an art consult- 
ant in New York for the past five 
years. 


|MacRae Joins Wesley Day 


Robert B. MacRae, formerly an 
account executive with the Des 
Moines branch of J. M. Hickerson 


Day & Co., Des Moines, as an ac- 
|;count executive. 


than to} 


7 


Inc., New York, has joined Wesley | 


“RST 


RADIO & TELEVISION 


COMING! 
Greatly Expanded 
TV Coverage 
From a New 


1000 ft. TOWER. 


| 


| 


Los Angeles 
metropolitan 
newspapers 


In Los Angeles, | 
The Times is first in 


96 of 114 Media | 


Records classifications. | 


market shop in Superior . 


Wisconsin people 


“outside” newspaper ... nor 


SS SS SY SKN S 


Superior and Duluth 


are Separate Markets 


Superior and Duluth are in different states, 
and are separate markets— similar to St. Paul and Minneapolis. 
People living in the $232,801,000 northern Wisconsin 


sy 


SS 


.. and use The Evening 


Telegram as their shopping guide. 


are not influenced by any 
do they travel miles to buy 


in another state, when they can find all 


LOS ANGELES 


TIMES © 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


their needs in Superior. 


‘EVENING TELEGRAM 


Represented nationally by Burke, Kuipers & Mahoney 
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Left to right: Cohn, Rowan, Luxton (seated), Simak and Barton 


What makes a newspaper great? 


NOTE TO BOOK-LOVERS: The 
current crop of published works by 
Minneapolis Star and Tribune authors 
is at your bookseller’s. It has been a 
bumper year, with six new books 
added to the already impressive roster 


($3.95, University of Minnesota 


wards. 


$5.00, Random House). The a rbing e 


Pakistan and Southeast Asia 


staff ($3.95, Olympic Press). A vivid 
per rts reporti 
re dees the turn of the century. 


Random House). A penetrating, disturbing 


FLOWER GROWING IN THE NORTH by George E. Luxton, garden editor of the Minneapolis Star and Tribune 
: ). A practical, month-by-month guide for the home gardener in 
long-winter areas, brightened with charming bits of old-fashioned garden lore. 


1999—OUR HOPEFUL FUTURE by Victor Cohn, science reporter of the Minneapolis Morning Tribune 
($3.75, Bobbs-Merrill). A brilliant, authentic forecast of life at the end of the 20th Century, based on two 


years of intensive research by this writer whose science reporting has won him two Sigma Delta Chi 


THE PITIFUL AND THE PROUD a T. Rowan, news 


ewitness report by an ace Negro newsman (winner of 3 Sigma 
ita Chi Awards) of the racial, political and economic forces at work beneath the turmoil in India, 


MY LIFETIME IN SPORTS by George A. Barton, who retired this year from the Minneapolis Tribune sports 
mal story of 50 years in the 
—a man who been on first-name terms with virtually every major sports 


STRANGERS IN THE UNIVERSE by Clifford D. Simak, news editor of the Minneapolis Star ($3.50, Simon 
and Schuster). A collection of eleven fascinating science-fiction stories by an imaginative newsman who 
has published five novels and contributed scores of articles to magazines. 


GO SOUTH TO SORROW, another volume by Carl T. Rowan of the Minneapolis Morning Tribune ($3.50 
‘ r of this prize-winning Negro reporter's firsthand 
experiences with the white South's efforts to block the U.S. Supreme Court desegregation o: ’ 


of titles published by staff members of 
these two Upper Midwest newspapers. 

The new books are as varied as the 
minds and interests of five members 
of one of the liveliest, most literate 
groups of journalists in the country. 


rter of the Minneapolis Morning Tribune 


rts world by a dean of news- 


Subjects range from home-gardening 
to science-fiction; from a deep-probing 
analysis of school integration prob- 
lems in the South to a fascinating 
autobiography covering a half- 
century in sports, to a layman’s look 
at the almost unbelievable world that 
science will build for us by the end of 
this century. 

You'll find these new additions to 
your library a sparkling reflection of 
the talents that have made the Min- 
neapolis Star and Tribune two of the 
nation’s best-read, best-liked and 


most respected newspapers. 
Copr., 1957, The Minneapolis Star and Tribune Co. 


Minneapolis 
Star axd Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market | 


The six world-sponning Army 
Times service publications ore 
the mass circulation medio read 
most by the militory. Write or 
coll for fult information. 
AIR FORCE TIMES * 


ARMY TIMES * NAVY TIMES 


The American WEEKEND + MILITARY MARKET Magatine 


The ARMY-NAVY- AIR FORCE REGISTER 


ARMY TIMES 


3 F 12. ’ 
STANDS eur 
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STEEL SUCCESS— 
Sharon Steel 
Corp. reports that 
ads like this ap- 
pearing in the 


| metalwork- 


ing trade press 
are receiving 


) high readership 
, ratings. 


Duffy, 
McClure & Wild- 
er, Cleveland and 
Warren, O., is the 
agency. 


PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 
U. S. OFFICES: Chorleston, S. C., Chicago, Hono- 
tuly, tes Angeles, Miomi, New York, Philedel- 
phic, Son Francisco 
FOREIGN OFFICES, Frankfurt, 
Rome, Tokyo 


CDNPA Entranchises Three 
Canadian Daily Newspaper Pub- 


tendon, Poris, 


LET’S EXAMINE THOMAS REGISTER 


FULLY PAID CIRCULATION 


22,913 PAID Current ABC 1956 Edition. 


8,214 -PAID ABC 1955 Edition. Subscribers not purchasing 1956 Edition 
but who purchased in 1955 and use this year old Edition of 
T.R. habitually, nevertheless. (Tora/ 1955 ABC 22,728) 


3,264 =PAID ABC 1954 Edition. Subscribers who did not purchase 1955 
or 1956 Edition but who purchased in 1954 and usually 


34,391 


purchase every third year. This group uses T.R. habitually 
and tell us they do. (Total 1954 ABC 22,025) 


1,061 = Copies repurchased from yearly subscribers when Edition is year 
old and resold at $13.50 to companies who do a smaller 


volume of purchasing. 


35,452-PAID COPIES 


This is the circulation we mention from time to time in print 
and otherwise. We believe it is a fair evaluation . . 
verified, non-duplicated, accurate and constitutes a valuable 
unmatched “Buyership” contact with the major part of the 
total Industrial Purchasing Power of the United States. 


. it is 


In computing our current Paid Circulation we have omitted entirely the circulation we deliver FREE 
of cost to American Embassies, Legations, Consulates and U. S. Information Agency Centers. For com- 
panies who desire export business this circulation is of inestimable value. Reports from the diplomatic 
offices show daily references to the copies of Thomas Register. Such copies have been distributed for 
over 40 years at the request of the State Department and are an accepted showing of American 


Industry to the world, 


372 copies of the current edition were shipped without charge to these offices. 


One of the reasons for use by many concerns of older editions of T.R. bas been the accuracy 
and encyclopedic completeness of each edition. Every year and for each edition listings are 
and have been checked with the individual industrial manufacturer represented. This bas been 


@ continuous practice of Thomas Register editors for over 40 years and 


this tremendous feat, over 1,000,000 type line product listings are set each year. 


Te the skeptic who may question the fact that yeor old or older copies 
of unsolicited letters from year old subscribers stating their intenti 
intention to continue the use of their present edition for purchasing information, exclusively. 
We will be gled te show these letters to anyone whe might desire to see them. 


of Thomas Register 
© eisai 


Subscriptions to Thomas Register ore solicited and 


pted only from exclusive T.R. i 


ore in daily use, 
for the 


next edition, 


we 
ond 


in order to accomplish 


hove hundreds 
reiterate their 


lists of rated com- 


ponies whe show evidence of volume purchasing by such executives os Purchasing, Administrative, Engineering, 
Production, Research, Design, Plant Operation, etc. Others requesting a current edition of T.R. are referred to yeor 
old purchase or other source for their information. Note: In 1956 over 300 orders were received and refused from 


companies who did not meet the rigid T.R. subscription standords. 


When we try to buy back year old copies a vast number of our subscribers write to us stati 
that they use the older copies in other plant departments or divisions. The quantity thus a 


can not be accurately determined but a very conservative figure we believe would be 20,000. 


...thus our conservative claim of over 50,000 copies in daily use by American Industry! 


PRODUCT 
INFORMATION 
HEADQUARTERS. 


NEW YORK 1 


461 EIGHTH 


AVENUE 


NEW YORK 


| tising Ltd., and Chris Yaneff Ad- 
| vertising, both Toronto, and has 
lishers Assn., Toronto, has granted | granted renewal of its national 
regional recognition in Ontario and | franchise to Grant Advertising (of 
Quebec provinces to Gent Adver-| Canada) Ltd., also Toronto. 


Advertising Age, November 4, 1957 


Top 10 in Commercial Minutes Delivered* 
Aug. 11—Sept. 7 
Total in-Home 
Commercial 
Commercial Minutes 
Radio No. of Minutes Delivered 

Sponsor Network Broadcasts Allowed in 4 Weeks 

1. Brown & Williamson NBC 340 340 186,260,000 

2. Lever Bros. ces 80 120 131,460,000 

3. Colgate-Palmolive Co. cBs 80 120 129,870,000 

4. Wm. Wrigley Jr. Co. cBs 40 120 84,720,000 

5. Scott Paper Co. ces 32 48 58,050,000 

6. General Mills NBC 175 130 55,896,000 

7. General Motors Corp. cBs 20 60 51,240,000 

8. Bristol-Myers Co. NBC 170 85 45,645,000 

9. Simoniz Co. cBs 44 69 41,193,000 

10. Bristol-Myers Co. cBs 16 48 40,128,000 
Source: NRI, Sept. 1, 1957, compiled by CBS Radio research department. 

*CBS arrived at this figure by taking the average minute rating for all the 

buys of an advertiser on a single network and multiplying that by the total 

t of ial time allowed him on those shows. 


‘Ads per Month’ Best 
Part of Nielsen TV 
Data: CBS’ Carraine 


New York, Oct. 30—After ana- 
lyzing the new expanded Nielsen 
network radio pocket-piece, Har- 
per Carraine, research director of 
CBS Radio, has singled out the col- 
umn labeled “total commercial 
minutes delivered in four weeks” 
as the most “operative” figure in 
the booklet. 

Sizing the situation up in a memo 
to CBS salesmen, Mr. Carraine 
arrived at his conclusion in this 
fashion. He pointed out that the 
Nielsen data gives the following 
three basic components of broad- 
cast advertising measurement: 


e Number of unduplicated homes 
reached. 


e Number of times these homes 
are reached. 


e Length of selling time spent in 
these homes. 


Mr. Carraine particularly em- 
phasized the importance of the in- 
clusion of the length of the com- 
mercial in evaluating a radio buy. 


s “If total selling time is not tak- 
en into account, then six-second 


gression takes us to a point where 
it would be smartest of all to re- 
duce commercial messages to a 
stream of ‘aural subliminal adver- 


| tising’. With such a flow of ‘whis- 


per-commercials’ an advertiser 
could then reach the maximum 
number of different homes that can 
possibly be delivered by the net- 
work of his choice. So—as we said 
lat the beginning—we just encom- 
|pass all the basic components of 
'the new NRI data to arrive at 
true values,” Mr. Carraine said. 


® The CBS researcher then went 
on to recommend the use of the 
“total commercial minutes deliv- 
ered in four weeks” figure as a 
common measurement denominator 
which when “divided into appli- 
cated four-week advertiser costs— 
yields comparable cost-per-thou- 
sand data. In other words cost- 
audience efficiency.” 

On the basis of this measure- 
ment, Mr. Carraine compiled a 
list of the “top ten” advertisers on 
the CBS and NBC radio networks. 
No figures are available for ABC 
and Mutual, since they are no long- 
er subscribers to the Nielsen net- 
work radio service. + 


Ray Schoonover Adds Two 
Raymond Schoonover Advertis- 
ing, New York, has been appointed 


commercials would be just as good | as the first agency for two new ac- 
as 30-second commercials. And by|counts. They are Forecast for 
the same logic three seconds would| Home Economists and Ellis Tex- 
be as good as six,” he wrote. | tiles, converter of woolen for uni- 

“If we carry this reasoning still| forms and menswear, both of New 
further the logical downward pro- | York. 


| 
| 
| 
| 
| 
| 
| 
| 
| 


Is it the final copy, layout 
and art? Is it the final proof sub- 
mitted for okay? Or is it the thousands 
or millions of printed impressions for 

which the advertiser pays? We say it is the 
latter, and this is why we take great pains to make 
photoengravings and gravure positives that will produce 


fine finished advertisements. 
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To sell more where more is sold 
eee tt Ss FIRST 3 FIRST! 


bunting along back country roads can provide many sporting thrills but for Food, 33% more for Furniture, Furnishings and Appliances, and 103% 
this type of sparsely settled locality cannot supply the millions of heavy more for Apparel than the average family in the rest of the nation. 
spending customers needed to “bag the limit” in sales for your product. Within these concentrated, most profitable sales areas, the family 
In order to achieve maximum sales at greatest profit, your advertising coverage of General Magazines, Syndicated Sunday Supplements, Radio 
program needs to take careful aim at the FIRST 3 Markets of New York, and TV thins out. In the great markets of New York, Chicago and 
Chicago and Philadelphia, where 59% of all consumer units earn $4,000 or Philadelphia there is no substitute for FIRST 3 MARKETS’ solid 62% 
more per year—32% greater than the average for the remainder of the COVERAGE of all families. 
U. S. This super-abundance of buying power provides the basis for the To make your advertising sell more where more is sold . . . it’s FIRST 
average FIRST 3 Market family to spend 5% more for Drugs, 31% more 3 FIRST! 


The group with the Sunday Punch 


. ' ? New York Sunday News Coloroto Magazine 


“MARKETS. Group Philadelphia Sunday Inquirer “Today” Magazine 


Rotogravure « Colorgravure 


New York 17, N. Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 « Chicago 11, IU., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 ¢ Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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rofit curves rise with sales, not sizzles. 


m TRUE STORY WOMEN’S GROUP sells steaks—as 

well as soups, soaps, cosmetics, white goods or whatever. 

, It moves merchandise in quantity, from retail outlets into 
a Wage-Town homes. 


r There’s a reason: TRUE STORY WOMEN’S GROUP 
is edited solely to the tastes, the needs, the social attitudes 


of Wage-Town’s women. No “ultra-sophistication’’... no 


: “country club approach”... no “station wagon living”. 


| The result is sales! Millions of plain, everyday sales to 
ies millions of plain, everyday people in Wage-Town, U.S.A.! 


AND... 


Source; Kemp Audience Survey 
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ONLY TRUE STORY WOMEN’S GROUP REALLY SEEKS OUT 
AND SELLS THE VITAL WAGE-TOWN MARKET. 


You sell people only when you reach them, and...of all of TRUE STORY WOMEN’S GROUP’S primary households: 


are missed by American Home 

are missed by Better Homes & Gardens 
are missed by Family Circle 

are missed by Good Housekeeping 
are missed by Ladies’ Home Journal 
are missed by Life 

are missed by Look 

are missed by McCall’s 

are missed by Reader’s Digest 

are missed by Redbook 

are missed by Saturday Evening Post 
are missed by Woman’s Day 


Remember...even “‘the masses” can be “‘exclusive.’’ And these masses eat big... buy big... live big. 


TRUE STORY WOMEN’S GROUP is the key to 
Wage-Town’s masses. Let it be your key to greater sales! 
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Got a Tranquilizer Handy. |In many cases, the so-called Cre- 
Creative Man? ative Man seems actually to be 

To the Editor: What in the name | Poking fun at advertising—a be- 
of Claude Hopkins is going on in Wildering assignment for an ad- 
The Creative Man’s Corner? man, to say the least. 

I can remember when The Cor-| On the occasions when the Cre- 
ner was the spot for strong, sea- | ative Man does express an opinion, 
soned, and documented opinions | it is cluttered up with so many “I- 
about advertising. They were opin- | asked-my-wife”’ banalities that it 
ions that often made this corres- | sounds like a gray flanneled mail- 
pondent fighting mad, especially room boy at his first meeting. The 
on the occasions when they took | complete absurdity of the Creative 
his work to task, but you always|Man as an advertising critic is 
knew where The Creative Man|pointed up by its usual place 
stood. He was for ’em or agin ’em.|on the page alongside James D. 
And he had reasons. Woolf's column. Mr. Woolf has 

But today The Creative Man’s something important to say; he 
Corner doesn’t even belong in an | says it; and we read it. Unlike the 
advertising trade paper. Its wishy- | Creative Man, Mr. Woolf gives us 
washy quasi-humorous sentiments | the reasons for his beliefs, quotes 
are something one might expect of | us chapter and verse as to why a 
a prep school’s literary magazine. | campaign is good or lousy. Unlike 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


|the Creative Man, Mr. Woolf 
|doesn’t pussyfoot around with a 
'tentative offering of an opinion. 
Unlike the Creative Man, Mr. 
Woolf is obviously speaking from 
a strong platform of past experi- 
jence, rather than giving us the- 
|oretical judgments based on per- 
sonal preference. 

So I’d advise you to take a good 
long look at what’s going on in The 
Corner. Put it back to work or get 
it the heck off the page. 

Robert Pasch, 

Vice-President and Copy Su- 

pervisor, Kenyon & Eckhardt, 

New York. 


7 . 
Resemblance io Smith Bros. 
Is Purely Accidental 

To the Editor: A client of mine 
in Montreal, Harold F. Stanfield 
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260,015 FAMILIES 
Read The Sunday 
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growing market. 


Power, May 10, 1957.) 


Wise advertisers assure themselves a share of 
this vast expenditure by placing their products 
before this great, able-to-buy audience through 
the advertising columns of the newspaper which 
they read daily. The Seattle Post-Intelligencer has 
the greatest morning and Sunday circulation in 
the entire State of Washington. It is an advertis- 
ing “must” with those who would cover this rich, 


*Computation based on annual family retail ae 
tures of $4,252, (Sales Management Survey of Buying 


GREATEST MORNING AND SUNDAY 
CIRCULATION iN WASHINGTON 


ss Te SERTTLE 


POST-INTELLIGENCER 


Represented Nationally by 


Hearst Advertising Service Inc., Offices in 15 Principal Cities 


Ltd., did a unique thing that you 
might be interested in. It might 
amuse some agency executives 
and I am sure it would amuse 
many advertising managers. 
Harold F. Stanfield and Paul 
Greenberg organized this agency 
18 years ago. After the first few 
years of having to justify to pros- 
pective clients the claims of a 
very small and extremely young 


one Christmas with a pair of be- 
whiskered founders complete with 
pince-nez dignity, courtesy of a 
portrait photographer and expert 
retoucher. This picture graced the 
walls of their conference room for 
many years. Now Harold F. Stan- 
field Ltd. is one of the largest 
Canadian agencies. Its founders, 
Harold F. Stanfield and Paul 
Greenberg, are still president and 
exec. vp and, believe me, they 
bear no resemblance to the Smith 
Brothers despite the picture. I 
asked them for a copy of it and it 
just occurred to me that you 
might like to publish it. It certain- 
ly is an interesting twist. 
Ira W. Rubel, 
Ira Rubel Inc., Chicago. 


+ o . 
When His Hand's on His 
Billfold, It's Different 

To the Editor: Commenting on 
Pierre Martineau’s “motivational” 
vs. “rational” advertising (AA, 
Sept. 23) I feel the issue is ficti- 
tious. 

When a man merely thumbs his 
way through a magazine, no doubt 
the “motivational” appeal will 
catch his fancy. But watch the 


agency, they presented their staff | 


same man when he’s in the mar- 
ket to buy. 
Incidentally, this kind of situa- 


tion cannot be considered ab- 
stractly. I’ve offered this argu- 
ment to copy people who argued 
the point on academic grounds only 
to be overwhelmed by their own 
behavior when they were really 
out to buy. 

A man who is going to spend 
real money on a purchase becomes 
enormously interested in “selling 
points” or “‘benefits.” Any reader, 
lincluding Mr. Martineau, can 
|check this behavior in himself by 
|waiting until he’s in a genuine 
buying situation. Remember, this 
can’t be faked! 

The trouble with a lot of this 
kind of discussion is that it tends 
to separate advertising from buy- 
ing (not “sales”!)—a fatal error! 

I. J. Alexander, 

Director of Promotion and 

Merchandising, Bridges Stu- 

dio, New York. 


o . - 
Finds Flaws in Illustration 
of Water Skier 


To the Editor: As a water ski 
enthusiast, the advertisement in- 
serted by Sports Afield in the 
|Oct. 14 issue of ADVERTISING AGE 
|immediately caught my attention 
|—not because a remote control 
‘unit will let a man water ski on 
his own, but instead, because the 
man water skiing in the adver- 
| tisement is making two of the 
|worst blunders of the sport. Two 
fundamentals of water skiing are 
| (1) to keep your arms stiff at all 
|times and (2) to keep your legs 


at retail selling. This agency 


The man from Cunningham & Walsh 


HE’S AN ART DIRECTOR, but working in a service station 
_ is part of John Forzaglia’s job, 


too. In our advertising agency, 


_ the artists, writers, TV and account staff work a week a year 


policy, we think, is one major 


reason our advertising sells harder. Cunningham & Walsh Inc., 
New York, Chicago, Hollywood, Los Angeles, San Francisco. 
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fairly close together with knees 
flexed. The figure in the illus- 
tration is wrong on both counts. 

If Sports Afield wants to set 
itself up as a magazine for the 
true sports enthusiast, it should 
first check its promotional adver- 
tisements for sports accuracy. 


permanent wave. 

You can be sure, when the first 
lunar beauty shop opens for busi- 
ness, we'll be there with our Rock- 
ette. 

Ezra Millstein, 


Robert M. Stelzer, Advertising Manager, Caryl 
President, Student Marketing Richards Inc., Miami Beach. 
Institute Inc., New York. e ® e 

a em. ce Asks ‘Why Don't Space Men 


Sign Publications’ Mailings?’ 

Another Example | To the Editor: During the course 

To the Editor: Attached is a tear|of a year I receive thousands of 
sheet from the Richmond News |self-mailers and direct mail let- 
Leader of Oct. 3, 1957, “President |ters from publications. Few of 
them have sufficient interest on 
the outside even to be opened, 
let alone read. (That’s a tale un- 
|to itself which I have no inten- 
tion of discussing here.) 

The 90% of those letters I do 


PRESIDENT 


Is the name of Bulova’s 
thinnest watch. It is a master- 
piece of the watchmaker’'s 
art. The complete line of 
Christmas Bulova Watches 


ager, Publisher ... everyone but 

the space rep who calls on me. 
Most of them are rubber stamp 

signatures anyhow, so why not 


contacts me? Not only would it 
make it more personal, but it 
would remind me who the rep 
was on what publication. We see 


course of the year we forget who 
represents whom. 

When the salesman calls in 
person he doesn’t send in the card 
| of the promotion manager. Why, 
|when he makes his 
|mail, shouldn’t his own name be 
|in the space for signature? It 
would bring the space man closer 
to his contact. 


Edward Bozorth, 
St. Georges & Keyes Inc., 
New York. 
e _ . 


Co-op at Its Best 


|Farms Dairy. 
| His cooperative advertising tie- 


| 


sO many space men during the| 


seldom does a national advertiser 
succeed in getting his retailers to 
include the national story in their 
local ads. When it is done, and 
both the national and local ads ap- 
pear in the same issue of a single 
publication, that’s doing something. 

Congratulations to Mr. Reh- 
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Bazaar, Glamour, newspapers,|have the stenos rubber stamp the|tive uses of cooperative funds. Too|gument-settlers. (Over 100 have 
etc.) than any other professional|signature of the salesman who 


jcome in during the past month.) 
| We love it. 

| Also, it should certainly be 
|/mentioned that our agency is Ta- 
tham-Laird, Chicago. All of this 
leads up to very little except that 
I wanted you to know that all 


“calls” by | 


|more “tension-getters” coming up. | 
To the Editor: May I add my) Bill Holden. Doris Day. Charles | <~ : 
read are signed by the Promo-|voice of approval to that of Mr. |Coburn. Bob Hope. Too, I thought ) Pinson) shown in ADvERTisInG AcE. 
tion Manager, Circulation Man-|Rehmann, of Hawthorn-Mellody |you’d like to know that Mr. Arm- | 
| Strong’s comments are being un- 
_derlined every day as the mail | 


of us at Parker were mighty 
mann, and alse to AA for running | pleased and flattered by Mr. Arm- 
the story. strong’s recognition, and thought 
| you might be interested in a bit 
|of the background. 


Roger E. Axtell, 


Lester Krugman, 
Publisher, Cooperative Adver- 
tising Newsletter, New York. 


° bg ° | Public Relations, The Parker 
More Parker ‘No Names’ Pen Co., Janesville, Wis. 
Coming in Pen Series . . . 


To the Editor: And people will | ‘Drawthinks’ Series Is 
continue to say “Who he?” (“From | rla 
an Art Director’s Viewpoint,” AA, | —  atag easel pl 
Cs ES). Ee ek aa, ee are! send us the whole “Copywriter’s 
Art Course” (“Drawthinks” by 


Adolph Wirz Advertising, 
Zurich, Switzerland. 


Unfortunately, “Drawthinks” 


|in with the National Food Stores| sacks bring us queries from the! have not yet been put into book 
| represents one of the more effec- | curious, the non-eggheads, the ar- form. 


are now on display at Rogers 
Jewelry Co., Willow Lawn | 
Shopping Center. Our inven- 
tory 
| 


CHOKES 


Us because of the excep- 
tionally large quantity we 
bought at special discount 
prices, enabling us to pass 
the savings on to you. We 
will allow you $20.00 on any | 
old watch, regardless of age, 
make or condition. Last year’s 
favorite is again in the line 
this year, and the name of 
that watch is the 


SENATOR 


Chokes Senator,” for your “Ads | 

We Can Do Without.” 
W. B. Clawson, 

Munford De-It-Yourself 


Stores, Richmond, Va. 


Wild Blue Yonder 
To the Editor: We were first (in | 
the beauty field, at least) and we 
can prove it. 

Our Rockette was successfully | 
launched in August, 1957. This pre- 
Sputnik advertisement (2nd in 
the series) was prepared in Sep- 
tember, for insertion in November 


| 


by only 


CKETTE 


OV 


Fred Ebener, WOW-TV 
Sales Manager 


Mal Hansen, WOW-TV Farm Director 


33% named WOW-TV Farm Di- 
rector Mal Hansen their favorite 
TV Farm personality (the next 
farm personality was mentioned 


%). 


“We wanted to know 
about Farm TV... 


—so we asked the highly regarded Research 
Division at the Meredith Publishing Company 
to make a survey for us — 

... and here are some highlights.” 


90° of the farmers within an 80-mile 
radius of WOW-TV have TV sets 


They depend on TV over newspapers in five 
of six major categories of farm news and 
information 


31% of the farmers named WOW-TV as 
their favorite station (the next station was 
mentioned by only 17%) 


Weather, News and Markets programs are 
a terrific buy. 35% of the farmers watch 
such programs regularly. This percentage 
was topped only by “I Love Lucy” 

and “December Bride”. 


SURVEY BROCHURE — Get all the details . . . write for your copy today! 


= Decne 


FRANK P. FOGARTY, Vice President and General Manager 
FRED EBENER, Soles Manager 


| 
| 
trade papers (Modern eae 
Shop, American Hairdresser, etc.). | 

As of this writing, our Rockette 
has been steadily encircling the) 
earth at a rate exceeding every | 
advance calculation. Our observa- 
tory reports the beep signal get-| 
ting more powerful daily. No won- | 
der. Our Rockette has been tracked | 
in more space (Vogue, Harper's 


IN OMAHA it's WOW 
IN SYRACUSE it's WHEN 
IN PHOENIX it's KPHO 
IN KANSAS CITY it's KCMO 


and WOW-TV 
and WHEN-TV 
and KPHO-TV 
and KCMO-TV 


cy 


represented by BLAIR-TV, Inc. 

represented by The KATZ Agency 
represented by The KATZ Agency 
represented by The KATZ Agency 
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Nine-Column Format Pays 
Ott, lowa Papers Find 

The September issue of Iowa 
Publisher, a monthly publication | 
of the State University of Iowa) 


Os a Won’s World! 
That’s What Advertisers Reach in 


- 4 
4 The Sporting News 
oF National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 
Largest Newsstond Sale of Any Sports Weekly 
Published Weekly Since 1886—70 Continvous Yeors 


—_—soeooooeeoeee-~ 


Daily Gate City which changed |campaign aimed at tv fringe areas, 
|late in 1954 at a cost of less than the biggest market for its T-W out- 
|$1,000. In 11 months the paper | door antenna. Ads are appearing in 
gained 10,000 column inches of | Farm Journal, Progressive Farmer 


fewer pages and saving 19% tons) ment. 
n publishers of Iowa daily and of newsprint. An increase in cir- | 
mode Seemenners who Fao | culation caused the savings in| F&S&R to Open in L.A. 
changed over to a nine-column |"¢wsprint to be small. Fuller & Smith & Ross will open 
|format. The publishers reported a radio-tv office in Los Angeles on 
‘that the change has paid off in| Channel Master Sets Ad Push | pec. 1. Willson Tuttle, F&S&R vp, 
Channel Master Corp., Ellen- | will transfer from New York to be- 


. P | 
|savings in money, manpower and | 
' newsprint, the article reports. | ville, N.Y., tv antenna manufac-'!come manager of the new office. 


article outlining the experiences of 


: esd eee : Syst “A 
pp aw we 2 ae a 


“es 


WHY BUY THE WHOLE STEER 
TO GET A T-BONE STEAK? 


Take a tip from the latest brand research. Don’t 
buy waste circulation in the mixed mass weeklies 
... when TRUE goes straight to your best brand 
prospects: men. 

She may buy his shirts, but he picks out the 
brand. 

She may serve the beer, but he decides the brand. 

She may urge him to buy life insurance... but 
he chooses the company. 

Product after product, men make the big brand 
decisions...as reported by Daniel Starch and 
Staff in consultation with the Advertising Research 
Foundation. In this study for TRUE magazine, 
men and women depth-interviewed separately 
both admitted: brand selection is the man’s job. 

TRUE is the largest (over 2'4 million circu- 
lation) and fastest-growing man’s magazine. A 
giant market largely unduplicated ... over two 
million TRUE readers never read LOOK, LIFE 
or THE SATURDAY EVENING POST. 


Take advantage of TRUE’s solid male audience. 
Don’t pay the big weekly prices when you want 
to reach men. Spend fewer dollars and reach your 
best customers through their favorite magazine 

. TRUE, right at the head of your list. 


Ask for the Starch report on your category 


NOW READY: SOON READY: 
Business Shirts Life Insurance 
Beer Liquor 
Shaving Cream Automobiles 
Tires 
Outboard Motors 
Air Conditioners 
Air Travel 


TRUE 


A FAWCETT PUBLICATION 
AMERICA'S LARGEST SELLING MAN'S MAGAZINE 


Advertising Age, November 4, 1957 


It cites the case of the Keokuk|turer, has launched a print ad| Rice Millers Plan 


$2,000,000 Push 


Houston, Oct. 29—Fifteen of the 


school of journalism, carries an | 2avertising while printing 276\|and the Family Weekly supple-| nation’s leading rice millers organ- 


ized a promotional group here last 
week to publicize and promote the 
rice industry. 

The group hopes to raise $500,- 
|000 this year for advertising and 
|}educational work, and it was re- 
|ported the industry leaders plan 
to spend as much as $2,000,000 per 
year to promote greater consump- 
tion of rice. 

Claude R. Miller of Dallas, pres- 
jident of Comet Rice Mills, was 
elected president of the new or- 
ganization, which will be called 
The Rice Foundation. 

Mr. Miller said the leading rice 
millers have agreed to support the 
program and to act as collection 
agencies for contributions from rice 
farmers. Every part of the rice 
industry will be asked to support 
the promotion program, he said. 
The education and advertising 
program will point out that rice 
can be used in many types of 
food combinations, is an excellent 
health food, and is credited by 
many persons with adding to lon- 
gevity. 

Major rice millers have for sev- 
eral years employed women to in- 
vent, test and describe new recipes 
and uses for rice. The recipes have 
been circulated through women’s 
magazines, company publications 
and women’s television programs. 

Nevertheless, Mr. Miller said, 
“We have a lot of educational work 
to do among our own people. 

“In my own city of Dallas,” he 
said, “there are many people who 
ihink we import all of our rice 
from China.” # 


| Offer Chinchilla Data 


Two pamphlets on the chinchilla 
industry are now being distributed 
by the National Chinchilla Breed- 
ers of America, Salt Lake City, 
and the Farmers Chinchilla Coop- 
erative of America, Middletown, 
N.Y. The 12-page NCBA pamphlet 
describes the various services of 
the organization. FCCA’s 28-page 
illustrated pamphlet includes in- 
iformation on the FCCA back- 
ground and administration, its pelt 
sales, pelt marketing process, ad- 
vertising and publicity on chin- 
chilla fur, ete. Copies may be ob- 
tained free upon request to the 
jassociations at P.O. Box 145, Mid- 
\dletown, N.Y. 


| GE's Brandt Retiring 

| Arthur A. Brandt, veteran radio 
| and tv sales and advertising execu- 
| tive with General Electric Co., will 
|retire from GE Oct. 31 after 20 
years with the company. He joined 
GE in 1937 as ad manager of the 
radio division, later becoming 
manager of merchandising services 
and then general sales manager of 
the division. Currently he is gener- 
al sales manager of the tv receiver 
department and has been concen- 
trating on sales to hotels and mo- 
tels. 


McCann Adds Fannie May 
Fannie May Candy Shops, Chi- 
cago, has appointed McCann- 
Erickson, Chicago, to handle its ad- 
vertising. C. Wendel Muench & Co. 
formerly handled the account. 
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and present facts convincingly.. 


YOUNG & RUBICAM, INC. 
Advertising 


NEW YORK «+ CHICAGO «+ DETROIT + SAN FRANCISCO + LOS ANGELES *© HOLLYWOORB + MONTREAL + TORONTO + MEXICO CITY + SAN JUAN + LONDON 


ie a 8 2 9 Be eo glo, ee ES ae tc ey > ie ae SG Tee 5 ee tees Ish Od a ae ey ghee! ae Seer ll, ee a. 
ener: b): ae rae ce “ay pera ale. io a m ee : Ete pee etl ee oe. eee hee Pe me sir ot fe ak See ee ae 1 ee 5. Bo ae a 
Be eae Pare or ber aes pee Pes —— ct ea en eee Ree ee eee = Bete de eee ee eer e. - SOR cece Se ni ee 
ge eee es, ec Re oc i ie A a aim ml ee oa aaa ee Sg oe eg 2 Ae eee oe eee pea. ae 
Eee ae fos bat = eee i k,n ee ae Se ede page oe ey eae te he | eae aan Sy ees aie * he), ae 
£% = Es”) Sei a eee OG Bro Spee a 7 eee 5 Mer ake ir? Yan ene LD, ee, : Seger e Soe cam | AOA 2 hee om 
eee 
Megs 
eC ——— noe — a —— a 
; e ~~ a = ane sgh + 7 
j pe & aah” 5 s 
' ae . , " 
: pee) a iets ag % 
ee a ad one es 
> » aad a . 7 " 
| * . | a ; A a é * ,, 
2 Aes — cual oh mae me - ? “ P 
cs ” % < Pe , 
> SS aad . had * = 
: Eas ” theta ' 
no hae elegans lt & oo |. nt ', 
gf ga Sao Jt igh Me 4 ill - bie 
fs oe se! . : a . te 
a = .. on. 2 oles a , 
oot ae < , > " 7 ot eat iam  z - = ’ 
Sha ae 2 : _ ey — . 4 = a = i oan he . he e ’ ass _ 
ee ae =. a : Pa, ' te 
ic cee ‘ ee —-.. eer : j & fat ask, 
veiecs 2 ; ges ) ee . ig ig {ae 
. re ‘ 2 ee ary ee % Z “ pL Roe eS 
. ‘ ee ‘5s hs P a or : ee ~~ j ee eee : Eee: 
—— oa ro Dieta Sear st abe Be a piel. ae 
ie Bao hat 2 ae il ee ee ; pS cna: co. we 3 en 
# A “i, i. 3 Be aap Bend ai ie 3 ore 
° . re ‘ . 3 <4 — : ae er 4 é ey 
a ee a ; oe be “ Ya ; 
5 las ee ea ane i i i ee : a a . dete < : at 
dite pee nag — ia ie ret ~<¥ yoy ake epee i a at ae ‘1 e 
es : Oe J pitted ie aa : _ “i 4 eee S: pehee aes a aa 1 ¥ me: ES 
Bi "3 Blea), oer a Ea f ee ere tg fe © le 4 i i 
am P “a Nae ree ae #: ‘s “ te aa Ss eee se a at yy a ape ied 
a . ee sage ite Ra Sa ee ——— —a aos. ae : cee 
es oe 4 ae Pate se a. peor = 
; . as ( Ks 3 1 Bate ca ee 4 ; ¥ Me? ms eo) Ses Fer gst ees es . %. + ¥ 2 a ge Pea 
M x Ss iO a = % oe Eee ea ee <r Lee we —— 4 cna ee 
-_ i F ae a F aes 2: ee: ; Rie aes er ‘ ao: eae oe Oe 1 ae 
i — ee E : iin ie ee 2 Mi r . . a6 | ae 
; ; _" spinal Amn ae ‘ aS ie se > Gee : ae ib oes i: ee ad - 3 CPs | oe 
' 4 Pe aes ; ; a a oes IS a Dee. 4 ee by ' eae, 
; : af 3 Se a a oe ; : se Jee ae ¥ a se as et 
io’ & z ee sii, ae ae a . ~ a » aaa i a, oe a ae ol s aS i ye tn 
a PS 1 ee ee ee : ae ae ee eee as 4 “eh eee 
' Fs 3 fa O~ Sere. @ ¥ a A 3 ba Wy fiz » y ee os - *. eae 
‘ aS aac. "1 ;  — Mme, cp ae — HI oo : eh al 
2, <<. ie a. { ‘ he Se pee a ‘ , 3 cSt 
: ye eee =  a i : = Se ee : = . : : « s 
ees i ae Sn ‘e 7 i= a iii a = oe Pre Cee et ‘= -- ie 
a es te eet ee cee es 2 ee ee aie pate . oe ae | ie a 
; : eo ox? en : ~ ee a .. =a - eae bhai 
Sean pale OI aes Aaiiers eee : . ae | Se / ae 
, oT a ; ae a ae WR eee, aor Pi e 
’ ee —~f aay mee oe . ee mr / . 
lee bal tad a Pe. * a re - 4s r te ame i 3 Bes Peg 2. Se beens Ae Sl ae 
a ih) te ialllnia Sn ahi aan A i . aie 0 ae PA. c Baltes Pi ay ay ae ; 
abe eae ee me * bed: ge SS ; Ru Wp soo Rs, ye! ae. ai ot ‘ 
“is tls ciliata cata ial oe Res aad t a, blot 7 ee ee 2 a, ia ty ie , : 
i 5 a i ate ia Lae liga Re ae 3 i ~~! - | le ar Sa —- Sie : 
ee Se eee RO SU eT 8 fe —— } - 2 ae ae -. aa ae <r 
Be a) ae! Cat isc oe ae bie , 2) ae hola eae ¥s ea eee ’ 
ae ee ee ee ; ee ks. a ; 3 2? eu os le eal 
ai Ge oP eet NT eee = bo od gs eel soi ee ~ ig ginsecraay a ; 
eer ae ere Cine 2 eee en eS ee a 4 — abit. —— | : 
ce ii es Mead Bee a . . oe =, a a) a rea a 7 
7 Pete es bet le ; i 3 ae zs gl ik 
: ; mi Sete Sa steal Wiiaticas i? gs ee pags Ce a * et Aer: i 5 ‘ / 
Aa a tape oo an, ms et Ue eee aye Bei ye aa Pac i 
ee ig An ae > Se Ree ee : hes 2 oy ae iy ar ie 
wer at erat Loy ovate cn ~' Pink oe - re! Sg i iy h : 
Peper 3 cee ae” 7 Se oe Need Pes ye es a =i yet ce 
a se a Le en : eS 
ea ies iinet cee a — oe oa ee re a 
" eee ee —_. a . es i Ree Wes : eee, Sak Ries 3 
Roe ta 4 : pa on fae eu eae 
ao eos >" Be) eg 3 
pina Srl a ‘2 od = e : 
: > 4: ell | 4 
7 : ; 
| 
| ¢ 
} | 
bie ‘ é t sant de te taller tan iia chianitialiita re | ; 
brie 
oh ae 
When your ads have “come-on”’ nd get to the point Fag 
e y u Cc see a g p sr ee, 
Ci igen 
aaa 
re 
i i : 
ia 
r earn . - — 
Mi 
j = th = bs ‘ Cae ’ : 
‘ nie sig e i 
ae : 5 
‘ * aft MEN 
ial ey ; ; Biting He. 
, ie = = : - 4 7 : is 
—_— vs 2 eas iin “ inp : oe 
_ a 7 a ae 
i eee: pa ‘ awe 
P emake - i . a BR i en ae 
j ere Oe ee a, we ee t: - 
, ie 5 A i ERE 0 ites sii <b os a 3 : 4 : ‘ > aw 
' 1 ES ad ae a : 7 5 ete -? m i v2 . 
| ail ee peaee a ee ae a rr Be a, » a . ’ ; Bad: as 
ee ee oS So ee = a. $ mele mw oe = 
: ‘a a oe iN aga te . a ea eo Ha MG: ga oe ; — ae tee | : eae Wr ye east ee 
| wy . a= Ee Sut Ri yt ho . at i cg wae wee So. See” pi Sug 
i Selb t ‘ —_— Ds _— aw a c= ao oe se ile eat dk" 
’ : aT : Te a -*, BP Ae = ; “ - y 
| os Pe we ii 8 Sag a er - ‘ 
“2 iG Fe! : — 6 | ae ke DAB ne ai soe ——— ee tee bis bee eae 
on Memeo = " eM t As Saatony, ‘ as. ; eee eee nn Cie 
a =i Of Se - | ee dial te iin es Baga Ee eee se e esac 
a i se A em i a % Ce = a . a +37 cptipreien <a - ee), ee oe = c yates Sa 
“aa, i i s a : a + ec oo. aon ae <n ee bee 
oo oe ee gee os pee Sea aeanee  ern e e agen Pein apie 
—— ‘ ae ; , ee es bo eet St RM aY. oaieer tree Tam OY a ; ; hoe ks 
i ~~ ei oa -s ; se pee ee yor ey Rg. ee or ee age ¥ te 
| ol Bea a on “ee eS = cee BS bie ee me Bae ¢ aaa Se pa 
; “ ‘§ . BD: 6 a es npg RS i) to: 5 @: ae Ree ak 
au j aul me ‘ee ae Drege Bee RM Be ees - Hob FT lesa? 
aS o. . ag re + re eee oa La Rabe bissowyey PaCS x = Ae a Sine i Pe ~ ae  agel ical 2 
ght i as eee SS Ge een Cee 
| oe } q . ‘ : “= : ne ee bot. abd a Sicponan es ar ES, J he x oe Rane 
F — ee o : ero tk a aad seta : ; . eae ite abe 
oc laall Pe - ‘ Pods a re 3 ; : " aa i Mig 
i Pays ela - es ie i eee xs 1 ge . F on 
pir ae eae a e a = ohne ee o ete ee - ate ANE 
” ae ae 2 cs < i eet is bed eae eee ee ae yaa an ns i Z 
e peg es ere ne 7 i ee a een Heit ee bed 
a Be ‘ bh ig » Fey P se ei, , ” = RNS Gy, if Oc age ro a 
i =o Pe ae : 3 PIA t .* 24 } - 9S See ms ees at 
ee SR eee oe ; ‘ er... , 4 (| rate . Pier eas ae 
ar ee ee ee eee 4 SR BS ea : iii 
* Bes ee, ig ee re pe: Via Be i sc ae, . : eae hae 
: : i See ae ae : . : wee Si ; F : Ch Re 
eal i. Mi Pia Ea a gee el . ae : pe 
os CR is PS Seen aoe Bisaesat © 2 ee cme on —_ > : 2 es, sey 
; oe {ae ts ea on a me ee . | a a 
: oy cs f ie be nae eee 8 eee se = - * ut # u Cae? 
} =? ey . ee = Sayer e : ' a ‘ y. Bae 
| ee a ee ae Bin Re: ig H ® Das : ‘ ' és 
ee 3 i ae : a ns ee! - . Bb Ra, 
ig ae ss, ‘ ee ae . Sa Ps, Oe i aa ae ‘i nat roe 
: fe ee et ee ea ' eee 
Pe alain : ane: afied ae ¥ ae a ye 
A tee i a at ‘ ae 4 te She i ae ng Yio te 
Sea elas aegis SSF eee ee ee 4 j a alee ial <a : * 
rik he aha Ne ead ee a aS ie ees, % “ee d ; Jae Basi e ro : as 
. Rea) Ps hehe ae ee : Sn ee & : fei es "3 .: eit cs Shae Hee Tema ak 
Rea 2 iid a ee ee ok pli cael oo . - e Mes ae tance, eae i) 
; Se eee ; } sag Ueno ees jee ao t j ‘ ee yes «la . fas a 
: Res aI ot oe eR et ae ee a me, A age oy ae “ie i as ll vi icy See De ones 
ee ea A NOS seater ea ; a ie eae 
ce sis ale LE ie ea ea et ao bi ait oy | “a : ee, ae Peer 2 9 ee ‘i ee ge 
, er ae, . Sm ae Sie ae 7 vm cee ee ee ‘ ; 
é " = 9 a 4 : 
t a acititeniathastiinnenctetiinad as sll ui i stn al oes 
na etal 
/ Ueatip 
4 ie oc 
, 2A louhes 
és 
; ies: 
> Sa 
‘ A nie 
ee 
: Poe ces 
ae P 
4 ser? orig es cee A : , bo eee 
= baer Sita ‘ : neers 
hee, eg a iS ites ig So omc ord ne a Teg oS heataleen te a 5 oe igs ee gi ee ak Ss 90 5 acta és . pian: = a ; 
es te neta BT : i es Be ge eet es ee eRe aa er elm ee ‘ aN PEA age a ei erat PE le aA eal ar : 2, Eo * ag penmnint ei eS eA k's 2 eee Ny f wis 
eed eves 2 @ ah ae gio 3 A E ans ay peaks) Srey Br ee eae Reus oe ee mere pen eh oe es. =) eee ay re Sap cg tn cml 
cy te ee ae ae 2 ose ee ect Ae 53. wee pe i ag f ae Ce Cope pare a Boe teas 39 1 ie #92 ory te a a Bs gies i 2 ap oe 7 a Sa 
wes Ate ae nt ea ee: eek Pe fe eA pe Sage es, nee a x ek 4 SN, SS oa ee : Wag zi ae ae £ es ea ae a eo » Pn sons op mee | pee mt 
erent ee os eee 2k Be Marie en eae ey Baga li SN tg he a te aa a ies i ar : See dee =) ia ag DW 2 site * 7 eee Eg en 5, Ae hess ee ? OF ara aee 
RT goles hela | ones RNS aS ty ia AR ye Sean ea SN Se ee ee a ae Se a tee ; a * ee Maree ae ml ae oa : es i a aves 7 : ee tt Kee ae 
da eee ee ee el ee ee Pr ee ne ee. Atha aaiok Aes aie UN ee ciel ce ara Ut Lt era alert eo a figitin cated Phe ale oy ee ee aes 


*Classified 
Advertisers 
put 57.8% 
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In Los Angeles, 
The Times is first in 


96 of 114 Media 


Records classifications. 
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New York, Chicago, Atlanta, San Francisco, Detroit 


Some Media Are 
Pricing Selves 
from Market: Foy 


Don’t Take ‘Marketing 
Concept’ Too Literally, 
Koppers Head Tells ANA 


ATLANTIC Crry, Oct. 30—Fred C. 
Foy, president of the Koppers Co., 
today suggested that “some media” 
may be pricing themselves cut of 
the market. 

“We all recognize that costs go 
up for media, just as they do for 
other types of businesses,” he told 
the annual meeting here of the 
Assn. of National Advertisers. ‘Yet 
in most companies there are ceil- 
ings on the funds which profitably 
can be invested in advertising and 


ANA Meeting 


promotion, and very few compa- 
nies can do an integrated promo- 
tional job if they have to put so 
many cf their eggs in one basket.” 
Mr. Foy said that the time may 
have come “when media, which 
account for a very large share of 
the advertising budget, should re- 
examine their own objectives—re- 
appraise their own strategies.” 


s “Perhaps,” he continued, “im- 
provements can be made in media 
selling, so that representatives, in- 
stead of ringing doorbells promis- 
cuously, can concentrate on their 
logical prospects, since few media 
are appropriate on every advertis- 
ing schedule. 

“Perhaps we—as advertisers— 
can help media salesmen do a bet- 
ter job of pinpointing their solici- 
tations by helping them to become 
more familiar with what we are 
trying to accomplish.” 

Mr. Foy also cautioned against a 
too-literal acceptance of “the mar- 
keting concept.” If that happened, 
he said, “we would manage our 
companies entirely on the basis of 
some sort of hi-fi playback that 
would reflect the needs and wants 
of our customers. 

“That’s all right, and I buy it,” 
he said, “except for one thing—the 
customer doesn’t always know 
what he wants, and even if he does, 
he isn’t always articulate about 
his needs and desires.” 


@ Mr. Foy said no consumer army 
demanded that Procter & Gamble 
turn out synthetic detergents, nor 
that Du Pont come up with a fiber 
to supplant silk in stockings. 

A second seeming paradox in the 
“marketing concept,” he said, “lies 
in the fact that the consumer has 
latent wants that he doesn’t al- 
ways play back to us. What he says 
and what he buys may not always 
jibe. 

“But we do know that these la- 
tent wants can be stimulated into 
active desires—can be identified 
with the product or service that 
will meet those unexpressed 
needs.” 

It is here, he added, that adver- 
tising plays its part, by creating 
desire for the things the customer 
never knew he had to have. 


® Henry Schachte, advertising vp 
of Lever Bros., told the session of 
the ANA’s series of advertising 
management guidebooks—seven 


volumes with the title, “Practical 
Guides for Better Advertising 
Management.” The set, available 


from ANA for $150, was described 
as the result of a $200,000 study. 
Titles of the volumes are: “Prin- 
ciples of Advertising Manage- 
ment,” “Advertising Organization,” 
“Advertising Plans: Preparation & 
Presentation,” “Advertising Budg- 


ets: Preparation & Control,” “Ad- 
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September Sales of Chain Stores 


September % Gain 9 Months % Gain 
1957 1956 or Loss 1957 1956 or Loss 

Food Chains 
“Grand Union ...... $ 31,961,607 $ 28,337,160 +See 239,313,518 $ 209,480,566 +14.2 
_ - haar 132,428,983 ———— +14.0 1,261,769,926 1,122,454,998 +12.0 
National Tea ........ 54,821,087 48,596,029 +128 502,141,426 468,319,855 + 7.2 
Group Total ...... $ 86,782,694 $ 76,933,189 +12.8 $2,003,224,870 $1,800,255,419 +11.3 

Mail Order 
‘Sears, Roebuck ..... 314,875,804 310,816,821 + 1.3 2,442,938,059 2,323,897,957 + 5.1 
ED hs uw htas soe 10,868,524 10,387,166 + 4.6 78,110,401 80,931,519 — 3.5 
‘Montgomery Ward ... 88,603,331 86,385,064 + 2.6 648,974,332 641,042,828 + 1.2 
Group Total ...... $ 414,347,659 $ 407,589,051 + 1.7 $3,170,022,792 $3,045,872,304 + 4.1 

Drug Chains 
RPS No 5,672,197 5,256,816 + 7.9 47,754,998 44,069,616 + 8.4 
Walgreen .......... 19,923,828 17,364.155 +14.7 172,243,338 154,043,064 +11.8 
Group Total ...... $ 25,596,025 $ 22,620.971 + 3.2 $ 219,998,336 $ 198,112,680 +11.0 

Variety and Miscellaneous 

Butler Bros. ........ 14,637,649 12,651,437 +15.7 98.281.784 92,642,086 + 6.1 
*Diana Stores Corp. .. 2,638,721 2,907,803 — 9.3 5,842,655 5,708,846 + 2.3 
Edison Bros. ....... 8,617,367 8,244,551 + 4.5 70,924,502 64,093,380 +10.7 
Fishman, M. H. ..... 1,275,246 1,313,452 — 2.9 10,640,169 10,247,856 + 3.8 
Grant, W. T. ....... 28,501,474 29,224,551 — 2.5 257.496.857 238,019,778 + 8.2 
*Grayson-Robinson Stores 3,172,042 3,217,706 — 1.4 7,297,483 6,916,787 + 5.5 
Oe een 8,256,053 9,125,575 — 9.5 67,145,407 67,630,502 — 0.7 
‘Interstate Dept. Stores 5,014,621 5,352,301 — 6.3 40,231,672 40,525,848 — 0.7 
Kinney, G. R 5,378,000 5,023,000 + 7.1 41,216,000 36,487,000 +13.0 
Howard Stores Corp. 1,994,964 2,434,817 —18.1 18,795,256 19,936,950 — 5.7 
A eee 29,123,639 28,341,410 + 2.7 246,964,332 236,609,357 + 4.4 
Lane Bryant, Inc. .... 5,762,040 5.647.480 + 2.0 51,901,417 48,196,325 + 7.7 
ae Pree 13,470,553 13,563,981 — 0.7 110,953,170 102,104,487 + 8.7 
‘Mangel Stores Corp. . 2,699,384 2,724,176 — 0.2 23,523,894 19,992,028 +17.7 
BN: ‘be cadeneces 8,347,334 8,689,716 — 3.9 74,244,214 74,093,195 + 0.2 
McLellan Stores ..... 4,492,186 4,958,781 — 9.4 36,077 828 36,586,622 — 1.4 
Melville Shoe Corp. .. 13,528,877 13,003,472 + 4.0 86,295,340 $0,805,050 + 6.8 
‘Mercantile Stores ... 11,378,000 12,047,000 — 1.4 90,332,000 86,573,000 + 4.4 
*Miller-Woh! Co. 3,007,404 3,006,063 —— 6,580,292 6,196,937 + 6.2 
Murphy, G. C. ...... 15,210,550 16,091,303 — 5.5 137,634,745 133,254,527 + 3.3 
National Shirt Shops .. 1,453,528 1,458,917 — 0.4 13,894,872 13,171,594 + 5.5 
Neisner Bros. ....... 5,135,900 5,427,749 — 5.4 46,173,719 45,048.177 + 2.5 
Newberry, J. J. ...... 17,224,652 16,834,818 + 2.3 139,645,018 131,963,360 + 5.8 
Penney, J. C. ....... 106,439,981 108,283,910 — 1.7 862.412.654 848,257,676 + 1.6 
Rose’s 5-10-25 ...... 2,312,526 2,452,033 — 5.7 19,304,789 17,422,930 +10.8 
Shoe Corp. of America 6,956,178 6,593,022 + 5.5 59.039.327 54,903,515 + 7.5 
"Sterchi Bros. Stores . 1,365,417 1,475,290 — 7.4 10,699,779 10,892,625 — 18 
Western Auto ..... 17,306,000 16,484,000 + 5.0 164,363,000 156,399,000 + 5.1 
White Stores 2,691,580 2.297.616 +17.1 26.272,264 23,640,310 +11.1 
Woolworth. F. W. .... 62,865,152 62,806,104 + 0.1 543,312,452 527,761,941 + 2.9 
Group Total -$ 410,257,018 $ 411,682,034 — 0.4 $3.779.178,925 $3,236.081,689 +16.6 


Combined Total 
* Four weeks and 30 weeks. ‘ Eight month period. 


. .§ 936,983,396 $ 918,825,245 + 2.0 $9,172,424,923 $8,280,322,092 


* Two month period. ’ Seven month period. 


vertising Agency Relations,” “Ad- 
vertising Personnel Management” 
and “Evaluating Advertising Ef- 
fectiveness.” The first three vol- 
umes are currently available. + 


Canadian Group Elects Waters 
Allan Waters, president and 
manager of CHUM, Toronto, has 


been elected president of the Cen- 
tral Canada Broadcasters Assn. 
Other officers include Doug Tro- 
well, CFPL, London, Ont., Ist vp; 
Terry French, CKLC, Kingston, 
Ont., 2nd vp; Mary Burgoyne, 
CKTB, St. Catherines, Ont., sec- 
retary, and Don Lawrie, CHEX, 
Peterborough, Ont., treasurer. 


NOW, 


MODERN 


FRANCHISE 


HARDWARING 


HARDWARE 
with 


MODERN HARDWARING 
REACHES ALL IMPORTANT RETAIL 


OUTLETS SELLING HARDWARE 


You Get Better 


WHOLESALE DISTRIBUTION! 
WHOLESALE SALES EFFORT! 
RETAIL OUTLET COVERAGE! 


CIRCULATION: 


* Hardware Retailers 
* Lumber Yards 
* Department Stores 
* General Stores 


Hardware Wholesalers’ 


% Hardware Wholesalers 


with MODERN HARDWARING you reach 
all retail outlets selling hardware 


MODERN HARDWARING is the only Hardware publication with Fran- 
chise Circulation! Each retail outlet is checked by the Franchised 
1200 salesmen for sales volume and credit 
responsibility. These are the ‘‘blue-chip'’ accounts you want to sell. 


* Garden Shops 

% Farm Implement Dealers 
*& Automotive Stores 

* Grain Elevators 


Be sure to cover these wholesale and retail ovt- 
lets in MODERN HARDWARING’S Annual Garden 
Cataleg published in the January 1958 issue. 


MODERN HARDWARING 


130 East 44th Street, New York 17, N. Y. 


Oxford 7-8715 
Chicago 6, Ill. OHIO les Angeles 5, Cal. 
205 W. Wacker Dr. Orwell, Ashtabula County 3723 Wilshire Bivd. 
Dearborn 2-5091 Orwell 265 Dunkirk 68-2981 


Collect Calls Welcomed 
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will publish times a year 


Now you can double your sales calls, sell more, sell faster in the one magazine that reaches and influences the chemical 
engineer exclusively—wherever he is, whatever he does. Here’s how to get, and keep the largest concentrated audience 


of key chemical engineers in industry on your side of the buying decision twice as often. 


INDUSTRY GROWTH INSPIRES IT 

In the chemical process industries, an unprecedented rate of growth and technological advance. Most dramatic: Pharma- 
ceuticals, plastics, petrochemicals. CHEMICAL ENGINEERING’s solid technical coverage of petrochemicals and petroleum 
refining, for example, was a factor in the discontinuance of Petroleum Processing. By far the preferred engineering magazine 


in these fields, only CE’s broad scope can anticipate and meet their expanding requirements. 


MORE EDITORIAL... FASTER COMMUNICATION 
Biweekly frequency means 28% more editorial content, faster communication of engineering techniques, intensified service 


to readers. Greater emphasis will be placed on growth areas like petrochemicals while maintaining the broad editorial base 
that has made CHEMICAL ENGINEERING—consistently—the 3 to 1 choice among chemical engineers in all industry. 


READER INTEREST UP...CIRCULATION, TOO 

In January (with a new circulation high of 44,000 paid), CHEMICAL ENGINEERING will offer the engineer greater 
value for his reading minute. The chemical engineer holds many different titles, does many different jobs . . . administration, 
production and plant operation, design and construction, research and development, sales and purchasing. CE has always 


been the busy engineer’s primary source of product information and of brand preference. 


SELL MORE...CLOSE SALES FASTER 
Recognized by advertisers as the industry’s top “sales engineer”. . . this year, as a monthly, CHEMICAL ENGINEERING 


will carry about 4,500 pages of advertising . . . more than any other magazine serving any 
part of this market. Now you can reach CE’s powerful buying audience with a timeliness and 


repetition impact never before possible. Wire immediately for complete details. 


..+To sell the engineer, whatever his function 


A McGRAW-HILL PUBLICATION (ABC-ABP) 330 WEST 42ND STREET, NEW YORK 36, N.Y. 
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Greatest in its history and now providing 
80% family coverage of the entire trading 
area, Only the Press can furnish the cover- 
age and penetration you need to sell this 
rich year ‘round market of 200,000 popu- 


lation. Put it on your list! 


UP 12.8% 


September 30, ABC 
43,659 
38,716 
4,943 
Atlantic Witty Pred seunem new Jeney's “Good Moming" Newspaper 


Rolland L. Adams, President—Gallagher-DeLisser, Inc., National Representatives 


1957 
1956 


increase 


Advertising Age, November 4, 1957 


Piel Bros. Sues 
on Infringement 
of Bert & Harry 


(Continued from Page 2) 
a pair of Piel brothers called Bert 
and Harry. (The answer is no.) 

A curious angle to the Piel suit 
against SSC&B is that that agency 
is no longer handling Gunther ad- 
vertising. The account was moved 
recently to Lennen & Newell (AA, 
Oct. 14). 

The Gunther account, which re- 
portedly bills about $1,000,000, has 
been in and out of six agencies 
since 1950, when Ruthrauff & Ryan 
had it. In ’51 the account was 
moved to the Biow Co.; in ’53 it 
was shifted to Joseph Katz Co., 
Baltimore; in °54 it was moved 
back to New York, into the Bryan 
Houston shop; in 56 SSC&B took 


3 


i 


9 HS 


$33,953,000* Being Spent for Food in Jackson County, Michigan 


This year in Jackson County, 34,700 families 
will spend $33,953,000* for food. A tidy, not-so- 
little sum . . . and a sure indication that folks in 
Jackson County live well. 

Besides necessities like food, these families 
have money to spend for big ticket and lux 
commodities. Many employed in Jackson, Michi- 

, receive higher wages than those living in 

per Michigan cities. 

f it’s food you're selling, or any other product, 
you'll find the people in the Jackson, Michigan 
market able to buy. 

How to persuade them to buy your product? 
Follow the example of some 475 retailers who 


THE BAY CITY TIMES THE ANN ARBOR NEWS 
THE SAGINAW WEWS JACKSON CITIZEN PATRIOT 


advertise regularly in the Jackson Citizen Patriot. 
This six-day gene: | and Sunday morning paper 
gives complete market coverage . . . with 97% 
of its total net paid circulation concentrated in 
the retail trading zone. The Jackson Citizen 
Patriot is the newspaper most Jackson people 
read . . . and depend on for shopping information, 

Learn more about the important Jackson, 
Michigan market. Call or write your nearest 
Booth advertising office! 


* Sales Management estimate of 1957 food sales in Jackson County. 


JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL | THE GRAND RAPIDS PRESS 
KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 
Superior 7-4680, Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972 


it over, and early this month it 
was moved to Lennen & Newell. 


s Gunther ranks about 27th or 
28th in sales among the leading 
brewers. In ’56 and ’55 its sales 
were reported at 800,000 bbls. Piel 
Bros. ranks 16th in sales, with its 
56 volume estimated at 1,407,000 
bbls., compared with 1,365,000 
bbls. in ’55. 

Piel’s advertising expenditures 
have never been released by the 
company, but they are estimated 
at about $3,000,000 annually. 


INTEREST IN ISSUES 
LIMITED, SAYS SSC&B 

New York, Oct. 31—Sullivan, 
Stauffer, Colwell & Bayles released 
the following statement to ApverR- 
TISING AcE today concerning the 
suit brought against the agency by 
Piel Bros.: 

“The action brought by Piel 
Bros. against SSC&B is a compan- 
ion suit to one previously insti- 
tuted in the federal court in Balti- 
more against Gunther Brewing Co. 

“The issue involved in both ac- 
tions is the same—namely, does 
Piel Bros. have the exclusive right 
to exploit cartoon commercials 
featuring a tall and a short char- 
acter. It is both Gunther’s and the 
agency’s position that the answer 
must be in the negative. 

“The Gunther account, prior to 
the institution of either suit, was 
transferred to Lennen & Newell, 
and SSC&B, therefore, has a lim- 
ited interest in the issues involved 
in the action.” # 


‘58 Rambler Will 
Get $6,000,060 
Advertising Push 


(Continued from Page 3) 

The first four of these ads will 
show the Rambler in locales in- 
cluding Mt. Rushmore, the White 
House, Williamsburg and the Ala- 
mo. The Rambler Rebel will be 
pictured at the last shrine, of 
course. 

In phase II, a special pitch to 
women will be made in McCall’s, 
Ladies’ Home Journal, and Good 
Housekeeping. Ads will be in the 
form of a letter to the ladies from 
AMC President George Romney. 

Phase III, in Time, Newsweek 
and U. S. News & World Report, 
will consist of the now familiar 
“Love Letters to a Rambler,” by 
well known personalities or per- 
sons in the news at the time. 


s Reader’s Digest will round out 
the magazine list, plus Sunday 
newspaper sections, including 
American Weekly, This Week Mag- 
azine, Parade and Family Circle. 

Throughout the drive, copy will 
contend that Rambler has more 
big car comfort and roominess and 
more small car handling ease and 
economy. 

While AMC pulled out of its 
“Disneyland” sponsorship, it will 
remain in television, but on a par- 
ticipation basis, on such shows as 
“Truth or Consequences,” Arlene 
Francis’ “Cross my Heart,” “The 
Price Is Right,” “Treasure Chest” 
and “Beat the Clock.” 

Radio use will be confined to 
NBC’s “monitor.” AMC will have 
20 announcements each weekend 
on this program. # 


Shaller Has Standard Electric 

Standard Electric Time Co., 
Springfield, Mass., maker of elec- 
tric clock and program systems, 
fire alarm systems and other 
equipment, has appointed William 
Shaller Co., West Hartford, to han- 
dle its advertising, not K. C. Shen- 
ton Advertising, Hartford, as in- 
correctly reported in ADVERTISING 
AcE Oct. 21. 
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Now better results than ever for food 


advertisers in the Washington market through the 


Plain and Fancy Food Section 


A 1957 Readership Survey by Publication Research 
Service shows that: 


© 66% of all food advertising readers read the food ads 
in The Washington Post and Times Herald. This 
is 42% more than read the food ads in any other 


Washington newspaper . . . 29% more than in the 
other two papers combined. 


¢ That’s why —13 out of the 14 largest retail food store 
groups advertise in The Washington Post and 


The Washington Post Times Herald, 3 of them exclusively. 
pies and that’s why... 


Washington's Favorite Home Newspaper 
.. + grocery advertisers, retail and general, invest more dol- 


390,000 Daily circulation 
50% more than any other Washington newspaper lars in The Washington Post and Times Herald than in the 
other two Washington papers combined. 


National Representatives: Sawyer, Ferguson, Walker Company—New York, 
Chicago, Detroit, Seattle, Philadelphia, Atlanta, San Francisco, Los Angeles; The Hal Winter 


Company, 7136 Abbott Ave., Miami Beach, Florida; Joshua B. Powers Co., Ltd., 14 Cockspur 
St., London S.W.1., England; G. Enriquez Simoni, Av. Juarez, No. 127, Zona 1, Mexico City, 
D.F. Mexico; Allin Associates, 12 Richmond St., East, Toronto, Canada, and 1487 Mountain 


St., Montreal, P.O., Canada. 
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Advertising Age, November 4, 1957 


Top U.S. Ad Executives Rub Elbows at ANA Meeting 


ee 
ee 


Observing proceedings during a pause at the ANA meeting are Irv 
Hoff, Warner-Lambert Pharmaceutical Co., and J. Ward Maurer, 
Wildroot Co. and past ANA chairman of the board. 


Mcintyre West 
ANA AT WORK AND PLAY—Paul West, president of the ANA staff member; Allyn McIntyre and Ruth Har- 
Assn. of National Advertisers, is pictured at the 


) vey, both.of Pepperell Mfg. Co., and George Mosley, 
Atlantic City fall meeting with Florence Boland, Seagram Distillers Co. 


Boland Mosley 


Miss West Coost French Miss Midwest Willis 


Boggs Miss East 
Herb French, Spencer Chemical Co.; Paul Willis, Midwest and East, respectively, as the ANA mem- Taking time out to check some reading matter during the ANA 
Carnation Co., and R. W. Boggs, Union Carbide bers who won in a competition for getting the most meeting are Bert Jones, Link-Belt Co.; Mack Bennett, Joseph T. 
Corp., are being crowned by the Misses West Coast, new members in each area. 


Ryerson & Son, and Bill Geidt, Inland Steel Co. 


Hooper Applegate Scheideler Ebel Ensinger 


Hiles Moran Walton Kavalaris 
In these pictures, taken at the ANA Atlantic City meeting, are Dick Hooper, Radio Foods Corp.; S. H. Ensinger and S. J. Hiles, both of Remington Rand; Joe Hull, New 
Corp. of America; George Koch, B. F. Goodrich Chemical Co.; Russ Applegate, E. I. 


Holland Machine Co.; Jim Moran, General Mills; John Walton, Dow Chemical Co., 
du Pont de Nemours & Co.; Joseph Scheideler, Bryan Houston Inc.; Ed Ebel, General and H. C. Kavalaris, Star-Kist Foods Inc. 


Beard Hart Gillis Farrell Enelow Ebel Potter Wiggins Prentice Shetterly Bradford Halverstodt 
Enjoying refreshments at the ANA meeting are Dave Beard, Reynolds Metals Co.; 


Pete Potter, Eastman Kodak Co.; Charles Wiggins, General Foods Corp.; Robert 
William Hart, Advertising Research Foundation; John Gillis and Bill Farrell, both 


Prentice, Lever Bros.; R. B. Shetterly, Procter & Gamble Co.; Tony Bradford, General 
Electric Co., and A. N. Halverstadt, P&G. 


of Monsanto Chemical Co.; Max Enelow, Philco Corp.; Ed Ebel, General Foods Corp.; 


Tale i ee OS, Site ae Tes apace Se li eae eee he ei ee ee ee 2 VO AL piers By oy or ee Oe a a in aid | et ae ee Beg Fe Re sas as ee rn ah 
% i 4 i ese A gs PE eat, 2S ace Mees et ook,  L aor eS, ne joo = cad Meee 1s oe © hy i | a rs ¥ as: OVE Pee AEN oD oes a SS age eg oe eer eee 
See : NO Sy Se A A Agia Cea tay ead Tes Th EES, Saat! ice ht eee at a eae ae ee Eee eT Mee ee was oe = eS oe eee ee PRETO |e eae 
Pe). | uiteeeeneeee Ene aie pg eS ee en ah : < ae eee Gee oe ecg crn ia ae Se Wiss eR eo Toe ee i tao eee 
SSS 2 ee Se : oe eer Seep: ery Baers Tae = 3 aS eee Oh aren: | ee i ee A eo ee a oe he eaiteate. teak ARN Meee SEES Ae ew hee “praeeeae es. es < cera a es fe se) gh eigen ag Fe 7 i eet 
a ee se a ee np ea ane LMA BE Eke Pre ee Oh ante VERS IR Sone Yai a Bik: Sh annem to. ie Ree 
; . . eee, 
a” 82 ee 7 
a ri 
: e 
| 
' 
a. H 
ce 
ae 
“a i 
eee ee a : 
Sry ° a — . 
A hy ; ae . i 4 a i ’ 
pe! i iw & SE > F oe eee Ee ¢ Se ai ee. oe a ky ’ (toa ' 
eee =s - ow | ee hk ee eee i x > ig aaa { 
Sh = ee et ; - a © ; es es ear. ee eee ee " ‘ j ‘ an eae : 
i 4 a at ipa . Se aa 8 > ee oe 5 re i oe “! nae aan ' 
, i t bia - a | . sg 27 eas as Ref e® M3 oF a tf em j 
Pe , f gr oo 5 ee ae f ae ‘ - “a > e ; 
ir ” % he i mR ~ 2 y = 5 
aN ' _— eh ieee ed hes eit ca: . - : j 
ni : . ’ : ae :, 1 eS Be Se oe PR es - == : inti wry ' 
Lad a ee oo, ae pi ek » EARS Ae Ey a | ” ag . i 
) ees 2 Be I ce, ee a - * ; =< 22 = 
J i % ; . = ¢. “e OS! ee canna B 
ae F , : 7 = ae me et ‘. JN ee ic 4 ii —_  »° iim ‘ ce ee { 4 
es ie A, - ttt oe ia : . > ff Fi =a. a, < _— 
gio a. ie 4 : ve Paes See ee oo eee rooney ' : , pie ene trea ‘ : rt ; Be 
at — : ‘ Fos oa t ieee | ae wor tere # ot J peas | oa eee , Co - | 4 
gear ’ X eid mee an ee eS <>: ana e Pa = Ria ae SO am 4 3 5s ee Ger ae ‘ d ‘4 ‘ 
5 ch > ae awe ee 2 eee Se oe ae ee on aie , % D fee ea " "oy ee 7 
ates < a B oe ey oe = bias pom ae seule adres 3 Ae 5 9 Poe dey a > en 
ale > AH aeat faoe ie ae eS ee oe: ee OY aes a ‘ ‘ eae ie eae oe % iol oe 
= a | oe Putas | i ie i? 
m5. -~_ Be ee hg ‘ ae eed ani Pes et Wy f egy erat ; os se 5 Sa ween 2 ee 
eee ¥ . “ “re 5 ah _ i a 3 te ; ee sat se een : q i 
a oe a ee ME ape ma a ny ; . Bre cus 4 Bh xi {2 5 all Me a See ee a . Poe 
Sas ania . ieee a : “i ae Pe tS ok na Beep / ‘ E! oe ‘ are Beer ee ae ae % ett 
faa e ae. : ae 4 ‘i eae / : See . er Wc): ie on rae ae 
ers ‘i es S Bi aad ‘ F Bs Fe Spee , ae ‘ Eger | Se | ee aie “4 
oe - ieee i q ed > ie 3 5 = £ . - ee ta ( Sot F 29 
" a ar , 4 pm a a en An ae Be Ro od Seek. in ig + A ene wer wae 7 eae a aS POs Pa ¢ aa 
ay a hee, Oe ee a a Fern rere ; Ne , 4 ¥ a: ? avert ire ER ee ae ae 
eho a sae ae 3S Thee cae <a, Rial) a mm F " hp , ; See | a ee ‘ a 
: a / i — : Be age | hs = ’ d P. a IES 6 ae ened ee eh BE 
<p oa mA _ pine. < ee “he a e2 hs) iy PIU nek ck ae ls - 
i. ee fo ers i a A _ To Le vil ea a= Bite . ’ : , , : aot 
ay ‘ ie ae eo m4 " fare. a a 5 es, & 8 
ve at as tar oe ; ae ee i ora , 3eee oS np 4 ioe 
ig is Se ; on ee Se ee Bose ce 2 ee eae |? in . am 
Ss 3 ney / ee Pn i : P| e ne ig SoS ten’ ce Pea a + i 
ok = a eae ee = oo Sy BR eames: pa Oe eee, at ae 
a 5c oe | “si - \- fae ; a. ele es ie ber Hoff Maurer eas 
5. an. ; oy ae * oa. i Mi ip a 7 =<. : a 
Se ge : . Seas 7 ee ae = <r reer aoe, Ta ne 
Ea ge R : ol cee ETO i oe PM ce Sc ee ee wo. ed 
ce aes ‘ ' a maeten a A ee Se ie ” ¢ .. Brier a= An AM age i! : oe 
a ‘SS - an 3 a a 7 ie a “eee. us a de ae eer r 
no “a a 8 v li aeeer 5. eee Sa. a eae x ot 
s a , ee > eae, Pe. See i a . i oe ; 
e . pie ok as fe ae ~ oe : ee ae 
ee ‘. aig Fh ne ace eo 74 aS tee. . Pie a - . | ahd 
pe a a ae 3 : O08 eae ee ens - an 
¥ - a ee? ale a i, = aa Re . . . oe ante Rs a bie a As ets: ae Fy ig pie! 
ae — ‘ «a he as 4 ' ay 
fide . : ve x « -” . . 4 
a 1 77 : ae 
ee , is - 7 2 Sees ae are, See re ee 8 re 
oe ail es 3 oe # |S oa PPE oh ae a 
nie ich, gi } an ie * | cee — neni a 
: ee i fi - Rate ; 
i oS _— in a i ae . 
. “ pee * ori "a F a ‘ 
3 * 3 . 
ee 4 a — © : : a ; 
Ae ti > Beers 
‘ ay ‘i ie 
: ~~ = fa : OS re ee (ci a ° ; 
=~ Fai ~ fs oe ; "3 , 
sitar me. : Vie H a ho ieee, : —" / . = be 
va Sk dia r lneney sy? : a he a . Heer ae . i ree ci a “F ‘hes Ri 
ie a pee Faas i ‘ pe z Sere m Sy Sige & os j E - 
ee a Fae Pe tar pees | veh ae ’ bine sais aoe om Sat, ip ra 
oe tae ee 4 ae He “Sai dacene maine — / < fo ee ‘a ' ; 
ec i ey ae A a 4 » 5 ee rap cio ra 3 a a ee Pee 6 msl A oe 
rhe ae wee Pe Seer S a f > ‘ aie a. ae 4 Tus : ea 
fe as , . Ee VRE See . ‘ i. - ce oe ag ee 4 
i ‘ oN 1 ng x Fg? ies Se ; Q F 4 ae ‘ zs i : 
nema “PALS zs SS ik a oe eee . 3 ‘ < ms .z 2P tes Ms Be ; % Pe 
: " ty » a ae Ge ipa , oe: Bei ree : "4 3 rE 
isc a “ae i. ‘ Meg es : ; ‘ a ies ae “ap , ; ‘ Ft 
Dee's Tha. > 3 , hoe di ' a a i ™ bad Mee tN eee, be : oh c ‘ ta “s 
rgb =a _ =e See cy vag sa Me ro , } enna i i ee ; j 4 - 
/ te i * 4g tere f ‘J “ P 3 a , Fo 1 amg Wii po Z ; ; : SS 
: x - a Oey io, cs = 4 ° ee D 4: eee Fy } . 4 
4 ‘wh Mi Bie: - » i a ae ap: % ne k ep igo ies > | ? 5 
Bins a . a é a re Bae SRA OM te rn SS - ee oe 
Y es . oes ian ma) Bott ag ' SS a eee ae cots ; FS 2 ‘ daes 
aes is ' ; a” . &. eee we: es. Seek hae eae oe Shae i Btn. Y Pie , : a its 
ure) . : A a P _ a acca OF Foe MM oot 2 sop ite = ee , ae’ ; oe ie oe eh 
ie : 7 P 0 ee omy ' és Lae eee amen er een eA tO gd ven) 
ae 7 + a ~ ‘ Pa a = ae 3 ae hates Pee POSE aetat haces Fr ia i i? = rib 
a Gs Z ea 3S pgely ten ee 3 “nigel q ee eee » “i se ay peas i ‘ 1 om 
maxing y : Bete oo ane eae eo _ Dae not eo aa b , cM ae a. as a 
Ae e ik ie E.G tae See al a. a © hog ieee : . - eee te aE : 
diss ; = i Zz le AE . eo og bps och 7 ae ; as ee eg eS 
posi ; 2 ee) ca “See ee. get OO Bye oa ous 
fate os e ra BRS Coe a ee cs, i ee Bice 724s . _ : : a ie oT aa 
‘ oe : ra ee” : be 4 
gars a 
D ieic ye 
ory ‘ 
Se an 
ey = 
yi ee a: 
be, 
lane 7 Socal S 
‘ od — 
ac 4 r- ~- " ke! ‘. ‘ ) rn haa: A 3 ie 4 ; grea ie aan 3 7 Te a ree ite 
a ‘ Par Ce Ra ee ae oe ‘ aie) a Side Mareen Rare 2 a a Rie, - 4 PEER cag ect per Ay, ee AAS, my hee SN Beige — 
zs ad eA gs eo aie, a =a et at sate Luda) eae ee ee ye hag a ; 
ae os ink: Eis: cleat eM he eee — (ee i i re Md 
ib be Ste sho er - “SS Dae. Bae : eek : a oie Rey ae ot i ioe. ° Said a 
ie 2. as ere oo . Fee 2 ae a ii oo SOS a sree, 1 i 
Be ee Page iy > Ree : + Fe a { i thy a ee eye ie: — Sy, 2 
ns 2 | : ge es ’ eens... Pee a t eee ae : oe na, 7 2 
te 4 ; " sey * fie j .* 4 ee Ser . i i ay 
ge ree ie | eal \ ee : . " : Pia | — ee ae me, eet ae 1 Se a 
We sede “ + “ , c < ; mation el on 4 pee Stacia. e.. Sahe its 
os ‘ : : : y an Nj a.) = ? Mena ee es A , Pineal Sw : es 
Ee setae) 4 ‘ ne ree “n eased nie aS Bois pera . ® ee SE SR i ae ic 
a i y 4 >. ite , f? : a re ate ae re a = fey ott sith tit Se gee . noe 
sroiiealar f ae Sarl Be se line fal eo 1 RE q 7 : Ri a Sere Ayan ~g 
. : . E a ? j x « o . = 2 Sea pee ye faltsy +o. Sie eh 2 a. ee fee sac : 
- . ‘ , . d fice " . Wi 4 ; die a | Tr att d ‘ ss : tee on : #0 # a sat ilhay ee on on 
: Zaye 3 : a : ; : ae © , f Ts in ahaa ‘al e 
? , eee * eae oe. et . , - et ae ; # a ioe” se 20 
* gat hcg. : cane a ee ee — & ‘ > : crs gen One Wh a ae oe ee 
: ae ores * cue “Sees. Uae fing We So. Bee 2 i 2) e eee See ee ee a ’ 4 at — ee al 
é Re Ye stone! a5 ree oa aS eo © Be —_ oe Sones pee. ee eh ve “eee eee \ ‘ > mae 
yee a: ” : 3 i a ce 7 os _ . rr Be oe oe Sod ag = ©. Ae = sa at. og : 
et a ae rs ee c fas fe oe ae ; 2 Sb és Lito ce ae oe ee oe ig 
Nee en Pry tee E “J mi i i ee et i -_- “my beer Ja, 7. rie, eg pale Cs oie aaa ae ut si ave * peer es & 
(ae eee sia Piten a <2: i aah a 3 oh eee ee eo Ce at, Ce ee oe ‘eh Wak, jn: ton ee as 
eae Me ee al fe... cae ae a ek Meh oe om oe “ US a in pet om " pra { si a. Li; eek te, Sa: Ba a ; ag ag 75, ee ip: 
ee . ~~ . : E ac ; : : A 
ty eeaeg bs 
ah gee mA 
Ve age “ey Bis 
ioe lg 
GS * 
vette .> 
shares rs 
aa = sg 
- ‘ , t pm 
: 3 ae ee ae at: eae = te (hea Bae ‘ , i B : es ms : 
Limes J ae re ] =, ols as . Ue > = 
“hal aan " a } — eee * he Reis “i. vig “—— ; 4 
4 : a ~~ : & a: ' : a a > ) Been —_ fy ts Pom. eg a ee = = : 
“ e ¢ ‘ : > aaa me up fe : = fp 4 aa 
b } oe as Lair Re ¥ ik Come a mae 
neal ce % \‘ ’ ‘ > ——s, ei gon as ; st an as Vis: i. j 
F — . y if * a = Poa = : Es ee 
a “f ; - g “eee: % “7 pr, . See, 2 
: te. > By ee : Ce ae BS aN ie Oo) es meth  & 5 Bo ee ' Ly 
7 ? Fit ‘4 ‘ : 4g 3 sr ae #f ie g aes ee ike fia! BAT SON - gt ‘ 
pe ¥ caf 3 p 5t P " sf a . oe oie, $i it cae Peo > bi ee 7 . % ‘ P ue hs =, 
5 a 4 de ee i - ‘ oa . , a | oie se > % Pi Tae Ne = phe ar, 4 ia ro 
: < a . a £ < 3 ee biog ‘ : ond ged: et) Pec eek, Ce q “2 py ae a 
te : a 2 at Pi a = ere, 7 ae a ee os a, ge 2 ee \ Mie ke . 
: a } : - ral ca So Talk. s eee . bi See | Fe ee as oe a ee eee are, Subiah o es ’ 
ia . : — a © Seem. wh ae — e - Ne dy | — 1 e pee ae he AMM. ro! yee ee : 
: _ ene cei ae = : ei * 3 gard * pea baie 2g ea Rye, ¥ iia at cl = Pe inn 
; 3 werey a a ah as , z i “a ae > ee eek: oc a * pe eo . ; 
‘ . . : 
wudnt fee 
were - 
ete: 
P i 
Set la % A Z a 
at a ee ee 4 a a ci ~ ve —— * “ " aS = 
ee ne ge Se PR oe nm 5 Pe Pe j : ‘ : ‘ 7 Sica Sy ida Te TT ene ne a ae ici anit aS eat ae 
to Cy AR RK eS eecnile, ahaay ernie ears eye eae) a An aa ee rN Te Sia atl ee a nae: TE pis, ais ar Pe ns MN) LOE ee ky AE RE ee ME Pc IR 
a a > malt oes oe Be LN Eas aS RIM kn ARS a Pale Le 
aie) Pe iy ales, Og ee ieee aaa LE es Oat c eT: Ne Bg” acts! 2 eam ta ae Se |G 3 r pov ke enone. ae ce <n EO eM Eh Sian a eee a sMieps Be Tt et RECS RRR cee et ae eee * 
OC Ce meg. io: ET oa Xe SY i Erp Pet 7 Hediga A Si gage at me bin 2 DS ae Te ee 5 ie emis, - 21 re a ee ; ox Sato Ee r eS eee Cg Ee gente ot ue 
is <a gS oo raft ee Se oe san i SE ee cic a, ee Eg ge ee a Oe ee ce eee 
Ce re eer een a” ee ts aaa ete tee ee oe 1 il 8 naa RE Re He PE Fee ne ec ea a til mE fe hg A tt i a aon tm pg ES 
% er ee Peau a 2 a RY 5 Swe i agis? oe ee wee ea | Sr SW Se. 7. ce At , ope ri EY a Rime idhiy. (silt Mae cane oe ie Re a me SR : gen” ale ae We aN (ae SS ie ye Ki fit gee 
Se ee ie et a ce ee evant ee et ot ys Ee 3 a gh ee ae . = a argh jet te ee Stein Se ah MNT gee ical ogee ag Se fe a9 re SE eg UD Ere FU er a eR a 


into 4,287,741 homes every Sunday 
I [// MW 


The Ml Abilene Reporter ~ fiews 


‘ FAMILY WEEKLY’s modern format is geared to high readership 
it and response among over FOUR MILLION families in 166 markets. 
; More and more, advertisers are recognizing 
the sales action generated in the 526 counties where 

FAMILY WEEKLY reaches an average of SIX out of every ten families 
—where 13.9% of all U.S. retail sales are made. And 

where FAMILY WEEKLY is the ONLY Sunday magazine read in most homes. 


Tell your product story in FAMILY WEEKLY and you 
are reaching the responsive audience 
that is the core of a giant Supercity market that accounts for 


$26,811,793,000 
in retail sales. Ask your Family Weekly representative for the full story. 


FAMILY WEEKLY jg. 


on the 
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House & Garden to reach the more- 
than-half million HOME COUNTRY 
tastemakers who regard H&G as 
THE DECIDING FACTOR in the buying 
of quality products. 


House «Garden 


A CONDE WAST PUBLICATION, 420 LEXINGTON AVE., N.Y. 17, N.Y. 


LIBBEY- OWENS: FORD 


. advertises consistently in 


$3.50 per sq. ft. 


Exhibitors Spend 
$10,000,000 on 
Metals Show Space 


Cuicaco, Oct. 31—The 39th an-|U. S. Industrial Exposition 
nual National Metal Exposition & | Set for Hamburg Next Fall 
Congress, said to be the largest an- 
nual industrial show in America, 
will open here Monday, Nov. 4. 

More than $10,000,000 in exhib- 
its will be on display in 320,000 
sq. ft. of floor space in the Inter- 
national Amphitheater. The 499 
exhibitors are expected to do sev- 
eral million dollars worth of buy- 
ing and selling at the exposition. 
Officials of the Society for Metals, 
which runs the show, expect 50,000 | rope. 
visitors during the five days the 
show is in progress. 

Exhibitors include companies in 
all phases of the metal business. 
Cost of exhibit space is $3.25 to 


While the exhibit is in progress, 
leading technical personnel in the 
industry, including 400 scientists 
from foreign countries, will hold ajas little as $2,500.” 


position. + 


series of discussions in downtown 
hotels. The 2nd World Congress of 
Metals will be held in Chicago in 
conjunction with the national ex- 


An all-American exhibition of 
electronics, automation and atom- 
ics will be held next fall in Ham- 
burg, Germany. Sponsored by a 
group of Los Angeles business- 
men in cooperation with the city 
of Hamburg, the “American In- 
dustrial Exposition” is scheduled 
for Oct. 3 through Oct. 12, 1958. 
It is designed for U. S. compa- 
nies seeking new markets in Eu- 


Intercontinental Trade Shows, 
Los Angeles (5746 Sunset Blvd.), 
the producer, plans to launch a 
$50,000 advance promotion cam- 
paign throughout Europe on Jan. 
2. Eric W. Spitz, of Internation- 
al, said a manufacturer will be 
able to exhibit, with his own sales 
representatives on the scene, “for 


| ees 


ONE BIG 
UNIFIED 


MARKET * 


with 1% million prosperous 


prospects 


The Salt Lake Intermountain Market is bigger 
and “differenter” than you might think 
because it is characterized by a vastness hard 
to comprehend. In area, it is as large as the 
entire eastern seaboard; its population is equal 
to St. Louis or Baltimore! Locked in by the 
Rockies and Sierras, and unified by economics 
and transportation, this entire region is 


reached and sold daily by Salt Lake’s two 
metropolitan newspapers. 


Think bigger 


about Salt Lake... 


It'll grow on you! 


one big market by the Department 


“femme and the National Retail 
rygoods Assn. 


The Halt Lake Tribune “ 


(MORNING & SUNDAY) 


,» DESERET NEWS ww 
Salt Lake Telegram (eveninc) 
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Ray Dudley, 66, 
Publisher of Oil 


Publications, Dies 


Houston, Oct. 30—Ray L. Dud- 
ley, 66, president of Gulf Publish- 
ing Co. and chairman of the board 
of Gulf Printing Co., died yester- 
day in his sleep of a heart attack. 

Mr. Dudley’s company publishes 
Petroleum Refiner, Pipe Line In- 
dustry, World Oil and several cat- 
alogs. 

Mr. Dudley, originally an oil re- 
porter for the Houston Post, be- 
came editor of Gulf Coast Oil 
News in 1917 and bought control 
in 1918. The expansion program he 
started for Oil News resulted in the 
company’s present worldwide op- 
erations as one of the largest pub- 
lishing companies in the oil indus- 
try. 

He was a board member of the 
Baylor University medical school, 
in Houston; the Hermann Hospital 
Estate; Texas Medical Center and 
the Houston Symphony. He was a 
director of Texas Mid-Continent 
Oil & Gas Assn., International Pe- 
troleum Exposition and the Amer- 
ican Petroleum Institute. He also 
was a founder and a former pres- 
ident of Nomads, an organization 
of oil equipment manufacturers 
who have operated abroad. 


Jacob Geise, 
Finance VP of Y&R, 
Is Dead at 73 


New York, Oct. 31—Jacob H. 
Geise, 73, vp in charge of finance 
for Young & Rubicam, died yes- 
terday at Roosevelt Hospital after 
a long illness. 

Born in Reading, Pa., Mr. Geise 
attended evening classes in the 
school of accounting and finance 
at the University of Pennsylvania, 
and then started his business ca- 
reer as a clerk in the office of a 
Danville, Pa., stove manufacturer. 
Later he joined the Logan Coal Co., 
Philadelphia, as a bookkeeper. A 
few years later he became a book- 
keeper for F. Wallis Armstrong, a 
Philadelphia advertising agency, 
and eventually became treasurer. 

During his service there he be- 
came acquainted with Raymond 
Rubicam and John Orr Young, fel- 
low employes, who in 1923 organ- 
ized their own agency. In 1926, 
when Y&R had secured several na- 
tional advertising accounts, and 
had moved to New York, Mr. Geise 
became the agency’s first treasur- 
er, and established a reputation as 
an authority on advertising agency 
accounting and finance. 

In 1949, Mr. Geise was appoint- 
ed vp and chief financial officer of 
the agency. He played an impor- 
tant part in the establishment of 
the agency’s employes’ trust fund, 
and served with Sigurd S. Larmon, 
Y&R president, as a trustee of the 
agency’s scholarship fund. 


HARRY W. BARNARD 

New York, Oct. 29—Harry W. 
Barnard, 70, who retired in 1952 
as vp of the Spectator, an insur- 
ance magazine published by the 
Chilton Co., died Oct. 27 at his 
home in Forest Hills, N. Y. 

Born here, Mr. Barnard was 
graduated from Columbia Univer- 
sity in 1906. Shortly afterward he 
joined the Spectator as an adver- 
tising salesman and remained with 
the publication until he retired. 
He was credited with being a ma- 
jor factor in the purchase and sale 
of several large insurance com- 
panies in the 1930s. At one time 
he was a director of several lead- 
ing insurance companies, but re- 
signed all except that of the Unity 
Fire Insurance Co., here, when he 
retired from business. He was also 
a former chairman of the comn.it- 
tee in charge of the national ama- 
teur tennis championship matches 
at the West Side Tennis Club, For- 
est Hills. 
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Masters Launches Ninth 
Store with Campaign 

To launch its newest and largest 
discount store, occupying 60,000 
sq. ft. at the Lake Success Shop- 
ping Center, New York, Stephen 
Masters Inc. is using an intensive 
newspaper and spot campaign. 
200,000 lines of newspaper adver- 
tising were scheduled over the Oct. 


Coming 
Conventions 


Nov. 10-14. Outdoor Advertising Assn. of 
America, @0th annual convention, Jung 
Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- 


can, Post and Long Island newspa- 
pers. Several hundred spots are 
slated during a 10-day period over 
WOR and WRCA-TV. 

A $15,000 merchandise prize con- 
test is also part of Masters’ opening 
promotion. This is the chain’s ninth 
unit. 


| ‘Field & Stream’ Boosts Two 


Amant, who has been midwestern | bureau, who resigned from both 
manager of the magazine since’ posts. 

1951, succeeds George R. Ramel, 

who resigned. Mr. Slater has been | Ruder & Finn Issues Booklet 
midwestern manager of Argosy| «fyo1d4 It! Don’t Move!,” a new 


since 1954. booklet which tells business men 


how to look glamorous while hav- 
Ad Council Names Lipscomb ing their pictures taken, has been 


Charles T. Lipscomb Jr., presi-| published by Ruder & Finn, New 


lishers Assn., 5th annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fila. 

Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel Plaza, 
New York. | 

Nov. 19-20. American Assn. of Advertis- | 
ing Agencies, eastern region, Roosevelt 
Hotel, New York. 

Nov. 22. American Assn. of Advertising 
Agencies, East Central Region, Detroit. 

Jan. 17-19, 1958. Advertising Assn. of 
the West, midwinter conference, Hotel del 
Coronado, San Diego. 

Jan. 20-22, 1958. Newspaper Advertising 
Executives Assn., Edgewater Beach Hotel, 
Chicago. 

April 16-18, 1958. Point-of-Purchase Ad- 
vertising Institute, Hotel Sheraton-Astor, 
New York. 

April 22-24, 1958. American Newspaper 
Publishers Assn., annual meeting, Wal- 
dorf-Astoria, New York. 

May 5-7, 1958. Assn. of Canadian Ad- 
vertisers, 43rd annua! convention, place to 
be announced. 

May 25-29, 1958. National Business Pub- 
lications, annual spring meeting, Grove 
Park Inn, Asheville, N. C. 

June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hil- 
ton-Statler Hotel, Dallas. 

June 9-11, 1958. Assn. of National Ad- 
vertisers, spring meeting, Drake Hotel, 
Chicago. 

June 22-26, 1958. Advertising Assn. of 
the West, 55th annual convention, Van- 
couver, B. C. 


dent of the Bureau of Advertising, York, in cooperation with Ralph 
New York, has been appointed a/Steiner, industrial photographer. 
director of The Advertising Coun-|Copies may be obtained from 
cil. He succeeds Harold S. Barnes, | Ruder & Finn, 130 E. 59th St., New 
former executive director of the! York. 
a 
me 5 


William G. St. Amant has been 
appointed advertising director and 
Michael Slater midwestern man- 
ager of Field & Stream. Mr. St. 


25 weekend, including a 16-page | 
insert in the New York Sunday 
News and other advertising in the 
Herald-Tribune, Journal-Ameri- 
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June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 


Tel-A-Sign Stock Admitted 
to American Stock Exchange 

Tel-A-Sign Inc., Chicago pro- 
ducer of illuminated plastic signs, 
was admitted to trading its com- 
mon stock on the American Stock 
Exchange Oct. 18. The stock cur- 
rently (Oct. 22) is selling for about 
$2.75 @ share. 

Tel-A-Sign has reported total 
sales for the half year to Aug. 31, 
1957, were $1,003,052, and net prof- 
it for that period was $87,390. This 
compares with total sales for the 
fiscal year ended Feb. 28, 1957 of 
$1,134,357, and a net of $50,767. 


‘Reporter’ Boosts Price 


The Reporter, New York, is rais- | 


ing its subscription price Jan. 1, 


from $5 to $6 a year, with corre- | 


sponding increases on lengthier 
subscriptions. It is the first price 
rise since the magazine's founding 
in 1949. Newsstand price, 25¢, will 
remain unchanged. 


Builds a Business. 


“Mn Mh 


“Without The RIFLEMAN we 
wouldn't be in business at all! 


“Starting with our first small ads 
we've grown steadily—now. to 
properly service our RIFLEMAN 
customers, we're moving into a 
fine new building.” 


(Name on Request) 


“AMERICAN 
— RIFLEMAN»,..:. 


‘SCOTT CIRCLE WASH.60.¢ 
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REMARKABLE ROCKFORD 


No. 1 City in IHlimois (outside Chicago) 


A lot of convincing facts and figures are pointing to Remarkable Rockford, 
Illinois, as a city you can count on as a top market for your product or service. 
Rockford is second in the world in machine tool production . . . 11th in the 
nation in total postal savings . . . 31st in the nation in spendable income 

per household . . . department store sales in 1956 show the greatest gain 

of any city in Illinois. 


The Rockford Morning Star and Register-Republic not only give you 


complete circulation of this rich urban market, but also excellent coverage in 


7 a _” 13 counties of Northern Illinois and Southern Wisconsin. 
REMARKABLE Superior color press facilities are available. 
ROCKFORD $asccCity Zone 134,488 * Retail Area 441,222 
AT THE 
'@ ILLINOIS ROCKFORD MORNING STAR : 
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REPRESENTED NATIONALLY BY 
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Consumers Become Automatons in Response 
to Ads, British TV Contractor Reports 


Lonpon, Oct. 29—A pamphlet | blood, how obvious and ludicrous 
containing teachers’ notes for use and simple are the ways in which 
in connection with schools’ pro- it works. No very high 1.Q. is 
grams put out by a commercial | needed to understand them.” 
tv network contains what many | 
British admen consider an attack |# Mr. Thompson then goes on to 
on advertising. | take a crack at two media: news- 

Associated-Rediffusion Ltd.,| papers and films. 

London program contractor, put “From advertising to the pop- 
out the pamphlet. It is for use in| ular press is a short step; one 
connection with a series of edu- 


could not live without the other,” 
he says. “The term ‘newspaper’ 
is a misnomer; a glance at some 
popular dailies will reveal that 
they contain only a small propor- 
tion of ‘hard’ news, if any. . . . 

“They do not exist to supply 
news; that unprofitable task can 
be left to the Times, and Daily 
Telegraph and the Manchester 
Guardian. 

“Their business is to show a 
profit by selling advertising space; 
to charge high rates for this space 
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they must have big circulations; 
to win circulation they must di- 
vert and flatter and soothe their 
readers. 

“Divert, because people have 
come to need distraction from the 
job; flatter, in order to compensate 
the small man’s feeling of insig- 
nificance; and soothe, because 
nerves are frazzled by the noise 
and pace of civilization. 

“The means of providing this 
blend of stimulus and sedative is 
a kind of daily magazine, con- 


sisting of gossip about film people, 
royalty, millionaires and assorted 
inflated figures. . . Everything is 
reduced to the same boring level 
of insignificance ... or system- 
atically trivialized to suit the 
tastes that the popular press it- 
self has created.” 


® Mr. Thompson charges that the 
big-selling dailies “have encour- 
aged emotionalism and irrespon- 
| sibility.” The press has reduced 
itself to a branch of the enter- 


cation programs called “Judge for 
Yourselves,” which goes out on 
Wednesday in the fall semester 
of the schools’ programs. The notes 
for the first program in the series 
— ‘Mass Produced Minds?”—was 
written by Denys Thompson, a 
grammar school headmaster and 
editor of “The Use of English.” 
This is the piece which has been 
seen by admen as an attack on 
their profession. 


s “If it were suggested outright 
that we are in danger of becom- 
ing automatons, there would be 
some vigorous denials,” says the 
pamphlet. “Yet that is just what 
millions of people have become 
in their response to advertising. 

“Advertisers regard the con- 
sumer as a collection of reflexes 
that, suitably manipulated, will 
respond in a fully automatic man- 
ner. Of course, no one will ever 
admit doing as the advertisements 
tell him, yet people in the mass 
are as obedient as the advertisers 
could wish; no one is going to 
pay thousands on publicity with- 
out an adequate return.” 

The pamphlet then accuses ad- 
vertisers and agencies of power- 
fully reinforcing the common be- 
lief that the good life consists in 
the acquisition of money and the 
spending of it on material things. 


s “Advertising succeeds by using | 
a good deal of crude applied psy-| 
chology—by working, that is, on| 
such basic instincts as sex, the| 
drive for self-preservation and the 
need to conform with the herd. 
*“Man is a highly suggestible an- 
imal, and a new product or ac- 
tivity has only to be widely pre- 
sented in a favorable light (e.g. 
being indulged in by showgirls or 
well-known athletes) to catch on. 
“Advertising pulls best when 
people stop thinking for them- 
selves; it develops the habit of not 
thinking. But, looked at in cold 


b bles 
Va NY 


WESTERN MARKET. Immediate 


availability. 640 million acres, 
cultivated by 33-year-old radio 
station. Ideal for increasing sales 
in 302 counties of 12 states. 
Market furnished with 4 million 
year ‘round listeners. Purchase 
includes top network programs 
and popular local shows. A really 
outstanding time buy! 


Represented nationally by 
HENRY |. CHRISTAL CO., INC. 


" | 
sf DENVER 
One of America’s greet radio stations 
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tainment industry, he says. 

He accuses movies of depicting 
false values. “Real values are 
rarely admitted, and when they 
are, the handling tends to be sen- 
timental and the solutions dis- 
honest,” he says. “A distorted view 
of life is firmly implanted in the 
mind of the beholder.” 

And what of television? 

“Television and political prop- 
aganda do not call for special 
mention here,” says Mr. Thomp- 


that “the users of both are liable | the comment has been hostile but 
to the temptations that normally | some of it has been ‘pro,’ express- 
overcome all who employ means|ing the view that independent 
of addressing large numbers: To|television was showing its inde- 
despise their audience and play | pendence. 
down to it.” “Some of those who contacted 
us said they were ‘slightly sur- | 
s A spokesman for A-R told Ap- prised’ that A-R should distribute | 
VERTISING AGE: a pamphlet of this nature. 


“We have received quite a va-| “All the comments are being 
riety of comment from advertising | considered at a high level and as 


jagencies and advertising bodies.|soon as all the reactions are in it 


The reaction has come both by tel-| may be that some action might 


yet, however, no decision has been 
taken.” # 


Needham, Louis Adds Five; 
Appoints Two VPs 

Needham, Louis & Brorby, Chi- 
cago, has appointed Willard Jo- 
hannsen and Thomas F. Mullins 
account executives. Mr. Johannsen 
formerly was publisher of Electri- 
cal Dealer. Mr. Mullins previously 
was with J. Walter Thompson Co. 
in New York. Needham, Louis also 


son. He restricts himself to saying|ephone and by mail. In the main|be taken regarding the series. As|has named John Cole assistant di- 


e e ls readership-in-action 


Usership is the step beyond readership. It sums up the dynamic 
power to move readers to action that is the life-force of an 
exciting and influential magazine. 


STEEL is metalworking’s Usership magazine. It serves the needs 
of metalworking’s action-minded leaders as no other magazine 
does. And because STEEL serves these men so well, they use 
STEEL—base direct business action on what they read. 


STEEL’s report on “‘value aualysis”, for example, touched off 
a series of management meetings and discussions through- 
out metalworking. 


Usership is also the measure of a magazine’s ability to get 
action for advertisers. That is why today more advertisers are 
placing more advertising in STEEL than any other metal- 
working magazine. 


usership is the strength of EAXaa3 
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rector of broadcast facilities, 
George Hnatt an art director and 
Richard Ermoyan an assistant art 
director. Mr. Cole formerly was 
with McCann-Erickson; Mr. Hnatt 
with Batten, Barton, Durstine & 
Osborn, and Mr. Ermoyan with 
Campbell-Mithun. 

John F. Brooks and Richard E. 
Owen, in the New York office of 
Needham, Louis, have been elected 
vps. Mr. Brooks is an account ex- 
ecutive, and Mr. Owen is associate 
director of art. 


FC&B Names Three on Coast 

Douglas E. Easterberg and 
Thomas F. Kroening have joined 
the Los Angeles office of Foote, 
Cone & Belding as copywriters. 
Mr. Easterberg most recently was 
with Earle Ludgin Co., Chicago. 
Mr. Kroening formerly was with 
Aubrey, Finlay, Marley & Hodgson, 
Chicago. William McCauley, for- 
merly with Buchanan & Co., San 
Francisco, has been named a pro- 
duction manager in FC&B’s San 
Francisco office. 


VIRGINIA — 


Television Market 
. Rankings” — 


_ ROANOKE IS FIRST IN ALL 
| CATEGORIES EXCEPT TV 
HOMES, WITH ONLY 3.2% 
DIFFERENCE THERE! 


@ FAMILIES 
OP Retin... cicndcwe tiie 436,700 
QUEUE. ¢ accede are 00053 386,400 


W Roanoke............. 1,759,200 
Norfolk....... . 1,514,900 
Riclimond...... 6.4.55. 1,360,200 


@ RETAIL SALES 


W Roanoke......... $1,554,643,000 
Norfolk. ........ .$1,399,667,000 
Richmond. ....... $1,289,155,000 


@ TELEVISION HOMES 


Norfolk........ 313,299 (81.2%) 
VY Roanoke... 303,598 (69.5%) 
Richmond... . . . .243,778 (72.3%) 


Norfolk has 3.2% more TV Homes than 
Roanoke, BUT — Roanoke has 11.7% 
more Retail Sales Dollars to influence! 


Contact Peters, Griffin, Woodward for 
choice availabilities! 


+All figures from Television Magazine 1957 
Marketbook and S M "Survey Of Buying Power.” 


Owned and oper . 
the Times-World Corp. 


Peters, Griffin, Woodward, Inc. 


National Representatives: 
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wo! is BIGGER in CANADA 


Philadelphia 2.51% 
Detroit 2.47 
Boston 2.01 
Cleveland 1.24 
Washington 1.23 
St. Louis 1.19 
Baltimore 93 


Minneapolis .87 
Buffalo 78 
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RATIO OF CANADA’S RETAIL SALES 
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Advertising Age, November 4, 1957 


Annual Increases and Decreases in Revenue 
of Canadian Periodicals, 1946-56 
Per Cent Increase/Decrease over Previous Year 
| | | Religious, | 

| Newspapers, | School, | 

Daily, Weekend, Magazines | | Telephone Fraternal, 

Weekly, Biand| General | Business | Farm | and City Juvenile 

| Tri'Weekly | Circulation Papers | Publ‘ns | Directories and Other | Total 
1946 — — | — | — — — | — 
1947* 25.5% | 347% | 20.4% 26.3% 3.4% 26.5% | 24.3% 
19480] 8D } 3.5 | 107 45 24.0 193 | 15.0 
19949 0S tis«éd92*=D 12.7 | 4] 17.5 23.2 3.) | 17.8 
1950 8.4 9.2 | 27 7.5 9.5 36.4 8.2 
1951 TX ee ee 02 20|6|| «—@64 8.0 39.6 10.4 
1952 11.4 | 7.5 47 | 16.4 93 156 | 11.6 
1953 15.7 } 11.2 | 15.1 | 10.9 145 18 | 15.1 
1954 67 | 7.1 8.4 — 32 13.3 28 74 
1955 93 | 98 9.2 — 42 13.2 6.5 9.2 
1956* 14.2 | i) (Se Be eG 98 9.1 7 13.1 
* Estimate—Maclean-Hunter Research Department 
Source: D.B.S. Printing Trades 


Media Grow Apace... 


Advertising Expenditures, Agency 
Billings Shoot Skyward in Canada 


Billings Tripled, Reach 
$5,000,000 in Ten Years 
as Agency Number Rises 


TorRONTO, Oct. 31—The ten years 
stretching from 1947 through 1956 
represent the decade when Cana- 
dian advertising really came of 
age. 

The past ten years have seen 
the amazing flowering of the 
Canadian market, a rise in popu- 
lation to within sight of 17,000,- 
000, and a gross national product 
of $30 billion. Advertising has shot 
up proportionately. 

The Dominion Bureau of Sta- 
tistics found that between 1944 
and 1954, total advertising expen- 
ditures in Canada almost quad- 
rupled, rising from $104,925,535 to 
$397 ,061,934. 


s Advertising agencies, the mer- 
curial barometer of health in the 
advertising business, have en- 
joyed a tremendous growth in 


Canada since the war—a growth in | 


billings, in numbers and in people 
employed. 
In 1947 there were 67 advertis- 


ing agencies in Canada reporting 
to the Dominion Bureau of Sta- 
tistics, and they shared billings of 
$64,422,777. In 1956 there were 
110 agencies in the report, shar- 
ing $201,797,434. In other words, 
the number of advertising agen- 
cies increased by two-thirds, and 
the amount of their billing more 
than tripled in the decade. 

The dramatic growth of the ad- 
vertising agency business—there 
were 11 agencies billing $5,000,000 
or more in 1956 compared with 
four in 1951—mirrors the growth 
of advertising expenditures, the 
larger number of advertisers, and 
the rise of media. 


The Media Picture 


In comparison with the U. S., 
Canada is still much more devoted 
to the printed media. 

The kingpin among print media 
is, of course, the daily newspaper. 
Between 1944 and 1954, DBS says, 
Canadian daily newspaper adver- 
| tising jumped from $32,612,339 to 
| $118,030,000—or more than three- 
j}and-one-half times 1944 volume. 


Also, they retained their general 
proportionate dominance of the 
publication field—running about 
60% of the advertising in publica- 
tions of all kinds during the decade. 

In the national field, newspa- 
pers continue to grow at the same 
rate, and have racked up another 
tripling of volume between 1947 
and 1956. 


National Dollar Volume in 
Daily Newspapers, 1947-56 


ater $13,211,408 
BOD : «scenauseud ae 15,737,324 
ee EES 20,521,387 
nw TER ee 23,791,541 
a Ce ee ee 27,137,998 
, Serer 28,056,672 
Ae Oe 34,333,379 
M22 bigest sseess 36,041,770 
ORT ES Ae 37,972,456 
PD bb bee coccpens 43,527,193 


= During the postwar period, 
newspapers have worked steadily 
on the use of the “hooker,” a de- 
vice for getting local sources of 
the product or service to adver- 
tise around a national ad. It has 
| built volume, and it has contrib- 


paper advertising in Canada. 
Canadians are still a very news- 
paper-conscious people. The pro- 
portion of newspapers to house- 
holds is high; extras still hit the 
streets in major cities with a de- 
gree of frequency not seen in the 
U. S. since the °30s; and the in- 
fluence of the newspaper edi- 
(Continued on Page 100) 


uted to the efficiency of news-| 


(Continued from Page 1) 
that Canadians will continue to 
encourage American investment. 
But increasingly three things will 
be asked of companies operating 
subsidiaries north of the border: 


1. They must have Canadian citi- 
zens in top management posts. 


2. Their stock must be available to 
Canadians, so that Canadians may 
share in the prosperity of Canada 
as investors. 


3. The subsidiaries must be per- 
mitted to engage in international 
trade. There has been more than 
casual annoyance that when in- 
ternational leads for business are 
developed, subsidiaries of U. S. 
companies turn to New York or 
Detroit, and the headquarters of- 
fice takes over from that point. 


® No effort is made to rank the 
three points in order of prece- 
dence, but the impression is that 
the first two are more important 
than the third, in part because— 
while Canada is still a great world 
trading nation—the growth of the 
domestic market to more than 16,- 
000,000 has somewhat blunted the 
emphasis on international market- 
ing. 

Canadian business men speak 
proudly of the initial speeches of 
Prime Minister John G. Diefen- 
baker, particularly the Dartmouth 
College speech in September, 
when he warned that while Can- 
ada and the U. S. are neighbors 
by geography and partners in de- 
fense by choice, there are serious 
economic problems confronting 
them. 
| Mr. Diefenbaker pointed out that 
the U. S. gets 60% of Canada’s 
exports, and supplies 73% of its 
imports. So large does the U. S. 
bulk in Canadian trading that 
Brooklyn supplies more Canadian 
imports than Argentina, Louis- 
ville more than New Zealand, 
Chicago almost as much as West 
Germany, and Seattle almost as 
much as Norway. The problem is 
almost epitomized, he pointed out, 
iby the fact that Canada (a major 


|agricuitural nation undergoing ra- 
| pid industrialization) imports 
some $100,000,000 more in agri- 
|cultural products from the U. S. 
than it sells to the U. S. 


i: In 1956, Canada’s imbalance of 
U. S. trade amounted to $1,298,- 
| 000,000, and will be more in 1957, 
‘he said. (Some estimates place it 
at $1,500,000,000.) 


* = Ld = * 
How Net Advertising Revenue of Canadian Periodicals Has Grown, 1946-56 
Religious, | 
Newspapers, School, | 
Daily, Weekend Business Papers: Fraternal, 
Weekly, Bi- Magazines of Trade, Technical, Farm Telephone Juvenile, 
Weekly and General Scientific and Publi- and City Almanacs, 
Tri-weekly Circulation Financial cations Directories and others Total 

1946* $ 49,078,622 | $ 5,324,990 $ 7,266,127 $ 3,200,250 $ 4,615,000 $ 514,011 $ 70,000,000 
1947* | 61,416,920 | 7,175,002 8,747,016 4,041,445 4,760,570 650,000 86,990,953 
1948 | 72,024,378 7,429,345 9,681,772 4,223,512 5,900,536 775,489 100,034,982 
1949 86,300,731 8,340,792 10,081,926 4,964,162 7,272,623 892,868 117,853,102 
1950 93,533,818 | 9,109,966 10,353,473 5,336,362 7,937,976 1,219,788 127,491,383 
1951 104,884,397 iq 10,237,258 11,407,220 3,928,884 8,572,687 1,702,364 140,732,810 
1952 116,816,600 | 11,007,496 13,317,124 4,573,235 9,366,952 1,967,431 157,048,838 
1953 | 135,117,440 | 12,243,505 15,324,892 5,073,733 10,727,282 2,336,931 180,823,783 
1954 144,202,433 ] 14,339,544 16,614,387 4,910,603 12,152,261 2,402,847 194,621,715 
1955 157,584,544 15,740,646 18,134,492 4,706,426 13,750,252 | 2,557,727 212,474,087 
1956* 180,000,000 17,515,000 20,485,000 4,800,000 15,000,000 2,600,000 240,400,000 
* Estimates, Maclean-Hunter Research Department. 
Source: D.B.S. Printing Trades Business Newspaper Association of Canada. 
N.B. The above tables may differ from D.B.S. reports because some publications were incorrectly classified. For the purposes of this analysis: 
Newspapers mean “general consumer” type. Magazines include associated annuals. Business Papers include tabloids and associated annuals or special editions. 


Zoom Comes Off the 
Boom in Canada 


The imbalance, the new Prime 
Minister said, “requires the con- 
centration, the statesmanship, of 
both our countries to bring about 
a satisfactory solution of a situa- 
tion that cannot economically con- 
tinue.” Of the concentration of 
Canadian trade with the U. S.: 
“This...contains inherent dan- 
\gers for Canada in that it makes 
our economy too vulnerable to 
|sudden changes in trading policy 
in your country.” 

He also took sharp exception 
to the agricultural surplus deals 
arranged by the U. S. which em- 
ployed barter, subsidies for ex- 
port, and sales for foreign curren- 
cy—arrangements Canada cannot 
make, and which aggravate her 
wheat problem, which calls for 
selling 300,000,000 bushels a year 
abroad. 


® A fortnight later, at the Cana- 
dian-U. S. Business Conference in 
Buffalo, Henry Kearns, Assistant 
Secretary of Commerce for inter- 
national affairs, delivered what 
seemed to be an official answer to 
the questions posed by the Prime 
| Minister. 

In sum it went like this: 

1. Canada’s viewpoint on con- 
centration of trade with the U. S. 


TOTAL RETAIL TRADE IN CANADA 
OS OF OL. ees) 


» 
£00 —+ 


| TRADE STEADY—This chart covers the 
first half of 1957. The solid line, 
representing 1957 sales in millions 
|of dollars, parallels 1956, although 
\it dropped below last year in the 
| second quarter. For the first seven 
|months, retail sales were up 4.1% 
over the same period of 1956. 


| 


lis unnecessarily gloomy, in view 
\of a 31% increase in population 
in a decade, a rise of manufactur- 
| ing production of 40% in the same 
period, and a 250% increase in 
mining output, and a 51% in- 
crease in gross national product 
—accordingly, these tremendous 
growth ratios have created a large 
increase in exports and imports 
which are natural. 

2. Canada’s composition of post- 
war imports has altered radically, 
and are now largely raw materials 
for finished production (about 
25% of U. S. imports into Canada 
are industrial machinery, auto 
parts for production, rolling mill 
products). 

3. Canada’s wheat problem is 
recognized and the U. S. will make 
efforts to “avoid adverse impact” 
on normal Canadian efforts. 

4. Canada’s dollar balance of 
payments has not been affected 
by the trade imbalance because 
of the influx of U. S. investment 
capital which “has accelerated 
Canada’s growth and has there- 
fore been good for Canadian pro- 
ductivity and standard of living.” 


= Mr. Kearns also said that Can- 
ada imports raw materials, pro- 
duces finished products, so that 
imports from the U. S. are increas- 
ingly Canadian industry’s servant 
rather than competitor and this 
“has actually created such compe- 
tition for American products that 
the American business man has 
become extremely aware of it.” 
Financial Post testily denounced 
Mr. Kearns’ answer as “nonsense. 
It just isn’t so. Between 1953 and 
1956 Canadian imports of indus- 
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trial materials from the United|;ment is yet to be defined. Indi-|trading may 
States increased by 33.2%, im-jcations are that it will expand areas. 
ports of investment goods in- | trade with the United Kingdom; | 
creased by 25.3%, imports of con- | |will, in fact, encourage diversion|= When the Conservatives were 
sumer goods increased by 36.6% | lof trade from the U.S. to the|in opposition, they employed a 
.in most lines U. S. imports|U. K. The goal for such diversion | withering crossfire on such Liber- 
have been getting a larger and|is believed to be around 15% of\al innovations as the magazine 
larger share of the Canadian eer U. S. trade. In order to | tax (AA, Sept. 24, 56). What the 
ket.” make the diversion, Canada may future of the tax is, no one can 
So the Canadian market is com-| have to shuffle its current policies,|say with certainty. An opposition 
posed against a background of in-|or it may have to try to persuade | party come to power has fre- 
ternational economic differences.|the U. S. to relax its restrictions | quently discovered the wisdom of 
The influence of the new govern- to third countries so that Canadian jits predecessor’s legislation, and | 


improve 


in those | 


there is a definite tinge of pro- 
tectionism floating in the air over 


Ottawa. 
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Population: Up 


Perhaps the brightest spot in 
the long-term Canadian picture is 
its population growth. For years 
the Canadian population has been 
| counted as carefully and regular- 
ly as the temperature of a royal 


TORONTO 


ON 


Canada’s Richest Metropolitan Market 


You reach Canada’s Two Biggest Markets 
... When you use The Toronto Daily Star 


TARIO 


Canada’s Richest Provincial Market 


* Total Retail Sales in 1956 were ° 
$1,770,276,000—equivalent to 12.52% made in Ontario. 
of the total for Canada. 

* Population of Metropolitan Toronto is Mining, effective b 
now 1,466,000 and growing fast. 

* Households number 375,800 and ° 
come per family averages $6,615. * one third of the to 


Source ‘Sales Management Survey of Buying Power 19 


38.3% of all Canadian Retail Sales are 


Rich in Farm, Industry, Commerce and 


vying income in On- 


tario totalled $7,828,821,000 in 1956. 
Population at 5,485,300 is more than 


tal for Canada. 


57" 


COVERAGE 


Toronto City circulation of the Toronto Daily 
Star is far higher than that of any other daily 
newspaper. 

More than two-thirds of all goods and serv- 
ices in Metropolitan Toronto are bought by 
readers of the Toronto Daily Star. (Source: 
Gruneau Research Survey, 1955.) 


The Toronto Daily Star reaches far more people 


_ 80 koe rent riots loresne 


MONTREAL: 1255 University Street ¢ IN UNITED STATES: Ward Griffith 


Ask your Advertising Agency or call us for details of territorial coverage, 


© Total Circulation of the Toronto Daily Star is 
the largest of any daily newspaper in Canada. 


e The Toronto Daily Star is the strongest single 
daily newspaper advertising force in Canada. 


ar 


far less cost than any other daily newspaper in Canada 


a TORONTO DAILY STAR 


Co. Inc. 


rates and distribution breakdown 


1957 


THE MOTOR VEHICLE 
PRELIMINARY REPORT OF REGISTRATIONS 
1956 


REGISTRATIONS, 1910-1956 


BAROMETER—This chart shows motor 
vehicle registrations in 1956. Note 
that the total number of vehicles 


shoots upward at the end of the 


war, so that it will nearly have 
tripled in the last decade. It illus- 
trates dramatically the story of 
added population, better roads, 
higher incomes, the growth of sub- 
urbs. In 1956, there were 5 persons 
per passenger car in Canada, or .86 
cars per family. Only in Ontario 
are there more cars than families. 


princeling might be taken. On 
Sepi. 1, Canada’s population 
reached an estimated 16,745,000— 
a record gain of 401,000 in the 
first eight months of the year. In 
the year from September, 1956, 
the growth was an estimated 552,- 
000, or a rate of 3.4%. 

Canada’s preoccupation with 
population is understandable. Rich 
in resources, aggressive of temper- 
ament, stable in government and 
finance, its growth has been slowed 
by the sparse population that in- 
habits half a continent. 


s The population is now nearly 
twice the 8,787,949 of 1921; in the 
20 years from 1921 to 1941, Can- 
adian population increased less 
than 3,000,000 to 11,506,655. It 
rose 2,500,000 in the next decade 
to 14,009,429 in 1951, and 2,000,000 
in the next five years. In other 
words, it has increased more in 
the last 15 years than it did in 
the preceding 30 years. 

It includes more than 1,000,000 
“new Canadians” who have im- 
migrated to Canada since the end 
of the war. In 1956 there were 
164,857 immigrants, of whom the 
largest group was British (51,319) 
and including 9,777 from the U. S. 

Also, there has been a steady 
traffic from country to town in 
Canada, so that now more than 
two-thirds of the population lives 
in urban areas. At the beginning 
of the century the situation was 
almost reversed, and around 1920 
the proportions were about even. 


s This trend, according to the 
Gordon Commission, will acceler- 
ate. By 1980, Canadian population 
will be 70% greater, and about 
80% urban, and 56% of the pop- 
ulation will live in cities of 100,- 
000 or more population. 

To repeat, one of the important 
things about the growing domes- 
tic population is that it implies a 
lessening of Canadian emphasis 
on foreign trade. As the domestic 
market grows, it will absorb a 
higher proportion of Canadian 
production. Also, the largest single 
bloc of the Canadian population 
(32.5%) is under 15 years of age. 

About 60% of Canada’s people 
live in the two huge provinces of 
Quebec (28.8%) and Ontario 
(33.6%). However, the greatest 
proportionate population growth 
is in two western provinces, Al- 
berta (up 19.5%) and British 
Columbia (up 20%), although the 
|two combined represent less than 
16% of Canada’s total population. 


Income: Rising 


As of Aug. 1, Canadians in the 


labor force had hit a record high, 
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ONE 


DOLLAR »5s 
K OF CANADA 


your advertising dollar 


In Canada 


must talk 


With almost one-third of Canada’s population French-speaking, native knowledge of 
this market is essential to the success of every advertising and sales program. 

McKim Advertising Limited, Canada’s first advertising agency*, provides 
dual language advertising and marketing service to an ever-growing group of 
important International and National accounts. 


Included in the International group are: 


AMERICAN MOTORS (CANADA) LIMITED— Rambler, American, Metropolitan 
ANAHIST COMPANY INC.—Super-Anahist + BLACK & DECKER MFG. CO.— Power Tools 
CANADIAN PACIFIC RAILWAY COMPANY — Airlines, Communications, Express, Hotels, 
Railway, Steamships + CANADIAN PETROFINA LTD. — Alkyl-Gas, Motor Oils 
CARLING BREWERIES LTD.— Red Cap Ale, Black Label Lager + CHURCH & DWIGHT LTD. 
—Cow Brand Baking Soda + CONSOLIDATED MINING & SMELTING— Metals, Chemical 
Fertilizers * COURTAULDS (CANADA) LIMITED—Viscose Yarn, Staple Fibre + DAIRY 
QUEEN FROZEN FOoODS—/ce Cream Products * GENERAL MOTORS DIESEL LIMITED— 
Diesel Engines, Locomotives + INTERNATIONAL CORRESPONDENCE SCHOOLS — 
Vocational & Business Training + INTERNATIONAL SILVER CO. OF CAN. LTD. 
— 1847 Rogers Bros., International Silver + JOHN WALKER & SONS LTD.—Johnnie 
Walker Scotch Whisky + KELVINATOR SALES CORPORATION LTD.— Appliances 
LEWYT CORPORATION—Lewyt Vacuum Cleaners * MARSHALL-WELLS COMPANY LIMITED 
—Hardware Products + MEAD JOHNSON & CO. OF CANADA LTD.—Pablum Baby Foods 
MERCK & CO. LIMITED—Z/ndustrial & Pharmaceutical Chemicals + NUGGET PRODUCTS 
OF CANADA LIMITED— Nugget Shoe Polish + RECKITT & COLMAN (CANADA) LTD.— 
Drugs, French's Food Products +* REYNOLDS ALUMINUM CO. OF CANADA LTD.— 
Reynolds Wrap, Building Products, Packaging, Industrial + SALADA-SHIRRIFF-HORSEY 
CORP. LTD. — Foods, Beverages +* THE TONI COMPANY — White Rain Shampoo 
L. E. WATERMAN PEN CO. LTD.— Writing Instruments +* YARDLEY OF LONDON 
(CANADA) LTD.— Cosmetics 


McK IM apverrisine tuitrep 


A nation-wide service with complete facilities in 
Montreal + Toronto + Winnipeg +- Vancouver 


*Established 68 years ago. 
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MILLIONS OF DOLLARS 
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EXPORTS AND IMPORTS BY QUARTERS, 1953-1956 


SEASONALLY ADJUSTED 


SHANNON & ASSOCIATES, Inc. 


Publishers’ Representatives 
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e Specialists in Canadian Markets 


with the employment index (in- 


dustrial) at 127.5, over the 126.6 


B jerPoee 


reer 


Ten years ago Canada spent less than a billion 
dollars in the United States; today, that figure 
stands at over 4 Billion! And in the years to come 
it will keep growing. Another point—Canada likes 
U.S. products; less than 1 billion dollars is spent 
in other world markets each year. 


Nee 
“= — 


Canada wants your products—and the surest way 
of reaching this market is through Canadian 
the only publications that 
are read by over 80% of Canadian business, pro- 
fessional and industrial men—want proof? Just 
write us! 


Business Newspapers 


a 

BNA means Business Newspapers Association 
—the welded force of over 110 member . 

ublications—and all Canadian. To sell Ca na d a—a dvertise 

137 Wellington St. W., Toronto, Canada. 


in Canadian business papers 


| BASIC PROBLEM—This chart shows the Canadian imbalance of trade, 

with imports—basically those from the U. S.—rising steadily above 

exports. One of the suggested solutions is more trade for Canada 
with the United Kingdom. 


mark of July 1. A year earlier 
it stood at 125.4. Payrolls were 
up proportionately, with average 
weekly wages and salaries at 
$68.38, up from $68.30 the previous 
month, and up sizably from the 
$64.77 of the preceding year. 

For the first seven months of 
1957, labor income was up 9.1% 
to $8,724,000,000, and the number 
of paid workers was up 3.1% from 
a comparable point in 1956. And 
1956 was a record year when, ac- 
cording to Financial Post’s “Busi- 
ness Year Book,” personal dispos- 
able income hit $19,986,000,000, up 
from $18,210,000,000 in 1955, and 
more than 50% higher than the 
$12,674,000,000 of 1950. In the proc- 
ess per capita income jumped from 
$924 in 1950 to $1,243 in 1956. 


® Manufacturing and _ utility 
workers apparently got the bulk 
of the increase. From January 
through July, manufacturing pay- 
rolis were up to $2,762,000,000 
from $2,583,000,000; utilities were 
up to $2,289,000,000 from $2,066,- 
000,000 in the same °56 period. 
While employment is hitting 
record levels, its rate of rise has 
tended to slow down. At the end 
of July, there were 114,107 initial 
and renewal unemployment in- 
surance claims across Canada, up 
about 55% from the same period 


last year. 
Canadian observers have 
watched the somewhat cryptic 


course of savings. There seems to 
be indication that the cautious 
Canadian consumer is beginning 
to put more of his money away; 
savings began to show real growth 
after the first quarter of 1957, and 
this may have contributed some- 
what to the relative slowing of 
the boom. 


® Another factor is the outlook 
for reduced agricultural income. 
In the first half of 1957, farmers 
received an estimated $1,207,000,- 
000 from sale of farm products 
and from participation payments, 
down about % of 1% from the 
1956 figures of $1,213,000,000. 
There were declines in all prov- 
inces except Ontario, Manitoba, 
Alberta and British Columbia, 
with percentage gains ranging 
from less than 1% for Ontario to 
5% for Alberta. 

Wheat—the big crop of the 
prairies which is the source of 
both riches and embarrassment to 
the Canadian market—is in for a 
short year. It looks as if it would 
amount to 369,700,000 bushels— 
35% less than last year’s, 24% be- 
low the ten-year average, and 
second only to the rust year of 
1954. The loss is due to a 30% 
decrease in yield and an 8% de- 
cline in acreage. 


Spending: Mixed, Thoughtful 


In Canada, as in the U. S., the 
course of inflation has provided 
government officials with sleep- 
less nights. The DBS’ consumer 
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MACLEAN-HUNT 


sells best for you 


Canada is big business for you _..and it’s 


getting bigger year by year. 


Its rapid industrial expansion, fast-growing population 


and steady development of vast 


natural resources 1s creating an unprecedented demand for 


industrial and consumer products of all kinds. 


Here is a lucrative market for your products 


and services...a market that can be 


sold effectively and economically with 


Maclean-Hunter publications. 


Serving 32 major industries and four distinct consumer markets in Canada, 


Maclean-Hunter publications can . . 


. through their advertising pages .. . 


carry the story of your products and services to all important Canadian 
buyers in industry, commerce and homes. 


481 University Avenue, Toronto 2, Ont. 


70 years of publishing leadership 


MACLEAN-HUNTER PUBLISHING COMPANY LTD. 


1242 Peel Street 


The Burrard Bidg., 1030 W. Georgia St., Vancouver 5, B.C. 
Maclean-Hunter Publishing Corporation—Chicago, New York 
Maclean-Hunter Limited, London, England 
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, Montreal, Que. . 
BUSINESS ANNUALS 


Maclean-Hunter is in a unique position to provide information not available through ordinary rectory of Dir 


sources. Our editors and advertising representatives are in close and constant collaboration with nl 
leading executives across the nation. Maclean-Hunter maintains research departments which con- Sua 
tinually examine all phases of distribution, finance, industry and public opinion in business 


matters. 


WRITE FOR YOUR FREE COPY OF A NEW 8-PAGE BROCHURE: “THE CANADIAN PEOPLE AND THEIR MARKET. . . 
TODAY—TOMORROW”" 
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HALIFAX is one of the 6 Major Cities in 
Canada With Newspapers Over 100,000 A.B.C. 


In planning your schedules you will want to have this market on 


your “A” list. The Halifax combination gives you complete coverage 
of the metropolitan area, and majority coverage of the whole retail 


trading area (N. S. Mainland). Cover this market 
\\\\\Il| 


effectively ... economically ... with 


THE HALIFAX CHRONICLE-HERALD 
and THE HALIFAX MAIL-STAR 


Representatives: WARD-GRIFFITH & CO, INC., U.S.A. A.B.C. 107,607 Daily 


E A. WILLIAMS. Toronto-Montreat 
ROP COLOR AVAILABLE 
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price index hit 123.3 in Septem- 
ber, up 6/10ths of a per cent from 
the preceding month, and up 4.3 
points from September, 1956. In 
the past year, food moved up 6.4 
points, shelter 2.5 points, clothing 
actually is slightly below its Sep- 
tember ’56 reading, household op- 
eration 2.7 points, and “other 
commodities and services” (which 
reflects auto repairs and insur- 
ance, public transportation in- 
creases, etc.) rose 5.7 points. 

In Canada, as in the U. S., the 
stock market has sagged badly. 
In September, common stock prices 
hit 231 on the index, 20% below 
the year’s high of 290.8, and far 
below the alltime high racked up 
in August, 1956, when it reached 
297.8. The industrials were hard- 
est hit, and the mining issues 
(some observers have remarked 
that, while the Canadians are a 
more conservative people than 
Americans, their investment mar- 
ket is much inclined to specula- 
tive issues) dropped only about 
2.7%, with an index sliding from 


s §6=s It takes 
The Telegram 


The Telegram 


Tue Tececram 


DAILY « WEEKEND 
TORONTO 1, CANADA 


to sell Toronto - 
Canada’s richest 
market — because 
! out of 2 people 
in loronto read 


OMARA & ORMSBEE 
342 Madison Ave., New York 


JOHN WEIR 
Dominion Sq. Bidg., Montreal, Quebec 


D. A. GOODALL LTD. 
11A Curzon St., Pork Lane, London W.1, England 


dvertising Age, November 4, 1957 


106 to 103.3 between Sept. 5 and 
Oct. 3. But mining issues were 
thus fairly close to the 1935-39 
javerage, on which the 100 index 
|number is based. 


® Nor did the second quarter 
earnings report do the stock mar- 
|ket any good. Corporation profits 
|after taxes were down $22,000,- 
| 000 for the second quarter of 1957 
to $479,000,000, cr 4.4% below the 
jcomparable amount for 1956, 
|$501,000,000. For the first half, 
‘corporate profits after taxes were 
$852,000,000, down 4.6% frum the 
$893,000,000 for the same period of 
|1956. The biggest single drop— 
|which may be a surprise to U. S. 
|publishers—was in the wood and 
paper products industries, where 
profit before taxes fell from $133,- 
000,000 to $104,000,000. 

On the other hand, the general 
sales picture in Canada is good. 
All retail trade, through the first 
half of 1957, showed a 4.1% in- 
crease. But first quarter retail 
sales were up 8.2%, and this 
helped to pad the average. Ac- 
tually, May and July sales were 
up only 1.7% and 1.5% respec- 
tively, and June was down 3.6%. 
The July sales of motor vehicle 
dealers (as a class, motor vehicle 
sales rank second only to food 
in order of magnitude) were off 
11.1%; on the other hand, Canada 
had a better over-all sales year 
for autos than the U. S. did—for 
the first half, motor vehicle sales 
in Canada were just about even 
with the first half of ’56, up 0.5%. 


® Department store sales for eight 
months were $742,385,000, up 4.5% 
from $710,290,000 in the same pe- 
riod of 1956. Chain store sales 
are up 9.8% to $1,729,970,000 for 
the first eight months of 1957, 
compared with $1,576,180,000 in 
the same period last year. 


Credit Picture: Tight 


At the end of the first quarter, 
Canadian customers had racked 
up credit sales of $1,105,600,000, 
a gain of 6.3% over the same time 
in the previous year. Although 
consumer credit had shrunk from 
its year-end peak in 1956, Cana- 
dian customers were still about 
$52,400,000 deeper in debt than 
they were at the end of the first 
quarter of 1956. 

Total instalment sales for the 
first quarter amounted to $369,- 
300,000—up 4.2% from the pre- 
vious year’s first quarter. At the 
end of the quarter, retailers were 
holding receivables (aside from 
the paper sold to finance compa- 
nies) of $339,500,000—a gain of 
7.7% from last year’s comparable 
figure. 

However, there was a sharper 
drop from the December peak 
than there had been in the pre- 
vious year, and the biggest single 
factor in increased instalment 
credit seemed to be motor vehicle 
sales (up 9.5%) at the end of the 
quarter. 


® Sales finance companies and 
small loan companies also showed 
larger holdings. Consumer credit 
outstanding with sales finance 
companies was $815,600,000 in 
mid-1957. Although it was up 
11.2% over the 1956 figure, recent 
curves indicate that outstanding 
credit is moving downward to- 
ward 1956 levels. 

Similarly, small loans compa- 
nies show a high $357,400,000 out- 
standing, but the general trend 
is toward smaller loans. 

Department store accounts re- 
ceivable—both instalment and 
charge accounts—have run stead- 
ily ahead of 1956, month by 
month, with differences ranging 
from 11 to 6.4%. 

One of the new government’s 
early acts was to pump $150,000,- 
000 into construction. The drastic 
credit regulations of the preced- 
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% Sales are more concentrated. The 84 largest cities 


account for 66% of the retail store sales volume. 


Weekend Magazine alone reaches two out of every 


three English-speaking homes in these 84 cities. 


ec 


eekend 


MAGAZINE | 


The biggest angle selling force iw CANAD 


REPRESENTED BY O'MARA & ORMSBEE — NEW YORK — DETROIT — CHICAGO — LOS ANGELES — SAN FRANCISCO 
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Canadian edition, now celebrating us 


104 Anniversary, 1s the furst MAGAZINE 


to reach LOOQOOO circulation. 


SIZE: 


EFFICIENCY: 


QUALITY: 


FAITH: 


Say it in English ... say it in French. You'll reach more of your 
best customers in the favorite magazine of all Canada. 


The latest industry-sponsored study shows that 3,580,000 Cana- 
dians read a single issue of Reader's Digest—one of every three 
people over 15 years old. This audience is 83% larger than that 
of the next magazine. It includes more women readers than the 
two leading women’s service magazines combined. 


The Digest’s vast circulation closely parallels retail sales from 
Newfoundland to British Columbia. And the cost per thousand 
readers is 47 less in the Digest than in the next leading magazine. 


Digest readers buy more cars, more home appliances, more TV 
sets—and indicate that they will purchase more of these items in 
the next year than will any other magazine audience.* They buy 
more food, drugs and cosmetics, hold more life insurance policies, 


spend more on services. 


Reader’s Digest offers you the greatest extra value of all—the 
faith of its readers, the kind of faith that creates a climate of 
confidence for your advertising message. More and more advertisers 
are discovering that this kind of faith leads people to action. 


*Intent to buy — 1957 Canadian Consumer Publications Report, by Gruneau Research, Ltd. 
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Canada’sBASIC 
advertising medium 


; The only Canadian magazine with separate 
: English and French editions. 


Advertise in one edition, or use them together. You can sell more of your 
products or services through the pages of the Digest. For the latest data 
on how Reader’s Digest covers the Canadian market, call the Digest 
office nearest you. In New York, MUrray Hill 4-7000; in Chicago, WHite- 
hall 4-2544; in Detroit, TRinity 5-9600; in Los Angeles, OLive 3-0380; 
in San Francisco, EXbrook 2-3057; in Toronto, EMpire 6-8541; in Mont- 
real, UNiversity 6-4393. 


Canadians have faith in 


fReader S D ige St Largest Magazine Circulation in 
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(Advertisement) 


The mink-lined igloos of Muckaluk 


Advertising Age, November 4, 1957 


|ing two years had pretty well 
choked off housing. 


. For 15 months prior to August, 
| 1957, housing starts had slid slow- 
ly downward. Hugh C. MacLean 


A satiric college review, a big box-| Product by 1980. A major grocery | Canadian markets, media or mer-| Byilding Reports showed a 7.4% 


office hit of the curent Canadian | chain predicted a three billion food | chandising, ask us. We'll give you | 


theatre season, uses mythical Muc- 
kaluk to symbolize the fantastic 
prosperity which recent years have 
brought to even the most outland- 
ish parts of Canada. 


@ And the prosperity which is 
making big spenders of Edmonton- 
ians, Torontoniens, Quebécois and 
Aklavics alike, is just the start. The 
St. Lawrence Seaway, due for com- 
pletion in 1959, will bring about 
industrial expansion in the Cana- 
dian heartland that will dwarf 
anything that has gone before. 

A sober-minded Royal Commis- 
sion investigating Canada’s Eco- 
nomic Prospects recently visualized 
Canada as doubling its population 
and tripling its Gross National 


| market in 20 years; one of the Big 
Three auto manufacturers said the 
number of cars and trucks would | 
more than double; the nation’s 
| leading mortgage and housing au- 
| thority expected total housing units 
' to be twice today’s figure. 

If you are not in this burgeoning 
market now, or are looking to ex- 
pand a toehold, today’s the time to 

|get in with both feet. There'll 
never be a more favourable period 
/to get distribution and establish 
| your identity—before the even big- 
| ger economic upsurge which is ex- 
| pected to begin in 1960 when the 
| Seaway is open to world trade. 


| @ If you want objective facts about 


unbiased answers. No obligation, of 
course! Our self-interest is served 
simply by meeting you and prov- 
ing we can be of service. 

We know Canadian marketing 
and merchandising the hard way— 
from frontline selling experience! 
We know Canadian markets and 
media the only way—at first hand! 


@ The name of our advertising 
agency is Paul-Phelan Advertising 
Limited. We're at 380 Victoria 
Street, Toronto and 1501 Shell 
Tower, Montreal. We are members 
of the Canadian Association of Ad- 
vertising Agencies. Drop a line to 
either address. We'll be glad to help 
you sell Canada’s booming markets. 


increase in residential building 
awards for August, the first up- 
turn in residential contracts in 
more than a year. 

Through the first seven months 
of 1957, dwelling units completed 
in Canada totaled 59,145, down 
from 67,675 for the same period 
in 1956. Significantly, starts were 
far lower; 61,496 compared with 
76,131 in the same period in 1956. 
At the end of July, the number 
of units under construction was 
70,964—about 18% below the pre- 
vious year. 

Since the $150,000,000 from gov- 
ernment sources followed by only 
a few months an injection of 
similar size by the chartered 
banks, the general notion in Cana- 
da seems to be that the housing 
and construction business will 
perk up. 


in Canada x. ‘- 


those of Houston) and 
Dallas *¥ combined! 


More than 1,550,000 Canadians daily read, believe and act on 


the advertising that appears in the 8 Southam Newspapers. 


As proof—last year retail sales recorded in the 
communities served by the 8 Southam Newspapers 
totalled over 2 BILLION, 248 MILLION dollars! That's 
a retail sales figure greater than that recorded 
last year in Houston and Dallas combined. 


So in selling Canada, make sure you include a// 8 Southam 
Newspapers. Together they give you the only effective 
coverage of this 2 billion, 248 million dollar retail market. 


YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 


UNITED STATES REPRESENTATIVE 
Cresmer & Woodward Ine. (Can. Div.) 
New York, Detroit, Chicago, 


Sean Francisco, Los Angeles, Atlanta 


OTTAWA «+ HAMILTON «+ NORTH BAY + WINNIPEG 
Citizen Spectator Nugget Tribune 

CALGARY « MEDICINE HAT « EDMONTON + VANCOUVER* 
Herald News Journal Province 

3. *Published for Pacific Press Lid. 


| 


| 


Long Term View: Rosy 


So far, 1957 has broken a con- 
sistent Canadian economic pat- 
tern; a pattern—in Blair Fraser’s 
phrase—of “a long series of cres- 
cendoes.” There is still a tremen- 
dous boom north of the U. S. 
border. But it is not racing with 
the pace it has had in other years, 
and there are plenty of signs that 
Canadians would just as soon it 
slowed down. 

Earlier this year, talking to the 
Newspaper Advertising Managers 
Assn. of Eastern Canada, Rhys M. 
Sale, president of the Ford Motor 
Co. of Canada, warned that to 
expect that each year’s sales 
curves and revenue will sweep 
past the previous year’s is un- 
realistic. “Barring war or calam- 
ity,” said Mr. Sale, “nothing can 
halt our economic progress... we 
have to face the certainty that the 
road to progress will have occa- 
sional dips as well as peaks, and a 
few flat spots in between.” 

The most serious problem fac- 
ing Canada, he believes, is in- 
flation. Otherwise, he foresees “a 
gradual climb from the current 
economic plateau...” 


® Canadians see in their rising 
population—which ought to hit 
17,000,000 next year—and in the 
continuing unrolling of natural re- 
source wealth the promise of 
tremendous industrial greatness. 
They view the St. Lawrence Sea- 
way as access to the markets of 
the world; they see in the rich 


deposits of Ungava the iron 
they’ve needed; their hydro- 
electric power potential is tre- 


mendous; they provide the basic 
metals on which so much of North 
American industrial eminence is 
predicated—nickel and uranium, 
titanium and aluminum. Their 
Status has altered radically in 
some fields. Take petroleum, for 
instance. Where Canada once im- 
ported oil, she now sells oil and gas 
to the western U. S. 


® Canadians use the phrase 
“North American” frequently in 
writing and speaking of an econo- 
my or business way of life. In 
this way they identify the same 
qualities in the economies of the 
U. S. and Canada, without making 
any concessions to having pat- 
terned their economic way of life 
after that of the U. S. The phrase 
“not anti-American but pro-Can- 
adian” is meaningful as well as 
handy. 

Canadians generally tend to re- 
gard many aspects of U. S. cul- 
ture, government and business 
with a view tinged with distrust, 
dismay or distaste. There is deep 
and continued concern over the 
possibilities of cultural or econom- 
ic annexation. There is emphasis 
behind the Canadian Council, and 
the stress laid on changing Can- 
ada’s import picture is most seri- 
ous. 


® Canadians seem to admire the 
U. S. standard of living but can 
live without the drive-ins; they 
enjoy the same brand of enter- 
tainment as do Americans—but 
they deplore the fact that CBC’s 
Toronto outlet can capture at most 
30% of the audience; they would 
like to believe that the internation- 
alist-minded business man in the 
U. S. is the prototype of coming 
business management’s views—but 
their experience is that U. S. 
business men can dive under a 
tariff like an elf under a toad- 
stool. 

Finally, with the passage of the 
royal commissions and the turn- 
over in governments, there is an 
evidently stronger sentiment to 
keep Canada Canadian. As the 
Ottawa jest goes, “The Twentieth 
Century belongs to Canada, but 
who will Canada belong to?” # 
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Interested in selling to CANADIAN INDUSTRY? 


—Ask your Advertising Agency these media questions 


1. What is the effectiveness of advertising in Canadian Business Magazines? 
. Which group of Canadian business magazines lead in advertising lineage increase? 
. What is the major reason for this lead? 
. Which magazines in this leading group are leaders in their fields? 


. How do they present media data? 


2 
3 
4 
5. What importance is placed on research by these magazines ? 
6 
7 


. Has this group made any lasting contribution in evaluating advertising effectiveness ? 


Here, in brief form, are the answers to these seven important questions. Your agency can give you more details. 


TO QUESTION 1. The best way to determine effectiveness is to gauge the adver- 
tiser’s faith through his spending. Look at the percentage of advertising expenditure 
compared to the G.N.P. This is steadily increasing in Canada. At present, total 
advertising expenditure is 1.8°% of an estimated $30.5 billion G.N.P. for 1957. 
By 1965, total advertising expenditures should be 2.5% (equal to present U.S. ratio) 
of a projected G.N.P. of $56.4 billion. Now, in a period when advertising buying is 
increasingly competitive, Canadian business magazines secure 4% of all Canadian 


_ advertising dollars. Since industry will continue to enjoy accelerated growth for 


several years to come, even a highly conservative estimate would give Canada’s 
business magazines 5°% of all advertising dollars in 1965. 


TO QUESTION 2. The Hugh C. MacLean group lead in business magazine 
lineage increase by a whopping big margin. Average lineage gain for all Canadian 
business magazines during 1956 (over 1955) was 13.9%. The Hugh C. MacLean 
group gained 19.7, In the first six months of 1957, over 1956, all Canadian business 
magazines gained 4.1°%%. Hugh C. MacLean business magazines gained 12.2%. 


TO QUESTION 3. The reason for this extremely high margin of leadership in 
advertising increase can be summed up in two words: Editorial Strength. In the 
words of James A. Daly, President of Hugh C. MacLean Publications: “We place 
our editorial group first— because they are the group that produces our products— 
that produces readership.”” A continuously growing body of mature, technically- 
competent journalists form the various editorial staffs of Hugh C. MacLean 
business magazines. These people not only comment on the news in a terse, inter- 
esting style, they also evaluate the importance of new developments . . . point out 
existing problems . . . suggest solutions . . . and relate current trends to the futures 
of their respective industries. 


As surveys show, any magazine that provides such editorial] service increases its 


number of readers and /or the depth of reader interest. This is exactly what happened 
to Hugh C. MacLean magazines. And once our sales staff made these results 
known, advertising lineage increased too. 


TO QUESTION 4. Hugh C. MacLean Publications publish 22 business magazines. 
Six of these are “exclusive”. Eleven others have long-established records of leader- 
ship—both in coverage and editorial content. The remaining five are neck-and-neck 
as to circulation with rival publications—but gain far more reader interest, 
according to independent surveys. 


TO QUESTION 5. Both market and media research are prime concerns at Hugh C, 
MacLean. We were the first Canadian publisher to make use of Readex in evalu- 
ating advertising and editorial interest . . . and the first to act on the findings. We 
are supporting an extensive programme of Starch surveys. Sectional market studies 
and analyses are made by our Research Department. At present comprehensive 
market and media research files are available on all Hugh C. MacLean business 
magazines. 


TO QUESTION 6. Data presentations on all Hugh C. MacLean industrial maga- 
zines are available conforming with the NIAA standard form developed for 
industrial publications. 


TO QUESTION 7. Yes. The idea of Audited Enquiries is a Hugh C. MacLean 
“original”. Each inquiry card received by our new-product publications (MacLean 
Building Guide, Electrical Equipment News and Industrial Digest) is seen and 
tabulated by a firm of chartered accountants. This gives us a complete audited 
record of the number of enquiries produced each month from each job classification. 
It gives advertisers a new way to measure media effectiveness. 


Before you sell to Canadian Industry, find out more about its leading magazines. Ask your agency or write us direct. 


Cw 
a HUGH C.MACLEAN Publications Limited 
1450 Don Mills Road, Toronto, Canada 


U.S.A. Representatives: 
T. W. Jacklin & Associates, 
Suite 304, 1718 Sherman Avenue, Evanston, 
Illinois. Phone Davis 8-4122 


Twenty-two business magazines serving Canada 


The Canadian Architect 


Canada Lumberman 
Canadian Metalworking 
Canadian Oil/Gas World* 
Canadian Transportationt 


“Not yet eligible tor CCAB membership 


Canadian Woodworker 
Canadian Chemical Processing Chemica! Buyers Guide* 
Electrical Contracting and Maintenance Directory* 
Electrical Equipment News 
Electrical Farming in Canada** 
Electrical News and Engineering 


**Not eligible for CCAB membership 


Engineering and Contract Record 


MacLean Building Guide 
Engineering Construction Purchasers 


MacLean Buyers Guide* 
Manuf, i i 
Mo cy A nufacturing and Industrial Engineering 


Supermarket Methods ay me Journal 
Industrial Digest — 


+ ABC and CCAB audit 


“ DP a ae a aaer & Re ee lies Fe) ie a er Ge es le, ARERR a ss Sie A aa 6k A ae. 2S OS era) + eid hg ee __ i. anaes ae ‘s ie a. 
ee ge wo || ee os, ne a aes ia be eg ee Bec eee ak te ee ee So See Aaa ae Re ee cx. eer eer an oe 
Tee ae ee toce alee pee a. ag Oe la Man ee oe Oe ea en ar per ee ee ions Ven" 1. eee. oa eae ae 
gear a okt: en pees —— ee ieee U5 oe ae ais Ba: 2. = ies es ‘yp ae Ra Bet bey a end ‘. = moose ae , 
OO es ei La) ea a. ee | — cad is oa eae Sey i «ata ie ee eta as, a eee ee 2 ee Bi ee Pcs Wane Ne ean a ee ASI | aS eat Tage : = 
peers ee ve oa ee ea be es Stee a) Ss emg ae es ay Bintan ce x a ae 3. eee i ar 0 Nall eae ae Oe ce eee. eee oe pe: oe 
eter kr ue amas ba ee ae ee ie ey FO ee i ie at ems \ chanel g ee Re Os — 5, ee ae gee eee clea: “a ape. 5 ace gee eee eas ape ss 
ssn ; ieee Ts SS eee ee ee ie ee Ss cea ent . Sl eee ee Ce ee ae no ee Gh ee oe 
te op bing er : ; . . . a ee 
_ Pee mos 
4 i 
\ ae 
FY. 
= : 
{ ™ 
{ cs a 
| > 
| * : é z : agp 
7 bs eee ee me SIE ae a ea as ah Ce a eee ge heel Sia Pa ae oe Gs ic <i es ee ‘ ae Py eae ak eer a, er ee pares 
(Boer a was ne CO aa ee < ae a - a So. ee eee eee af ae oe aa 3 : Bere ue ty fubee a ae Baer ee Poke ae si , a 
\ al Bigibs cee oe hg eae . . ; ni. Ce One ee ee) oe ee i ERC Nae oP, = mh ee es oO 
Ab. pet reese B= So eS eee ay re ; aig of ~ ORR eat Wee aimee tec 4d koe RI diam et SN? eer te 6 Als oan nT ee . 
- Fees Hegre tps ed 2) 7 iz SS, ee oes: aan a hes ea PS 5 is eae Oem 
2 - F 7 : at hs ER eal ) aR ME ae cere: 5" Pe ate se sis aye ee + ee? ee a e 
.: ‘ enim ; he ee) cS. ee a aalt lala a Fie 2 (i Re ae oe 
_ ew i nn oe cables _ £4 a ee ._ ae Pe. 1/0 in 2 Neto Se en aye f, eee 
i i ot Maer comers trap ; a Sige am i es eels eee ere 
e ee eG ee irs ee or “| Riot i 2 ig Be So ae es es te alae eee on ee 
ue Aor ee rae Pike. a 8 i algal aaa a ie: ee rae "aeg . es. ies aa st ee RRR tee! j gligs) | Bem ale ia ‘ie Bees a dk 6. 
: LT Ae oe aN NS Se ae eer ey é , . fa. SA cae Bee Siege 80 tn WE a ei ae Ts ne 2 Vers ot. A 
eee se oa 7 | ee a oe i, nc i, Le a a Ny oy ee eg SM ‘ : eB 
i oe 7 [= ine RI asia _ J ag Biber co), ah ean = ed De a) oF Diaread ‘ S ay? wee pinche Bee ; : ss - 
a er a "ee: a a RM | aN Sa er -_ 
E eee = hat Alle a. an ee J Cae 4 a = i ae eee a a ee : 
0 ey a ae se ae oie y Vee core oo a ibaa ee Pitino  _— eS re agree i lana Sees Berea ae 545 ae 
eee, Sie po os cgi Da Dee : Bees 3 ae nd a d eke i hs ae a ie ieee ees ye be Se oe ee 
ar soi Pae Re a SS ae le er eae cee je ; ey ee ee eee 7" eer is Dee Same 7 ia 
i MM Tee heath ef cc a a A By, tt one & Died a 7 seer A Sar) eae ue ee ee bie ee ah eae Ai eee ee, ik * : *: ; ae 
' ee, le ice Cees A ne eee - Bee Oe sa oe os ger hae a 
= geen) ae?) rem aoe Cai : . ; 2 F Sams = ere rs Se al Vi) | scene ~ Caer ene 
6 igh Teer ey. 23. See mS } g = 4 ae Moe ee a eam > So na BE ae a a ge “ ue cn 
. " ra ae sa ane are ae “aS st r - + P, je (es Ba i 
f Pana Geet pera : * aoe sa ce ee me ek 
ce Mears 8 7S PRS Me a ae re ae ? “Sa agente: esis 
; ee ea pate é “4 ~* ; pula | ere pe 
| ae ALP deh i a Sie “4 ag : roa ge ee i de o so 
i pagel: HME se Lee a b>" chee we fe. iene j ai . ee ee ae es es 
aie | Pea eae Bee et po ee a a iad j . , a Saki ek doled 
i ae ce RS ey aoe Bee Cn ce ie) vee _ oils vai ii ee ae 
ee EOE ea cor () ee 7 er oe ‘i Ahh ted a 
ee eee ll ; es Re ‘ 
eee SO, «eS em aie sae i Sana MESES oy 
ee eee = =. J * f a geen a 
=i ths eg St ee ; ioe |. rey rene icky ch e , ; iY : tes ips ee 
ek yi a eb Ain Fh eget : a ee mY ei aes . . a 4 ” bis 4 a ae eos " eee 
seal Aan alata SE (ele {ir ¥ . Pe ae ; a Fre 
iia Na aes an Sts Se, ee A ee eS oe : . Wi. ae 
0. eS aD at ee a ~ ——; i i : - Sale i ae 
ete TE be j ae i ae ig, SES F e 4 : # ee 4 ii Se oe aa 
‘ip pain eae Fiicaeiias nee) aie ea SRE te 1 Sth. « git vie . . rf - ds ade ee is 
1 Lue & a a Ps - ai - ee us Samar ES ae ee SRE ee oe —_ 7 ite = —_ i % <a an ae : me es a 
Y : or a oa NS aye Oe cea : a, 4 a ieee ee ee oe eee, ee 
: EAE ye io ae I i ai ‘ a? ~ oy, nea ma; ; 7 ia - gee ae ; 
ge ces Dee Biri Sree Ea. : ai ‘ a in ; «te haan mr se A Be 
Pa. page 7 ~~ ; +.) f a ‘ re a es Ps tees aaah, aa 
ene "i a - oo oe : .s , Vics Silane ae, es aie ec! 
~ ie ie _ . “aa -* 2 : | Rec. ee 
z | mg a benths sd : 2 es : lin eo ae oa es 7 a 2g ¥ ag 
; aes Lae hee Aa Sac ae wie " : sda . ae eae on 
a ‘ a ee a ne ae, ; +3 F ‘a0 | ei Aa 
. ee oh Cane Eee yc eee a oer 2s ' & : ; ay dick eee 
: Se ie a eee a Go, ye ee , aoe a er ft pirate ’ OE f af e* 4 Mee ee ee els 
Ronn on re 5 th eh ee AER é : ee feo avi Re ‘~ " es . Sma ery bec 
: ST Manatee gi ES ei Seige Le i ert. eae ad Pe Oro aes i) . > 4 * ~ i oes Mee i ae Sera 
: Gpemiae tts Nee ear eae a od oe ar Ne et re pie ee > / ; 4 a J Boca i Ses 
oe OA 8 oe gt ean Nee PE EN tec £ inch ATC > re ee cE iy Ss a Se Ps ee te aed ‘ 
j leat Op ye Anos a ge ae ean Pe epee gE ee i A tees eae ae A Susi SS arett “ahs er al amie 
: y cee tc eae eR NS ine Sige AO oc ae pees a Se i) : : * be « ee aa ae 
Mgt ee Se RY ee DRE wate ty Sten e | een ays Shae Ase ee «rs : “0 a * ise ial pe, ? 
is ee eab ee Bie wc aera. aR xe! ata ae ial ee ee F on : + Br GOES ae ale pe 
el SOR: ee as. Se j a SU ae a ae eee Bes on — s ss hn 
2 > ae or acai eee. aa Bi tic sk, Nie Acre os a o> ee! —T, 8 me "te, ; =9 i "5 ” Pe Bre ae ca. 
: ; ng? Bee “¢ |» ees ra tes ane a woe ae eee ae yon Oe ae eer , Ae ne Geneg ma es so a 
: Bris ea gee, mare a: 2 an i , ey i pe ee ee : & rr er 
3 Rr 5 eee PP bot ai ama rads RAS ee I coal ee ttee ia os aan ; ~ ? a Se ; el al te Jala: ae ay a 
4 ene a . ae pee aes oe eer an ae fa, 52s TG ath : nae — ~ a ; 
Sal ee i.. Pe 4 ‘ : 
: Sus a ee. gn. = oH —~"laeee, soe aid ee ae eS 
i : ey 
E pel 
; L ae 
% - * 
he 7 
2 2) 
ne ie, 
- iis 
a nie 
~— i ae aes 
Se ie 
ry . ae 
e ¥ 
on : 
vA! y 
ae 
at hy 
— . 
ei “ a 
eS a 
‘ ae 
' i 
re os 
ap 
r i 
= ais 
oe _ 
2 a 
a oe 
a - 3 ee 
on : ae 
ae ts 
a : vo 
ts As oe 
Fav nite 
ty war 
aa 4 Tae 
ce : 
ats Sa 
aa = 
ai = 
ae ve 
si ee 
bf re 
F: .- ray 
me 5. 
ah eo 
=f wit a 
ry m4 F ' 
We 
a 
Pe: p 
ame 
4 ae 
a q 0 
3° 
| 
ee F 
@ th 
NB P| CCAB ee 
5794 
ee ee Pe 
i : 7 : Apatite ia Aoi os, a ees en 
ee eae i ae eae : Labia: . ; frees j : ‘ ee a en Ae i eh toad ye we angie (22) Se EER Se cae, 
J se : Si ala A Ce et > a Eas eli Ah aa peste eet ‘ oe ; ee . aor oe * ated wh AO hit jee “ae oe a dk. aan, 
es re ereiae ‘ Pe sat Sage Silene ess Boe ; ; : or we : 3 ee a ; 3 ieee 2 <4 _ icon iat 
afr th ere Ga te a ge Bas eT Le ye 2 Aah EP Se ee ia Md Ree ; %\ : ; , Sei eee en eat pa eae ea TS eae a 2 ened Bit ee Cg is Ae eae 
WS ee © Ar ray eae ole POS Aen & Co ae at SN Se PSE ae = — =i - i ’ : ees , iron eee hers hook i : . ees ae f see get Cet Mi if el ee Ras BE i aaa 
fest a ek ae, ila Ae we Sache FE ss ee ae Oe aa ae ae ae as i Se a = ate a a ee Ye ake : Bibi rae ve ; “i ie eet a = ieee ay see 


100 


Oliver Tyrone Names Rea 


Corp., Pittsburgh. Mr. Rea former- 
Michael M. Rea has been ap-|ly was associated with Price & 

pointed director of advertising and| Price Inc., Pittsburgh advertising 

public relations of Oliver Tyrone|and puble relations company. 


households. 


SeEANADA 


a BIG country with a BIG potential! 


10.5% of Canada’s population is concentrated in Montreal 
—the nation’s largest urban market. In this two-language 
city, the predominant English newspaper is The Montreal 
Star, providing near-saturation coverage of the English 


The Montreal Star 


Advertising Expenditures, Agency 


Billings Shoot Skyward in Canada 


(Continued from Page 89) 
torials—certainly better written 
and presumably  better-read— 
seems to be greater. 

The relentless trend to concen- 
tration—the shrinking number of 
dailies and the tendency to mo- 
nopoly city operations—doesn’t 
seem to be a factor in the Cana- 
dian newspaper business. There 
have been casualties (the Mon- 
treal Herald, founded in 1811, and 
the city’s oldest newspaper, is a 
recent example). On the whole, 
with rising populations and new 
cities becoming capable of sup- 
porting dailies, the newspaper 
business reflects a glow of health. 


® The number of daily news- 
pers increased from 96 to 108 be- 
tween 1947 and 1956. Most of the 
dailies added were in small cities: 


1. Saturday Night has a higher per- 
centage of readers in the business 
and professional group than any 
publications studied in 1957 C.C.P.R.* 


2. Saturday Night has more readers 
in the “preferred income” group than 
any C.C.P.R. studied publication. 


3. Saturday Night has more readers 
in the “$5,000 and over” group than 
any C.C.P.R. studied publication. 


*As defined by Gruneau Research in 
1957 C.C.P.R. 


oN 


Se 


For institutional advertising— 
selling travel or accessories—or 
offering products and service with 
appeal to the quality market . . . look 
to Saturday Night—where you reach 
most influential Canadians per 
dollar of expenditure. 


Canada’s 


Saturday Night 
2nd Publication 
3rd Publication 


2nd Publication 
3rd Publication 


Saturday Night 
2nd Publication 
3rd Publication 


Saturday Night 


Canada’s Magazine of Busi 


Look how you 


can pin-point 


quality market 


% of circulation Cost per 1,000 
in business and households in 
professional group _—this group 
49.7 $13.99 
43.5 18.94 
28.7 22.60 
% of readers Cost per 1,000 
earning $10,000 households 
and over in this group 
13.8 50.37 
12.1 68.08 
72 90.07 
% of readers Cost per 1,000 
earning $5,000 households in 
and over this group 
54.8 12.68 
46.1 17.87 
35.1 18.48 


and C 


y Affairs 


r 


A CONSOLIDATED PRESS PUBLICATION 


was 


Kamloops, Kelowna, Kimberley, 
Penticton, and Prince George in 
British Columbia; Flin Flon in 
Manitoba; Barrie, Fort Francis 
and Pembroke in Ontario; Chi- 
coutimi, in Quebec; and Corner 
Brook in Newfoundland. The 
Hamilton News, Chatham Gazette 
and Picton Times suspended as 
dailies in Ontario, as did the Van- 
couver Herald. The Vancouver Sun 
and Province merged, with the 
Province published as a morning 
paper, the Sun in the afternoon. 
New dailies are supposed to be 
planned for Oakville and Bramp- 
ton, Ont., converting weeklies. 

It ought to be emphasized that 
the foregoing figures do not in- 
clude national weekend papers, 
except for the 1944 gross total. 
Unlike U. S. practice, the Cana- 
dian weekend papers are segre- 
gated in figures, and they show 
spectacular gains. The weekend 
paper, published Saturday, is a 
Canadian institution—born in part 
of blue laws prohibiting Sunday 
work and publication. Earlier this 
year the Toronto Telegram ven- 
tured into the Sunday edition 
field, bucking a pattern of tradi- 
tion and usage and the Lord’s 
Day Alliance, a potent force in 
strait Ontario. 


= Faced with sizable opposition 
and rather tepid reception, the 
Telegram suspended its Sunday 
operation after four months, leav- 
ing unanswered the question of 
the legal basis of the prohibition 
against Sunday publication, and 
the question of whether a demand 
exists for Sunday editions of Can- 
adian newspapers. 

The weekly newspaper in Can- 
ada bulks importantly as an ad- 
vertising medium, although its 
proportionate gain in total adver- 
tising volume has not accelerated 
at the same speed as other media. 
In 1944 it carried (weeklies, bi- 
weeklies and tri-weeklies) $5,- 
328,791, and its gain was slight 
until 1947. But 1950 total volume 
$10,409,975, and 1954 was 
$16,915,000. The medium carried 
a little less than a sixth of the 
total advertising revenue of dai- 
lies in 1944, and its proportion 
was somewhat lower in 1954. 

The weekend publication picture 


Advertising Age, November 4, 1957 


in Canada was altered during the 
decade by the advent of Weekend, 
which was launched in 1951, car- 
ried $3,056,659 gross volume its 
first full year of 1952, and a gross 
of $7,786,670 in 1956. It thus carried 
more national advertising dollars 
than any other Canadian publica- 
tion. Close to This Week Magazine 
in concept and format, it reaches 
49% of English-speaking Canadi- 
an households. 

Similarly, La Patrie has shown 
a 76% increase in rotogravure lin- 
age in the decade, and has been 
sold out in color for the past two 
or three years. It has carried more 
linage (news, roto, magazine, com- 
ics) than other Canadian weekend 
publications for 13 years. 


s Star Weekly was revamped as 
a tabloid last fall, when its gravure 
magazine rates were raised, and it 
instituted a continuity discount this 
spring. Through September of 1957 
it was up 96 pages in rotogravure 
linage, to 744.6 pages. 

La Presse, fourth member of the 
national group, showed a gain in 
roto linage of 12 pages in 1956, for 
a total of 738 pages, although both 
La Patrie and La Presse are off in 
roto linage through September, 
60 and 30 pages respectively. 

The group of four carried 3,642 
pages of magazine linage in 1956, 
up 112 pages from 1955. 

The Toronto Globe & Mail start- 
ed a weekend edition—the Weekly 
Globe & Mail—in July. 


Magazines: Uneasy Growth 


On the net basis of DBS’ ex- 
penditure figures, magazines car- 
ried about a seventh of newspa- 
per total volume in 1944 and 
about a ninth in 1954; these pro- 
portions are not surprising, since 
this is total newspaper advertis- 
ing volume, but magazines’ total 
share of expenditures seems to be 
declining. 

As the table on Page 89 shows, 
magazine volume in Canada has 
increased sharply—rising from 
$5,081,923 in 1947 to $19,495,891 
in 1956. On this basis, it bears 
good competitive comparison to 
the national newspaper volume 
cited above—in fact, its rate of 
increase is somewhat higher. 


® However, there are complicating 
factors in the magazine business 
picture. Reader’s Digest Canadian 
editions, and Time’s Canadian ed- 


field—carrying all La 


Lafontaine 6-3327 


AN ADVERTISER'S DREAM COME TRUE! 
COMPLETE COVERAGE—NO DUPLICATION 
in the FRENCH-CANADIAN FARM FIELD! 


Like the rich and growing market it serves, La FERME is 
growing fast . . . and with no agents, no newsstand sales, 
no arrears! Over 99%, of subscriptions are by mail, direct 
to publisher, yet total paid circulation has increased more 
than 36% in the past 12 months. 


FERME 


now announces a new plan—''Combine MAGAZINE 
ADVERTISING with DIRECT MAIL ADVERTISING." The 
plan is designed to give advertisers, with La FERME's 
extensive coverage plus La FERME's exclusive direct mail 
service, complete coverage of the French-Canadian farm 


interest and advertising influence. (Translation of ad- 


vertisements by La FERME staff, with the know-how of the 
market, available to advertisers.) 


Write today for your informative booklet! 


faFERME 


909 Mount Royal Ave. East 


Canada’s 
Progressive 
French Farm 
Family Monthly 


FERME's natural appeal, reader 


Montreal, Que. 
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ition accounted for $3,649,586 and | 
$3,877,556 respectively, a total of 
$7,527,142, or more than 38% of 
the Canadian magazine dollar to- 
tal. This additional dollar volume 
alters the Canadian magazine pic- 
ture considerably; it is only con- 
jecture what would have happened 
in the Canadian magazine field 
without their entry. At any rate, 
by subtracting the 1,260,000 lines 
carried by Canadian editions of 
RD and Time from the 4,519,503 
total for all magazines, it is appa- 
rent that the Canadian magazine 
field would have been carrying just 
about the 3,306,050 lines it car- 
ried in 1947. But at considerably 
higher rates, of course. 

If the two magazines had never 
appeared, would the field have 
shown the same growth, except 
that fewer magazines—and Can-| 
adian magazines—would have | 
shared it? Perhaps; there are peo- | 
ple who think so—who feel that) 
all magazines have been handi- | 
capped by the diversion to RD) 
and Time. In addition, both mag-| 
azines were able to take advan- | 
tage of the fact that their basic | 
editorial content was produced 
elsewhere. And it was on this 
basis that the Liberal government 
intervened, and imposed the “20% 
tax.” 


® That tax is fairly familiar ma- 
terial to most advertising men in 
both countries by now. Its effects 
—and future—are still obscure. 
However, it has had at least one 
important effect, even if tempo- 
rary: it forestalled completely the 
plans of other American publish- 
ers to launch editions in Canada, | 
and the numbers of Canadian 
magazines were thinned by Fam- 
ily Circle and Woman’s Day, which 
quietly withdrew. | 

Canadian magazine publishers | 
have long complained that their 
situation was close to untenable. | 
They must compete on news-| 
stands and for reader attention | 
with a flood of periodicals, lavish- | 
ly produced, flowing across the 
border. They meet an awkward 
advertising problem—the adver- 
tiser who feels that his “slop-| 
over circulation” in U. S. publica- | 
tions 


is enough to handle his| 
magazine advertising problem in 
Canada. 

Thus an advertiser views his 
Life (Canadian circulation: 237,- 
692) and Post (265,163 in Canada) 
ads as sufficient, or comparable 
to Maclean’s (total circulation, | 
600,000, of which 9,999 is in the 
U. S. where subscribers pay dou- | 
ble the Canadian price for it), or 
he cuts his Canadian magazine 
list sharply because he includes 
in his impact calculations that) 
portion delivered by U. S. mag- 
azines in Canada. 


® Canadian magazines are art- 
fully laid out, sharply edited, and 
the content is varied and crisply 
written. Their promotion and re- 
search is current, astute and high- 
ly professional. Their sales staffs 
are aggressive and resourceful. | 
“Canadian magazines,” said one) 
agency man wryly, “have every-| 
thing going for them—except ge- 
ography.” 

It might be said, in fact, that 
Canadian magazines are consider- 
ably ahead of their U. S. counter- 
parts. Not one but two studies 
have been made of their reader- 
ship and duplication under auspic- 
es of the Canadian Advertising Re- 
search Foundation, and they pro- 
duced a motivation research study 
on magazine reading more than 
two years ago. 

Finally, they have another) 
problem—this one wholly Cana-| 
dian. That is the tremendous, 
swath cut in what would normal-| 
ly be magazine advertising by the | 
national weekend papers. | 


—_ 


| Business Paper Boom 


As might be expected with the! 


tremendous industrial growth of; 1947 ............. 8,697,620 
Canada in the postwar period, the Aad k wash 4.2 9,622,968 
business papers of Canada have {aa 10,023,994 
grown tremendously. In 1956 the | ok oOo a oe RO 10,292,733 
Business Newspaper Publishers | BEY bic'e'6-o 6450", bee 11,334,374 
Assn. had 112 member papers, EE eis'v-t a ¥ x e's-0eaed 13,235,433 
which carried $14,450,000 of the; 1953 ............. 15,232,366 
$21,000,000 calculated to have| 1954 ............. 16,467,926 
been carried by the 459 Canadian SSG ti eaeeke axes 18,134,492 
business papers last year. The to- 8 eee 21,000,000 
tal number of publications in 1946 | Figures include Financial 


was 270; that 270 had about 860,- | 
000 circulation—the 459 in 1956| or Northern Miner. 


had 2,500,000 circulation. | Again one sees the familiar 
Trade sources figure that there pattern of a tripling of volume, 


Post but not Financial Times 


are about 63 publishers of two or| somewhat assisted by a large|9-5%. 
more publications now, compared | number of new publications, but Canadian admen seem to think, | 
with 43 in 1947. Each year around | with a fourth of the publications) however, that future Canadian 


100 annuals or directories are! carrying two-thirds of the vol- 
produced. ume. 
The upsweep of Canadian busi-| Indicative of the expansionist 


|ness paper advertising revenue is| character of the field is the out- 


indicated by these figures, which look of Hugh C. MacLean Publi- 
vary somewhat from DBS statis-| cations. Usually said to be the 
tics because of reclassification of|second largest business paper 
some business papers: |publisher (behind Maclean-Hunt- 
Canadian Business Paper |er), it now has 22 publications, a 
Advertising Revenues 
chases in recent years. At its an- 


can eneeaaanKa $ 7,212,665 nual company conference in Sep- 


| Stable built up by several pur-| 


101 


| tember, president James A. Daly;had a substantial growth since 
predicted (1) total advertising| 1947, but to a considerable ex- 
expenditures of $1.4 billion in| tent it has been a record of hav- 
| Canada in 1965, (2) net advertis- ing hit a mark in 1950 and stuck 
| ing revenue for business papers of 
| $70,000,000, about 5% of total ad 
revenue, instead of the ae, ] 


14%. 

He also reported that MacLean, 
| which had $300,000 in ad revenue | 
/in 1944 and $1,000,000 in 1954, 
/would have 1957 ad revenue of 
|}about $2,100,000, and moved its | 
share of the total business paper 
|advertising dollar from 6.6% to 


| business publications will be few- 
er, not more; that the trend is to 
larger, better financed and edited | 
| publications, and that media lists 


may be cut down and concen- package will be sent in 
trated in the top books in each) 


field your name to a hungry 
| a family in one of 19 coun- 
tries of Evrope and Asia. 


Send 1.00 to 
CARE CHICAGO 


A 20 Ibs. Food Crusade 


Farm Magazines: Plateau 


Canadian farm magazines have 
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Hamilton's Burlington Skyway bridge, when completed, will be 
the second longest continuous bridge in the world. 


PER FAMILY INCOME A FULL $2,000 
ABOVE THE CANADIAN AVERAGE !* 


Large construction projects, such as the Burlington Skyway above, 
are evidence of the rapid progress in Canada’s Sth largest city. 
Further evidence is in Hamilton’s rising population and climbing payrolls. 


Latest Sales Management figures show Metropolitan Hamilton has a 
population of over 325,200—a per family income of $6,590— 


a full $2,000 above the Canadian 


average! In addition, retail sales are 


well over the $287-million mark and they're still climbing ! 


*Sales Management 1956. 


In addition to The Steel Company of Canada 
Ltd., and Dominion Foundries and Steel Limited 
—the first and fourth largest steel producers in 
Canada—Hamilton boasts hundreds of other 


The 


major industrial concerns . . . all of which con- 
tribute to a gross value of production that is 
now close to one billion dollars a year. TORONTO 


388 Yonge St. 


K. L. Bower, Manager 


The Spectator is the only newspaper 
with saturation coverage of Ontario's 
fastest-growing major city. 
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Hamilton Spectator 


One of the Eight Southam 


The Southam Newspapers The Southam Newspapers 


MONTREAL GREAT BRITAIN UNITED STATES 
34-40 Ludgate Hili Cresmer & Woodward Inc. . 
1070 Bleury St London, EC. 4 New York, Kent ay a 
J. C. McCague, Manager England 


ey San Francisco, 
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Los Angeles, Atlanta 
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fairly close to it since. 
Here’s the score on the decade 
in the farm field: 


Farm Magazine Net 
Advertising Dollar Volume 


BAS era $2,287,458 
a SPR 4,223,512 
0 LS ee ee 4,964,162 
SE? ay se piv's ob 0408 5,336,362 
EES 3,928,884 
BE Sat dvdwee chess 4,573,235 
Se “inn Uta were ee 5,073,733 
ere re 4,010,603* 
AAP tes yy 1,730,978** 
OD 86 de cies a ste sai 2,001,132** 


* Adjusted figure with DBS. 

** Billings for the five mem- 
bers of the Agricultural Pub- 
lishers Assn. only, not total of 
field. APA members must 
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to have paid $209,000,000 in sal- 
aries and wages. They spent an 
estimated $35,200,000 on capital 
facilities and repair. In 1948 they 
spent $25,000,000. 

In 1954, when the last official 
figures were compiled, there were 
2,841 establishments in the print- 
ing trades, up from 2,312 in 1945. 
Ontario had 1,212 of the plants, 
and Quebec, 744 (or 55% and 
24.5% respectively). Some ob- 
servers have calculated that 30% 
of the industry’s volume is done 
by 469 companies in Toronto, 
which employ 17,000 workers. In 
1954 there was a total of 63,188 
workers in the industry. 

The printing trades are gener- 
ally said to have these divisions in 
Canada: publishing and printing 


——— 


| 
| 


(publishers who operate printing 
plants); printing and bookbinding 
(general commercial printers); 
lithographers; engraving, electro- 
typing, stereotyping, etc.; and 
trade composition or typesetting 
The printing trades are esti- | for printers. 

mated to have produced some 
$600,000,000 in sales in 1956, and|#® In the 1954 report of DBS, pe- 


have ABC or CCAB audits. 


Graphic Arts: Going Up 


In Canada... 
your best 


prospects 
read 


The Financial Post 


. : The Post is read by Canada’s 
= biggest buyers—influential 
rr executives across the nation— 
men who buy or influence buying 
| for their companies in widely 
diversified fields. * 


f 
. 
: 


The trouble with Branch Line Service: 


Post readers are loyal: nearly 
80% voluntary renewal of Post 
subscriptions is one of the highest 


The trouble with Branch Line Service is, in a word, Service. The farther you get from of any publication in North America. 


the main line, the fewer the trains that go by. And while it’s all very peaceful and 


: ~~ , : : Post readers ask for more: in the 
pleasant, it’s also a little exasperating if you’re trying to get some business done. 


past year more than 100,000 reprints 
of Post articles were ordered by 
executives for distribution 

to their business associates. 


Yet a surprising number of otherwise astute American advertisers relegate their 
Canadian advertising effort to branch line operations. 


Perhaps they think Canadians are just Americans with frostbite, and that “‘if it works 
for Americans it will work for Canadians too.” (We can show them ample proof that 
this is not so.) Perhaps they think that their agency’s Canadian operation is on a 
scale with the New York office they’re so used to visiting. (They’re in for a shock.) 
Perhaps they just haven’t bothered to investigate. (And that’s what we'd like to talk 
to them about.) 


Post readers respond: a tremendous 

flow of letters from business and 

government leaders proves their 
readership and the importance 

they attach to Post articles. 


Sell your best prospects through 


The Financial Post 


Canada’s foremost business newspaper 


We at MacLaren Advertising offer Americans a Canadian approach to a Canadian 
problem—selling things to Canadians. We're completely equipped to give you main- 
line service across Canada on every phase of a marketing campaign. We have a list of 
services which includes some you might find unique even with your 
experience in dealing with major agencies in the U.S. And most of 
all we have people, 375 people who have spent a good part of their 
lives finding the best ways to sell things to Canadians. 


481 University Avenue, Toronto 2 
1242 Peel Street, Montreal 2 


West Coast representatives in the United States: 
Duncan A. Scott & Co., San Francisco and Los Angeles 


If you're thinking of bringing your business to Canada, why not 
spend a profitable hour or two with us. They will be a couple of 
hours well spent. 


* With 2.57 readers per copy, 
The Post today gives you a 


total audience of over 200,000. x 
MacLAREN ADVERTISING CO. LIMITED TORONTO + MONTREAL : 


VANCOUVER «+ WINNIPEG 


OTTAWA « LONDON, ENG. 
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riodicals accounted for 48% of the 
value of printing—or $220,578,676 
—-with newspapers accounting for 
$158,502,454. Periodicals alone ac- 
counted for $160,549,403 from ad- 
vertising, and $59,954,686 from 
subscriptions. In the same report, 
the importance of the catalog is 
evident—they accounted for $15,- 
700,000 in printing (about six 
times the $2,500,000 spent on “cir- 
cular letters”). Photo-engraving 
accounted for about $11,052,640; 
electrotyping and_ stereotyping 
$7,600,000; typesetting $6,100,000. 

In recent years plants have 
moved from Toronto and Montre- 
al into the suburbs—a good ex- 
ample is Murray Printing, which 
moved its Toronto plant. Murray 
is said to be Canada’s largest 
commercial printer. Murray, inci- 
dentally, bought the printing 
equipment from Hugh C. Mac- 
Lean Publications’ new plant, and 
will print MacLean’s books on a 
contract basis. 

While the industry grows, it 
grouses. A fairly steady source of 
annoyance is the fact that annual 
report printing tends to be done 
in the U. S.; an instance is Inter- 
national Nickel—a Canadian com- 
pany headquartered in New York 
—whose annual report marked 
“Printed in the U.S.A.” never fails 
to bring anguished squawks from | 
printers, and a certain amount of | 
vitriolic editorial comment. Lith- | 
ographers want new curbs put mi) 
imported material, and they! 
charge that “printed in the 
U.S.A.” is often placed so it can 
be easily lopped off for mounting) 
and display work scheduled to ap- | 
pear in Canada. 


| 
| 


Outdoor Enigma 


| 
| 
| 


Outdoor advertising in Canada| 
has resolutely kept from issuing | 
either total volume figures or in- 
dividual advertiser expenditures. | 
The Poster Advertising Assn. of 
Canada points out that the vol-| 
ume of “paint’’—high spots, walls) 
and painted bulletins—is not han- | 
dled by PAAC, anyhow, and that) 
its figures would be understated 
by that amount. 

Further, Canadian media have! 
generally lived in harmony; the 
disfiguring Donnybrooks so com-| 
mon to the U. S. have mercifully | 
eluded the Canadians thus far. | 
It’s conceivable that the legisla- 
tive woes of the U. S. outdoor in- | 
dustry, brought on in no small | 
part by the attacks of newspapers, 
have not escaped the notice of 
Canadian operators, who are con- 
stantly opening up new locations 
as the country expands and vil- 
lages become towns and towns 
cities. 


® The Dominion Bureau of Statis- 
tics estimated that outdoor adver- 
tising increased from $4,144,601 in 
Canada in 1944 to $17,607,278 in 
1954. People acquainted with the 
outdoor picture considered the 
$17,000,000 figure quite high, and 
say it must include practically 
everything that could possibly be 
considered outdoor. 

The location story in Canada is 
somewhat different from the U. S. 
While there are fewer but better 
panel locations in Canadian met- 
ropolitan areas (as in the U. S.), 
smaller markets have increased 
postings, and new areas are open- 
ing up. In 1947, there were 16,265 
panels; in 1956 there were 15,562. 
But almost 1,000 panels were add- 
ed between 1955 and 1956. 

The number of advertisers in 
outdoor has shown a very marked 
increase: in 1947 139 advertisers 
used the medium; in 1956 there 
were 206. 


s Agencies tend to look mildly 
askance at outdoor. They aren’t 
too fond of the medium’s insistence 
that contracts be made firm six 


months or more in advance, and 


there is tepid resentment that | 


some direct contracts still exist in 
the medium. No operation com- 
parable with the cooperative Na- 
tional Outdoor Advertising Bureau 
(NOAB) exists in Canada—al- 
though some Canadian agencies 
are NOAB members for the out- 
door volume they place in the U.S. 

Canadian outdoor has been no- 
tably alert on research, has used 
Traffic Audit Bureau facilities for 


an excellent study in London, and yen 


h ff t i 1. Maclaren Advertising 1. 
a a eS eee ee 2. Cockfield, Brown & Co. 2 
the works in Sault Ste. Marie. A , 
‘ 3. McCann-Erickson 3 
recent development which aroused 4. Bok n 
, : . er Advertising Agency 4 
considerable interest was the pur- 5. J. Welter Thompeon Co. 5 
chase of the Claude Neon company 6. Spitzer & Mills : é 
—called Canada’s largest outdoor o ; 
z 7. Foster Advertising 7 
operation—by General Outdoor 
me 8. F. H. Hayhurst Co. 8 
Advertising. 9. Jomes Lovick & Co. 9 
10. McConnell, Eastman & Co. 10. 
Broadcasting Is Buzzing 11. Leo Burnett of Canada "W 
12. Foote, Cone & Belding 12 
It probably is natural that Can- 13. Young & Rubicam 13 
ada should be a great broadcast- 14. E. W. Reynolds Ltd. 4 
ing market. Its vast distances 15. Wolsh Advertising Co. 15. 


yielded to the magic of radio; 
it quickly solved the bilingual 
problems; it never involved itself 


Source: All-Canada Radio & Television. 


Leading Canadian Agencies 
in Spot Placement 


August, 1956-July, 1957 


TELEVISION 
Spitzer & Mills 


. Maclaren Advertising 

. J. Walter Thompson Co. 
. Cockfield, Brown & Co. 
. James Lovick & Co. 


Atherton & Currier 


. F. H. Hayhurst Co. 

. Foster Advertising 

. A. J. Denne & Co. 

. Young & Rubicam 

. MeCann-Erickson 

. McKim Advertising 

. Baker Advertising Agency 
. Arthur Meyerhoff & Co. 


E. W. Reynolds Ltd. 
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in the multiplicity of stations 
which fractionated U. S. markets. 

In consequence, Canada shows 
every promise of continuing to be 
a good radio market (the fire- 
sale rate tactics never developed 
north of the border), and a strong 
tv market at the same time. 


s A year ago, AA reported that 
the Fowler Royal Commission 
findings would radically alter the 
Canadian system of broadcasting, 
and that its recommendations were 
eagerly awaited by both private 
broadcasters and the governmental 
corporation, the CBC. 

In sum, the Fowler commission 
recommendations, yet to be im- 
plemented by the new government, 
indicate something of a stand-off: 
CBC drew plaudits, and an ad- 
monition to sell more aggressively 
if it were going to be a commercial 
operation, and it appears CBC will 
continue to monopolize network 
operations; private broadcasters 
could take heart from having 
achieved two cardinal concessions 


Tie Sa E 
“THE RESPONSE EXCEEDED ALL EXPECTATIONS «= 
... Number of Newspapers Used ‘ha | 


PROPER EYE CARES 


One year ago, for the first time, Kahn 

Optical Company, suppliers to the optical 
professions, chose daily newspapers as the medium 
to inform as many Canadians as possible 

of the vital need to conserve good eyesight. 

The response exceeded all expectations! 


Take full advantage of the flexibility and low 
cost concentrated sales impact daily newspapers 
offer in the markets you want to reach. 
Contact your daily newspaper advertising 
managers for full information. 


KAHN OPTICAL COMMENDED 
Here are two of the commendations. 

“The program of public-spirited advertising which Kahn 
Optical ies placed in many Canadian daily newspapers is 
very commendable and we endorse rr effort.” 

S. E. Matthews, President, 
The Opthalmic Dispensers of Manitoba 


“Vision is man’s most priceless possession and the fact 
that Kahn Optical has chosen to stress eye-sight conservation, 
in a series of daily newspaper messages, is certainly public 

ay e 


service of the hig Ag 
Harold C. Arnold, President, 
The Canadian Association of Optometrists, 


BY DAILY NEWSPAPER 
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MR. A B. LADDON 
President of Kahn Optical 


had this to say: 


“So well received were our E 


-Care 


advertisements placed in daily news- 


papers durin 


1956, that we have 


now in the number of news- 
papers by 70% for 1957. Every 
indication is that the majority of 
nownene readers are reading .. . 


and 
messages. 


eeding these educational 


Kahn Optical advertising is handled 


by Locke, Johnson & Co. Limited, Toronto 


CANADIAN DAILY NEWSPAPER PUBLISHERS ASSOCIATION 


e I. H. Macdonald, General Manager 


55 University Avenue, Toronto 1, Ontario 
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—there apparently will be private | this: in 1944, DBS found total ad-| ject to erosion: agencies derived| now on a 60 (local)-40 (national) The Canadian radio story shows 
stations in Canada’s major mar-/|vertising expenditures in radio to| 11.9% of their commissions from | basis. The Broadcast Advertising | that the number of private AM 
kets (now CBC one-station mo- be $11,486,952; by 1954 they were | it in 1955, and 10.3% in 1956. The! Bureau of CARTB figures recent! stations rose from 109 in 1947 to 
nopolies) and there will be a/| $31,710, 690 (again the familiar | biggest users among agencies—or,| radio expenditures look about like | 159 in 1956 (it is now 166). Radio 
separate regulatory body (the Ca-| tripling ratio). Radio’s 1954 take| rather, those whose largest pro-| this: homes rose from 2,800,000 to 3,- 
nadian Assn. of Radio & Television broke down about like this: | portion of income came from radio 877,000 in the °47-56 period and 


Broadcasters had long protested | National—$12,005,291 billings—are small agencies, those Total Radio Expenditure now number 3,930,000. In other 


against having to face umpire and | Local......—$15,199,772 in the $100,000 to $499,999 annual (Estimated) words, radio homes are up 77%, 
competitor in the same organiza- | Network—$ 4,505,627 billing bracket, raising the ques- 1953 $53,600,000 | stations 67%; costs have moved up 
tion). tion whether much of this radio is) (#4808 srrssrrereee —s | more slowly——the cost of an hour, 
In recent years, there is indica- | | not actually local. eer 59,470,000 ‘class A, is up only 37% over 1946, 
tion that radio’s relative promi- 1955............ 52,100,000 [and a commercial minute up 55% 
s The radio picture is about like | nence on a national scale is sub- | # CARTB figures that radio splits | BB scosntinesi 52,000,000 


over the same year. 


|@ The Canadians moved somewhat 
_more deliberately in setting up a 
television system than did the U.S. 
|The first year with any meaning 
is 1953. The CARTB believes that : 
the ratio between national and lo- 
|/cal shows a slight but sustained 
| drift toward local, so that 1953 
| would be 80-20, national vs. local; 
1954, 75-25; 1955, 75-25; and 1956, 
67-33. 

With that background, these fig- 
| ures follow: 


Total TV Expenditure 


7 jae - oa Joluury en the Sport” (Estimated) 
“ ; { a $ 2,000,000 
ae | CKRC Ratio -. | 6587 a1 ootoun : 


51,500,000 


When the Canadian Broadcast- 
ing Corp. closed its fiscal year last 
March 31, it reported television 
billing up 31%. At the same time, 
representatives in Canada say na- 
tional selective billing—or spot— : 
is running about 25% ahead of } 
| 1956 figures. 


A 


THE SPORTS VOICE OF THE RED RIVER VALLEY — 


With the aid of large photographs CKRC visually 
promotes Sports Director, Johnny Esaw, in an in- 
tensive Outdoor Poster Campaign throughout 
Greater Winnipeg. Johnny broadcasts 3 feature 
t sportscasts daily and is heard on 9 weekly foot- 


s CBC noted in its report that na- 
tional service was now available 


licly-owned stations, that 86% of 


ball features, plus actuality football broadcasts. 
For further information regarding availabilities 
see — 


Canada’s far-flung homes were in 
reach of television, and that 62% 
of Canadian homes had television. 


FROM tue Red River Valley | 


Five stations went on the air last 
year. ; 
Actually, English language net- 


REPS: All-Canada Radio Facilities © 


o 30 private and eight pub- 
in U.S.A. Weed & Co. | 
| 


A NEW KIND OF SERVICE. These eight people are 
right on top of the Canadian market. They are on the staff of 
All-Canada’s newly formed Broadcast Services Division. They are 
giving new meaning to the term “representation service’. 

If you are an advertiser, they show you how to sell more effec- 
tively and economically through Radio and TV. If you are an 
agency, they provide vital information on media, markets and 
stations. If you are a Radio or TV station, they make sure more 


and more advertisers know about the strong selling power of your 
medium. This is an example of how All-Canada is continually find- 
ing new and better ways to serve the advertising and broadcasting 
industry. 


ALL-CANADA RADIO & TELEVISION 


+ Representing 28 Radio Stations « 18 TV Stations 
+ Distributors of the World’s Finest Radio and TV Programs 


MONTREAL - TORONTO - WINNIPEG - CALGARY - 


VANCOUVER 
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work can use 32 stations, French | resentative), thinks the independ- 


tv network six. CBC reported gross 
commercial revenue in radio of 
$2,446,263 (off 26.6% from the pre- 
vious year) and $21,453,017 from 
television, up $5,313,841, repre- 
senting a 32.9% increase. At the 
time of its annual report, CBC em- 
ployed 5,939 people. 


= Two recent surveys have 
cheered television people. CARTB 
has found that 78% of homes in 
18 metropolitan areas are tv 
homes, against 47% in 126 non- 
metropolitan areas, or an average 
of 60% for all homes. The non- 
metropolitan homes spend some- 
what more time at tv than me- 
tropolites—5 hours, 24 minutes 
against five hours, seven minutes. 
The average Canadian tv home 
spends 36 hours, 59 minutes a 
week on television or, CARTB 
notes wryly, more time than the 
breadwinner is likely to be spend- 
ing on the job, Also, while tv set 
sales in Canada have been down 
about 21% compared with 1956’s 
record year, CARTB figures an 
additional 126,100 Canadian fami- 
lies have acquired ty sets in 1957. 


TV Advertising Concentrated 


All this is grist to the mill of 
the broadcaster. But from an ad- 
vertiser’s standpoint, Canadian 
television offers some serious de- 
ficiencies: 


1, It is a major advertising medi- 
um. A recent analysis shows that 
13 advertisers have bought more 
than half of total tv network time, 
and that the 13 advertisers’ pro- 
grams are placed through 12 agen- 
cies. Also, that the four top ad- 
vertisers have more hours than the 
next eight. This means that tele- 
vision—on a network basis—is en- 
trusted to mighty few hands. 


2. Participation sponsorship hasn't 
gotten off the ground, and day- 
time television isn’t improving as 
it should. “Our daytime television 
is dreadful—practically non-exist- 
ent, as far as sales impact goes,” 
Says an experienced agency man. 


3. Its cost scares smaller advertis- 
ers. “What can an advertiser with 
a $400,000 budget do in tv?”, asks 
an agency top executive. “The 
cheapest network buy will run 
him around $350,000—which is too 
much of his budget for a single 
medium—and he won't get much 
audience. No, my thinking is that 
it’s the giant advertiser’s medium.” 

(It ought to be repeated here 
that, if you use a ten times mul- 
tiplication factor to relate Canadi- 
an and U. S. budgets, his advertis- 
er would be a $4,000,000 spender 
in the U. S., but Canadian budgets 
have usually run smaller propor- 
tionately than U. S. budgets, and 
a $400,000 advertiser would rank 
much higher than a _ $4,000,000 
spender in the U.S.) 


4. Merchandising holes in the au- 
dience. Another serious rap is the 
small share-of-audience held by 
some stations in important mar- 
kets. Advertising men say, for in- 
stance, that CBC’s CBLT is doing 
mighty well when it hits 30% of 
market, with the remainder di- 
vided between Buffalo and Hamil- 
ton. To have a maximum target 
of 30% of audience in one of the 
two rich, dominant markets of 
Canada distresses marketing men. 


# Will independent Canadian sta- 
tions in the six major markets help 
to solve the problem? Or will they 
merely fractionate the audience 


left when much of the audience | 


twirls its dials and shuffles off to 
Buffalo, Seattle or Detroit? 

Stuart Mackay, general manag- 
er of All-Canada Broadcasting 
(which owns or operates 11 radio 
stations, four tv stations, and han- 
dies about 50% of the broadcast 
spot business in Canada as a rep- 


ent stations will help to keep the 
viewer at home. He argues that 
private programming will build 
the market, as it did in radio. 

All-Canada, for instance, notes 
that network rates are now ap- 
proximately equal to the cost of 
buying similar coverage on a se-| 
lective basis. It figures that the 
spot business in tv will boom when 
the major markets are opened up | 
to independents. Right now it fig- | 
ures that national spot radio} 
amounts to around $7,000,000, and 
spot tv nationally around $5,500,- 
000. 


s Of recent interest in the broad- 


(the private broadcasters) before 
cracking down on radio giveaways 
—contestants must be in the stu- 
dio; also, there are indications that 
CBC intends to ease regulations 
clearing the way for more spot 
announcements on CBC stations, 
and for participation sponsorship 
on both live and film shows (pres- 
ent regulations permit only local 
participation). 


Advertising: Prosperous, 
Perplexed 


The advertiser in Canada has a 
problem compounded of language, 


casting picture: early last month| distances and the difficulty of 
the CBC consulted with CARTB| shaving production costs in a fair- 


ly small, rapidly growing, and tre- 
mendously attenuated market. 
The market mirrors that of the} 
U. S. in that many new advertis- 
ers are at work there, and many 
new brands have shouldered their 
way into the bustling Canadian 
sales picture. 

How many new advertisers? | 
| Hard to say. The principal adver- | 
tisers’ group, the Assn. of Cana-| 
dian Advertisers, now has 163) 
members, it had 147 in 1947, and 
| its men have been known to say 
|ruefully that many of its gains 
have been wiped out by mergers 
between members. 


® An informed guess is that there 
are now about 2,600 advertisers of 


‘all kinds in Canada. The Magazine 


DIRECT MAIi 


IN CANADA 
We are Canada’s largest and spe- 


cialize in serving U. S. Direc 
Mail Advertisers in the product- 
ion of Mailing Lists — Printing — 
Letters — Addressing — Premium 
Mail-away Service — Simplified 


Householder Mailings — Contest 
Judging — Mailing. 
HERBERT A. WATTS LIMITED 
135 Liberty St. 


Toronto, Canada 
Telephone LEnnox 1-9986 
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You meet the most interested people...in TIME 


EVERY WEEK, for more than 179,000 Cana- 
dian families, TIME puts flesh and blood on 
the bones of the news, brings it alive, makes 
it memorable—and in the process, sets it 
against what has happened before and what 


may happen next. 


In following this news, TIME’s readers ab- 
sorb news about many a new product. 


And these readers 


use their information. 


TIME to reach your most interested 


As professional men, as upper-echelon execu- 
tives in business and government—and as 
upper -income homemakers—they influence 
and make key buying decisions. 


If you are an advertiser of industrial or 
consumer goods, you should be talking to 
TIME’s readers. They make up Canada’s most 
interested audience—the most interested 
market for whatever you have to sell. 


market 
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With 526,713 circulation (ABC June 30, 1957) 
LIBERTY now reaches an audience of over 
1,219,500 readers 45 years of age and under. 


A larger under 45 audience than 
ANY* other Canadian magazine. 


LIBERTY readers also have the money to spend. 


A larger percentage* of LIBERTY readers are 
in the $3,000 to $10,000 bracket than 
ANY other Canadian magazine. 


LIBERTY readers can be reached at a lower* 
cost per thousand, Circulation or audience, 
than ANY other Canadian magazine. 


HERE'S OUR CIRCULATION GROWT 
~ OVER THE PAST FIVE YEARS — 


459,428 Dec. 31, 1955 
"506,299 June 30, 1956 
511,945 Dec. 31, 1956. 


LIBERTY has the strongest circulation 
structure of ANY* Canadian magazine 


HERE ARE THE LATEST FACTS 


LIBERTY sells FEWER** cut-rate subs. 

LIBERTY sells FEWER** premium subs. 

LIBERTY sells MORE*™* single copies. 

LIBERTY sells MORE*™ three to five 
year subscriptions. 


LIBERTY delivers FULL-MEASURE*™* circulation 


Canada's Young Fesutty Market — 


Write for complete comparisons of all Canadian 
magazines to LIBERTY, Advertising Department, 
73 Richmond St. West, Toronto 1, Canada. 


*C.C.P.R. 1957 **A.B.C. June 30, 1957. 


|Advertising Bureau of Canada 
|shows a fairly static advertiser 
| picture for the past seven years: 


1950—1,288 1954—1,349 
1951—1,219 1955—1,258 
1952—1,379 1956—1,208 


| 1953—1,408 


British Program 
a asain Refuses 
to Air BBC Plug 


Lonpon, Oct. 29—Associated 
| Rediffusion, one of the British 
commercial television companies, 
| last week rejected a 60-second 
| network spot because it plugged 
‘a British Broadcasting Corp. pro- 
gram scheduled to run tonight. 
| Dolan, Ducker, Whitcombe & 
|Stewart booked the spot for its 
|client, the British Trawler Feder- 
ation. It was supposed to have 
run last night. 

Anthony Fell, a member of Par- 
liament, was to appear in the live 
spot to say: 

“Tomorrow night at 9:15 on 
BBC television there is a fascin- 
ating full-hour dramatic program 
about British trawlermen. 
| “This program, which is called 
|‘Skipper’s Ticket,’ will give you 
|an idea of how tough the life of a 
| trawlerman is. Make a date now 
_—BBC at 9:15 tomorrow night and 
|see the men who bring you your 
| fish.” 


® Associated Rediffusion turned 
| oa down on the ad, claiming 
'that it would be “detrimental to 
‘the interests of other advertisers 
who have booked space on ITV 
during the period of the BBC pro- 
| gram.” 

Pat Dolan, head of DDW&S, 
vigorously protested the rejection. 

He told ADVERTISING AGE: 


“Associated Rediffusion tele- 


phoned to say they thought the) 


Advertising Age, 


November 4, 1957 


NO BLUNDERS, PLEASE—Partners of Publicity Services Ltd., Montreal, 
shown celebrating its tenth anniversary, are specialists in interpret- 


ing the French market for advertisers, agencies. Example: 


when 


British mouth wash maker planned an ad drive suggesting divorce 
might result from halitosis, PSL explained that “in French Canada, 


a man doesn’t divorce his wife no matter how she smells.” 


L. to f.: 


Placide Labelle, 47, president; Jacques Girouard, 44, vp and secre- 
tary; Nolin Trudeau, 45, vp and managing director, and Marcel 
Pare, 43, vp and treasurer. 


script for the live commercial was} 


a joke. Then, when they were as- 
sured it was anything but a joke, 
they flatly refused to pass the 
copy. 

“We think this is ridiculous. 
There is certainly a precedent 
for it in that newspapers constant- 
ly accept copy and advertisements 
from competing newspapers 
plug special features.” 


to | tions. 


Maryland Directory 
Company Guilty of Fraud 

The “Classified Business Direc- 
tory” of Maryland and its three 
controlling officers have been 
found guilty in Baltimore federal 
court of defrauding businesses of 
approximately $87,000 through 
|misleading advertising  solicita- 
Company officers are Je- 
rome B. Linden, David Bach and 


Associated Rediffusion replied! Robert Bayliss, all of New York. 


that this analogy was not valid. 
A spokesman told AA: “We 


Judge Roszel C. Thomsen said 
| the defendants had sent documents 


have not yet reached the point|through the mail which were de- 
where you can split a tv screen| signed to be misinterpreted as bills 


to watch two programs at once. 


for ads in the classified telephone 


Nor can you watch two receivers| directory. Sentencing was deferred 


simultaneously. You can, however, | 
buy two newspapers.” + 


/pending disposition of a motion 
for a new trial. 


Sell the 


Canadian 


| Market 


that stands... 


100,406 COPIES DAILY 
| LONDON, 


A.B.C. 12 MOS. ENDING MAR. 31 
ONTARIO, CANADA 


FOR AN ACCURATE CROSS-SECTION OF CANADA... 


When you plan to make an 
impression on Canada, or 
test your campaign, The 
London Free Press offers 
dominating coverage of 
Canada’s seventh newspaper 
market ... a market that 
racks up $600,000,000 in 
retail sales ... with London 
the fastest growing capital 
investment centre in Ontario! 


The London Free Press 
gives your advertising the 
extra impact of a great 
newspaper, backed by 
complete marketing services 
. Stock checks, split-runs, 
tie-ins, hookers, ... whatever 
you need to gain maximum 
effectiveness, in Black and 
white or R.O.P. COLOR! 


Write us today about 
your plans for Canada! 
Chas. G. Fenn, 
Advertising Manager. 
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Advertising Age, November 4, 1957 


‘Man, They’re Scarce’... 
Creative Manpower Shortage Called 
‘Dreadful’ by Canadian Admen 


Agency Employes Double, 
Salaries Quadruple, but 
Management Pressed 


ployes in Canada were employed 
by the 11 agencies with billings 
of $5,000,000 or more. These 11 
agencies billed ua total of $123,- 
260,546, or around 55%, of the! 


107 


national billings total of $204,580,- | ploy the bulk of Canadian agency|ments of the major agencies in 


522. In other words, in Canada, a 
tenth of the agencies employ two- 


| personnel]. 


|\Canada, who regard themselves 
as well able to compete. There is 


thirds of the people and account|s The invasion of the U. S.-head- some resentment among Canadian 


for 55% of the national agency 
billing. Moral: it is a concentrated 
business. 


8 While it’s concentrated, it’s in- 
creasingly competitive. There are 
more agencies in Canada (57 in 
1946, 110 in 1957); the membership 
of CAAA has doubled from 1947’s 
25 to 50 this year, and they em- 


| quartered advertising agency 
made the agency business more 
jcompetitive. It was even ru- 
mored that a new agency asso- 
‘ciation might be formed, a couple 
of years ago, composed solely of 
agencies which were distinctively 
Canadian. The movement was 


jagencies toward the “shadow 
agency,” a term used to describe 
a U. S.-based agency office with 
\a skeleton staff formed to place 
|billing in Canada but incapable 
of rendering any depth of service. 
| Probably the largest of the 
U. S.-based agencies in stand- 


abortive, largely because of the | point of billing is Young & Rubi- 
opposition of the senior manag-|cam Ltd. It began in Montreal in 


vertising is suffering from an 
acute shortage of 
competent people. 
The situation has continued for | 
the past several years despite an 
estimated doubling in the number 
of employes in advertising de- 
partments in the past decade. 
Einar V. Rechnitzer, president | 
of Maclaren Advertising, says that 
the shortage is “dreadful” and 
that creative men are shortest of 
all. James Ferres, Maclaren exec 
vp, adds: “Don’t know what we’d 
| do without the influx of advertis-| 
ing men from the British isles. | 
About a third of our creative peo- | 
ple are British.” 


TorRONTO, Oct. 29—Canadian ad | 
| 


experienced, | 


| 
| 
| 


s All of this is not surprising if, | 
as observers believe, advertising 
in Canada is in the process of | 
becoming a $600,000,000 business. | 

One of the aims of the new) 
Council] of Canadian Advertising | 
(formed by the Assn. of Canadian | 
Advertisers and the Canadian 
Assn. of Advertising Agencies) | 
is formation of a national com- 

) mittee on advertising education 
to investigate and assist in re-| 
aligning educational facilities | 
available to young people who! 
want to get into advertising. 

H. D. Roach, manager of Mc- 
Kim’s Toronto office, stresses the 
agency’s acquisitions of trained 
marketing, advertising and sales 
people from advertiser organiza- 
tions—General Foods and Procter 
& Gamble, for instance. But Mc-_ 
Kim is now embarked on an in-| 
tensive in-shop training program | 

; for its younger people, and ex-| 

: pects to get a good many of its 
senior people into training ses- 
sions, too, to bring them up to 
date on work and practice out- 
side their areas or accounts. Mc- 
Kim had also recently acquired a 
new creative man, Edward Gard-| 
ner, from Ogilvy, Benson & Ma-'| 
ther in New York. 


s “I finally got a good research 
man,” said the Toronto manager 
of a U.S.-based agency, “but man, 
they’re scarce. To find a good one, | 
you've got to look. I guess I saw | 
60 people.” 

Behind the concern of agency 
management over personnel lies a 
fairly simple statistic. The num- 
ber of people employed in Cana- | 
dian agencies has more than dou- 
bled from 1946 to 1956—1,816 to) 
3,790. Further, the money paid 
them has nearly quadrupled—from 
$5,003,265 in 1946 to $19,757,887) 
in 1956. 

J. M. Pretty, vp of Cockfield, | 
Brown & Co., Toronto, notes that | 
in 1947 the agency had 228 em- 
ployes, and today it has 508) 
(largest in Canada, and represent- 
ing about 14% of the agency to- 
tal). C. W. “Wis” McQuillan, exec 
vp of Cockfield, Brown, Toronto, 
figures that ten years ago one 
could support an employe on 
about the prewar standard of bill- 
ings—$35,000. Now he figures bill- | 
; ings have to run close to $60,000 
per employe. 


es It might be worth noting at 
this point that, since 508 people 
work for Cockfield, Brown, and 
Maclaren employs 400, that very | 
nearly a fourth of the 3,700 people | 
employed by the 110 agencies in| 
Canada are employed by two agen- | 
cies. 

Also, at the end of 1956, about 
2,228 of the 3,790 total agency em- 


| 
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If you sell across 


Canada 


are you advertising 


market in Canada 


across Canada? 


‘The STAR WEEKLY 


covers every English-speaking 


Published at 80 King Street West, Toronto 
U.S. Representatives: Ward Griffith Company Inc. 
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1934 with a manager and a sec- 
retary, and had $92,873 in billings 
its first year. In 1936 it opened in 
Toronto, and that year had a total 
staff of 17, and total billings of 
$321,950. It now has a staff of | 
196 in the two offices, and esti-| 
mates its 1957 billing at about 
$8,316,300—which ought to rank) 
it about fifth among Canadian | 
agencies. It’s fully-staffed, has 
French specialists and a _ public 
relations department. 

Along with new agencies, and 
the Yankee invasion, the agency 


business in Canada has also faced | 


(1) the tendency of major adver- 
tisers to split their accounts 
among agencies, something un- 
common a decade ago, and (2) an 
end to the old practice of handling 
competitive accounts, which used 
to be common as late as 1950. 


® Otherwise—aside from its phe- 
nomenal growth—it’s very much 
like the agency business in the 
states. The rush is more genteel, 
and the panic is more disciplined, 
but it’s pretty much the same kind 


|of business on St. Catherine's St., 
or Richmond St. West, as it is 
fon Lexington Ave. and Michigan 
| Boulevard. 


Advertising: Tale 
Of Two Cities 


For practical purposes, adver- 
tising in Canada is largely a twin- 
|city operation—in Toronto and 
| Montreal. The postwar decade has 
|been particularly good to Toronto, 
|which now shapes up as the ad- 
|vertising capital of the Dominion. 
The headquarters of most of the 
consumer goods companies are 
there, including the makers of 
most packaged products. An im- 


generous liquor views. 


vertising has generally meant 
that agencies—even those origin- 
ally headquartered in Montreal— 


This is PROGRESS! 


@ Since its first issue 


, La Patrie Rotogravure Section 


has stood out as the most effective medium for 


This emphasis on consumer ad-| 


covering the prosperous Province of Quebec 
Market. 

During the past 10 years advertising lineage 
has increased by 71.6%. 

Today, La Patrie Rotogravure carries more 
advertising than any other French Rotogravure or 
French Magazine published. 


— and something is now being added | 


Advertising Age, November 4, 19: 


GROSS NATIONAL PRODUCT aveRAGeD ¢ 
IN 1956, 11 PER CENT 


a SOMGNY AGusTEd ArnuGt Roves 


ABOVE THE PREVIOUS YEAR 


- 
) 


7 


29.9 BILLION THE MA 


FOR NEW 


$4, 


om “1” om 
1953 1956 1955 


1956 1957 1955 


ECONOMY IN 1956 WAS BUSINESS CAPITAL OUTLAY 


JOR EXPANSIONARY FACTOR IN THE 
PLANT, MACHINERY AND EQUIPMENT 


a Oily Adwsted Annvo! Rotes 


(BL LIONS 


TOTAL GUSINESS DURAMLE 
APiTAL INVESTMENT 


’ ” 
1954 1955 1956 1957 


GROWTH ECONOMY—The chart at left 


portant exception is the alcoholic | 97088 national product shows how Canadian produc- 
beverage classification, which pre- | tion has swelled in the last four years. Early quar- 
fers Montreal and Quebec’s more ters of 1957 were about even with 1956. GNP was 
$29.9 billions in 1956, up 11% from ’55. The right- 


of the growth in 
ery and equipme 


hand chart shows how investment in plant, machin- 


nt has grown over a four-year peri- 


od. The equipment and construction markets have 
boomed since the war, but tightened credit rates 
have slowed construction during the past year. 


| 


| billing. The major advertising as- | 


(although Montreal’s Advertising 
|\& Sales Executives 


less dominant. (An advertising| 


unusually talented artists from) 


|fices either lead or equal them in/|lilt and the Scots burr are now|and Whinnem formerly were with 


Shattuck, Clifford & McMillan. The 


have found that their Toronto of- | S°ciations are based in Toronto|plus has been the entry of some other eight were with Chambers & 


Wiswell. The new agency also has 


Club has|Middle Europe, whose techniques |been named to handle advertising 


|grown from 600 members in 1947 have imparted a new vitality to|for Wildcat Mountain Corp., new 


to 1,016 in 1957.) 


ure Toronto and Montreal in Amer- 
ican terms, pointing out Montreal 
(population 1,620,758) is about the 
size of Cleveland, Toronto (popu- 
lation 1,358,028) about the size of 
Baltimore. Vancouver, whose 665,- 
017 population makes it the fast- 
est growing city on the West 
Coast, is about 6/7ths the size of 
Seattle. 

Certainly Montreal and Toronto 
have caught most of the new in- 
dustry coming into Canada. By 
and large, consumer goods and 
packaged products have chosen) 
Toronto, while capital goods and 


come. Toronto’s belt runs from 
the Niagara peninsula through | 
Peterborough; Montreal’s goes up 


and down the St. Lawrence on | 


‘either side—and _ includes such | york, has 


sites as the new community of | 
Candiac on the St. Lawrence de- | 
velopment, eight miles from Mon- 
treal, which ultimately will sup- 
port some 60,000 people. + 


|Canadian posters and displays.) |ski and resort area in Pinkham 
|Both cities are lodged in tremen- | 
s Some Canadians like to meas-|dous industrial belts, with more to|and consumer magazines will be 


Notch, N. H. Newspapers, skiing 


used. 


Four Join Gore, Smith 

Gore, Smith & Greenland, New 
appointed four persons 
to its staff. They are Paul Zappert, 
formerly with McCann-Erickson, 
media director; Harriet Olguin, 
previously with Bachenheimer- 
Lewis, group copy chief; Lee 
Thuna, formerly with Norman, 


New Chambers Agency Names |Craig & Kummel, radio-tv copy- 


12 to Exec Posts; Adds One 
Chambers, Wiswell, Shattuck, 


writer, and Robert Grosz, previ- 
ously with Donahue & Coe, assist- 


Clifford & McMillan, Boston, @%t account executive. 


industrial advertisers have tended | formed in October through a merg- | 
toward 5 7 Be (AA, Oct. 7), has appointed 10) Zuzenak Joins Newspaper 

The two cities are the richest of | men vps and members of its execu-| The St. Louis Review, official 
the Dominion. In a recap of 1953|tive committee. They are Charles|newspaper of the archdiocese of 
tax returns, Montreal filed 452,-|H. Pinkham, director of research; |St. Louis, has appointed Adolphe 


Effective January Ist, 1958, 
La Patric 
ROTOGRAVURE 


will be published in a new 
format; the page size will 


change to 


180 lines x 5 columns 
(12%" x 10 inches) 


The new format will permit the addition of eight 


extra pages. 
roto section will 


Easier to read, the enlarged 


result in increased readership 


and give more exposure to your advertisements. 


fla }) 


atric 


ROTOGRAVURE 


UNITED STATES REPRESENTATIVE; 
RALPH R. MULLIGAN 


75 East Wacker Dri 
8217 Beverly Bivd., Los 


180 St, Catherine St. East, Montreal 
Toronto: 19 Melinda St. 


141 East 44th Street, New York 17, N.Y. — OXford 7-082! 


ve, Chicago 1, ill, — FRanklin 2-1946 
Angeles 48, Col. — WEbster 8-3206 


510 returns on wages and salaries B. Rance Flanagan, creative direc- |J. Zuzenak director of advertising. 


|of $1,317,437; Toronto filed 515,- 
950 on $1,511,798 in wages and 
salaries. Total income for Mon- 
treal, $1,608,135; Toronto, $1,828,- 
107. Vancouver reported 169,320 
returns, on $497,872 wages and 
salaries, with a total of $594,035. 
The cities have distinct person- 
alities. Toronto’s is midwest Bri- 
tish, Montreal’s Gallic. Toronto | 
has a flood of immigrants from) 
central Europe, so that the Irish 


tor; Nathaniel H. Sperber, public 
relations director; Flavel D. Ray, 
industrial plans; Donald A. Mars- 
den, operations; David S. Garland, 
consumer plans; John S. Myers Jr., 
grocery products; Robert F. Webb, 
account executive, and Frederic W. 
Wicks and Donald M. Ulen, copy 
chiefs. In addition, J. George 
Whinnem and Ronald W. Rose 
have been named art directors. 
Messrs. Marsden, Ray, Wicks 


He formerly was vp in charge of 
advertising, merchandising, mar- 
keting and research of Tom Boy 
Stores. 


Paper Co. Adds N.Y. Office 

Northwest Paper Co., Cloquet, 
Minn., has opened a New York 
sales office in the Graybar Bldg. 
Richard W. Close, formerly with 
Eastern Corp., heads the new of- 
fice. 


DOUBLE- 
BARRELLED 
SELLING 
POWER 
in 
sales-rich 
FRENCH 
CANADA 


296,73 


you want to do a thoroug 


Color Service. 


NEW YORK CHICAGO SAN FRANCISCO 
12 East 41st Street 435 N. Michigan Ave. 605 Market Street 
LExington 2-3739 SUperior 7-2290 YUkon 2-3954 


French Canada’s No. 1 Weekend Paper 


PHOTO® JOURNAL 


TOUT PAR LIMAGE 


Largest circulation of any printed medium directed to 
women in the Province of Quebec. 


Average A.B.C. Circulation 1st quarter 1957, 143,095 
*A.B.C. ending March 31, 1957 


These two widely-read, thoroughly-read papers are musts if 
Handy tabloid size, easy-to-read format to give your advertis- 


ing impact. FINEST ROP COLOR PRINTING on ultra modern 
Goss Headliner presses. Members of Milwaukee Journal ROP 


For all the facts on the rich French Canada market contact: 


HENRY DE CLERQUE INC. 


LE PETIT “JOURNAL 


v 


5 weekly* 


h selling job in French Canada. 
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Made to order to bring you 
more business from the U.S.A. 


THE NEW YORK TIMES 


BUSINESS REVIEW 


WEDNESDAY, JANUARY 8, 1958 


Want to attract the favorable attention of U. S. inves- 
tors or industrialists? . . . to influence a vital U.S. audi- 
ence with your public relations message? . . . to create a 
larger market for your products in the United States? 


One of your best promotional opportunities is The 
New York Times Business Review of the Americas on 
Wednesday, January 8. 


This annual review will be published as part of the 
regular issue of The New York Times. Its authoritative 
news reports, charts, tables and pictures will give 
New York Times readers a clear and accurate view of 
business and economic conditions throughout Canada. 


It will be read and referred to by business, industrial 
and financial leaders across the U.S. and Canada... 
by trade and shipping people, retailers and other ex- 
ecutives who plan and carry through major business 
policies and programs. 


OF THE AMERICAS 


ee 


sun . Sithaediele aes ee) 
THE AMEEICAS. A FINANCE-TRADE REVIEW i 


a 


It will receive the closest stessbidass too, of U. S. Govern- 
ment officials as well as editors, journalists, educators, 
clergymen and trade association leaders who influence 
public opinion. 


As consumers, too, New York Times readers are of 
prime importance — more than 600,000 above-average- 
income families in all the 48 states. 


Plan now to tell this alert, interested audience your 
story with your advertising in The New York Times 
Business Review of the Americas. If you wish more 
information, we will be glad to answer your questions. 
Write to Canadian Advertising Department, The New 
York Times, Times Square, New York 36, N. Y. 


The New ork Cimes 


STARTS PEOPLE THINKING ALL OVER THE U. S. 
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Altshuler Joins Magnetic 
Recording Industry Assn. 
Edward A. Altshuler has been 
named managing director of 
the Magnetic Recording Industry 
Assn., New York. He now heads 
the Los Angeles management con- 
sultant business of Altshuler & 


Co., and formerly was national 
marketing manager of the tape re- 
cording division, American Elec- 
tronics Corp., and chairman of the 
public relations committee of the 
association. Offices of the associa- 
tion will be established by Mr. 
Altshuler at 6234 Scenic Ave., Los 
Angeles. 


Luce Buys Consolidated 

Luce Press Clipping Bureau, 
New York, has purchased the Con- 
solidated Press Clipping Bureaus, 
Chicago. The Chicago operation 
will continue with its present staff 
under the supervision of John Hei- 
berg, who has been manager for 
seven years. 
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Merchandising Ideas 


EVEN IN ITALIAN IT’S: 


Convincete i lettori Tnjluenti 
della SPost—lore lo diranne agli altri! 


“Sell the POST 


INFLUENTIALS —they tell the others!” 


BY LAND...BY SEA...BY AIR...CANADIAN PACIFIC 


World’s most complete trave/ system 


7 
‘Shea aeabe 


sas sos = =o oes) 


6, 


BY LAND—Canadian Pacific operates the only “Scenic Dome” passenger cars in Canada on the 


world’s longest “Dome” route. Freight and passenger trains serve Canada from sea to sea. 


BY SEA—Gracious White Empresses, including the new “Empress of England,” form a fleet of 


luxurious liners linking Canada and Europe. 


BY AIR—Fast, modern air liners to Europe, Hawaii, Sou 


th Pacific, Mexico, South America, 


The Orient. And entering service soon, the “Britannia,” world’s largest turbo-prop aircraft. 


, 


Canadian Pacific 
rounds out its world 
of travel services with 
the last word in: 


HOTELS 
~ COMMUNICATIONS 
EXPRESS 


By land, by sea, by air, Canadian Pacific 
provides for Canada’s expanding travel — 
needs with modern equipment and new | 
services. | 


Camadion Pacific 


Recipes Use Chips 

e Potato chips and their use as a 
recipe ingredient are featured in 
a recipe book, “Recipes That Pep 
Up Meals,” published by Wise Po- 
tato Chip Co., Berwick, Pa. The 
recipe book, designed to acquaint 
housewives with the uses for pota- 
to chips as a recipe ingredient, 
is being offered free with the pur- 
chase of Wise potato chips or any 
Wise potato product. The book 
contains 61 recipes that include 
appetizers, desserts, entrees, vege- 
tables, candies, cookies and cakes. 


Norge Talks Turkey 
e Appliance dealers this Thanks- 
giving season will do more than 
“talk turkey.” They will offer a 
turkey with the purchase of a 
Norge washer, range or other 


September 20, 1957 
FOR ALL MOTOROLA DISTRIBUTOR SALESMEN 
HERE, SIR, IS TWO BITS FOR YOU! 


Yes, no need to bite it. 
what we'd like you to do with it, 


day. (You'll be one of 30, 000,000 readers.) 


use it to buy a coke or @ root beer. 
Sip your drink 


That's all, 


prospects, . 


HJM:1 
Enclosure 


P.S. If you don't like soft drinks, you clear 4 nickel. 


Motorola. 


It's cash. A good American 25¢ piece. 


(1) Take this two bits to your nearest newsstand on Thursday, September 26, 
Pay 29¢ of the 25¢ for the September 30 issue of LIFE MAGAZINE out that 


(2) Take LIFE MAGAZINE and the extra nickel! to your nearest drug store and 
(After business houre, of course!) 

as you sit there admiring the big, full-color MOTOROLA 

GOLDEN SATELLITE TV spread on pages 34 and 35. a copy of Life 
The magazine and the nickel drink are on us. 


First, mark the ad pages in LIFE and on each dealer call, show him the ad 
and tell him that it's going into the homes of families who are his best 


Second, ask him to display the colorful counter cards and window streamers 
reproducing the ad, which are being bulk-shipped to your office today. 
Finally, please let me know what you think of this kind of merchandising. 
Does it help you? Do you have any suggestions? I'll appreciate any com - 
ments you'll send me on the enclosed postage -free card. 


Sincerely, 


dete 


e of Advertising 


Mf you don't like soft drinks 
AND already subscribe to LIFE, you clear a quarter. 
just another example of the “dough” you and your dealers can make selling 


Norge home appliance. During the 
Turkey Trot promotion, Norge 
dealers will issue a certificate for 
a pre-frozen stuffed turkey which 
may be exchanged at local food 
dealers from Nov. 1 through 
Thanksgiving. Norge will give the 
customers “their favorite dish as 
well as their favorite appliance,” 
Harold P. Bull, vp of distribu- 
tion, Norge division, Borg-War- ~~ 
ner Corp., says. Backing the pro- 
motion will be mentions of the 
program on Armour’s portion of 
Arthur Godfrey’s tv and radio 
shows, and Norge dealers will use 
newspaper ads, radio commercials 
and window displays. 

Norge, a company with a flair 
for merchandising, is also em- 
barked on another promotion—the 
Hi-Fiyer festival. A 2’ long toy 


tay 


FOLLOW uP—Mo- 
torola followed 
up a recent ad ~ 
campaign in Life 
with this letter 
containing a 
quarter to its dis- 
tributor sales- 
men. The mail 
piece suggested 
the salesmen buy 


And here's 


anda nickel 
drink with the 
quarter, taking 
time to admire 
the Motorola ad 
in Life while sip- 
ping the drink. 
Motorola asked 
the salesmen to 
show the ad at 
each dealer call, 
urging dealers to 
display counter 
cards and win- 
dow streamers. 


We ask only two things. 


Thanke a lot. 


But whatever --this is 


POPULAR 


REVISTA 


200 East Ontcrio 


men with the POWER TO BUY! 


| 46% are presidents, owners, partners 
... 63% own homes... 64% own one 
or more automobiles . . . 72% are 
heads of families ... 89% are in busi- 
ness or professions ... 74% have pur- 
chasing authority or influence in com- 
pany business and 82% purchase 
equipment that originates in the U.S.A.! 


POPULAR mecuanics Saletmaleonal EDITIONS 


gets you to the 


* One of five top- 
readership international 
editions that get you to 
the men with the power 
to buy in Latin America, 
France, Western Ger- 
many, Sweden, Denmark. 


* Chicago, Mlinois 
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helicopter, the Whirlybird, that 
can soar 300’, is the star. Ordi- 
narily available for $3.95, the 
Whirlybird will be sold for $1.49 
to any child whose parents watch 
a demonstration of a Norge auto- 
matic washer or dryer. Mr. Bull 
Says the premium proved a heavy 
traffic builder in marketing tests. 
Norge has designed point of sale 
banners, a four-color newsprint 
broadside and ad mats to stimulate 
dealer promotion. 


Planetariums Promoted 

e Spitz Laboratories Inc., York- 
lyn, Del., has published and is 
sending to business executives an 
elegant booklet about its Spitz 
planetariums. The booklet, writ- 
ten with tasteful dignity, describes 
the planetarium—the instrument 
consists of a “coordinated set of 
projectors which show the stars, 
planets, sun and moon .. .” And 
it tells the recipient that “certain- 
ly one could select no finer gift 
to make to his fellow man than a 
planetarium instrument or com- 
plete installation. Many individ- 
uals and business organizations 
have decided that a planetarium 
would be the finest gift they could 
make to their communities.” The 
16-page booklet, with simple, deep 
blue and gold cover, is liberally 
illustrated with photographs. 


Distiller Otters Bal] Markers 
e Old Hickory, which Publicker 
Distiller Products Inc., Philadel- 
phia, has been promoting as the 
“brand of the bourbon man,” is 
now heading for a new title as the 
“brand of the golfing man.” To 
give the brand additional impetus 
in clubhouse bars around the 
country, the company is offering 
for distribution Old Hickory golf 
ball markers. The golf ball mark- 
ers are being distributed to pri- 
vate golf clubs and are being made 


19TH HOLE—Old Hickory golf ball 

markers for use on stymied shots 

are being made available through 
golf clubs and hotels. 


available free to members in spe- 
cial displays. The display is a 
king-size old-fashioned glass about 
4%” high carrying the message: 
“Old Hickory, the perfect shot.” 
A pennant clipped to the glass an- 
nounces the markers are free. The 
marker itself is made of plastic, 
with a top shaped like a barrel 
head, and of course, the Old Hick- 
ory name is prominently carried. 
The markers also will be made 
available to resort hotels. 

A promotional piece designed 
for golfers comes naturally to Old 
Hickory. The brand’s national 
sales manager is Howard Everitt, 
leading amateur linksman and re- 
cent winner of the Philadelphia 
Golf Assn. tournament. 


Steak Knite Boosts Sales 
e Champlin Oil & Refining Co., 
Fort Worth, tells a merchandising 
success story in the October issue 
of “Cycler,” Champlin’s bi-month- 
ly employe publication. This 
“story of a knife” began some 
six months ago when Ed Gains, 
Champlin ad manager, and Tracy- 
Locke Co., the company’s agency, 


were casting about for “a real 
traffic builder—something that 
would bring more _ customers 
across Champlin driveways and 
keep them coming back.” Stain- 
less steel steak knives were chos- 
en as a premium that was more 
effective than a giveaway and had 
enough appeal so the public would 
purchase it from Champlin deal- 
ers. To begin the promotion, a 
group of professional interviewers 
called on housewives in a select- 
ed area—perhaps 500—and pre- 
sented her with a gift of one steak 
knife, then told her she could com- 
plete her set of six by purchasing 
10 gals. of Champlin gasoline plus 
a quarter for each additional knife. 

Champlin reports that in the 
six months it has been in use, the 
promotion has doubled and tripled 


DOOR PRIZE—This painted bulletin, located at a busy imtersection in 
Columbus, O., was awarded to Bennett Distributors, central Ohio 
Philco distributor, at a cocktail party given by Radow & Alpers 
Advertising Agency for its clients. Winner of the bulletin, which 
remained at the location one month, was selected in a drawing. 


gallonage at various Champlin sta-|is approaching the 200,000 mark 


tions, and at present the company |for number of knives bought and 
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sold through the promotion. Of 
this number, 85% to 90% have 
been self-liquidated, i. e., have 
been sold to Champlin customers 
purchasing a required amount of 
gasoline. Because of the success 
at the dealer level, the deal now 
is being extended to promote sale 
of lubricating oils and greases to 
farmers through distributors. Soon 
to be added to the steak knife 
program is the offer of a hostess 
set of four stainless steel pieces 
as a supplementary gift to the 
knives. # 


Jack Bedford to BBDO 

Jack Bedford, formerly sales 
manager of the Dr. Chase Med- 
icine Co., has joined the Toronto 
office of Batten, Barton, Durstine 
& Osborn as an account executive. 


growth of Canada 


dynamic markets 


reflecting tremendous | 


From coast to coast 24 rich Thomson Newspaper Markets dynamically demonstrate 
Canada’s economic progress. 


In Sudbury, for example, where the average family income is a record $7,178, su 
plier of 90% of the world’s nickel and one of the most active mining fields in the world 
today, the impact of growth is such a powerful force that a program of expansion cost- 
ing more than a $1,000,000 has been found necessary by the city’s chartered banks. 
Timmins, with an average family income exceeding $6,500 and centre of the greatest 
gold-producing area in the western hemisphere, Nanaimo, centre of a rich lumbering 
area, Sarnia, home of rapidly flourishing petro-chemical, oil-refining and shipping 
industries are but a few of the 24 Thomson Markets that last year rang up over a billion 
dollars in the retail sales alone! 


This tremendous development over the last decade, nurtured by the vital industrial 
and commercial expansion of the country, has unfolded a great store of sales oppor- 
tunities for advertisers. 


Thomson Newspapers afford the surest, quickest way of taking advantage of these 
opportunities, because each of them stands out as a leading influence in the community 
it serves. National advertising appearing in these papers, giving in most cases a saturation 
coverage, really goes to work for you at the local level, where goods are bought and sold. 
In addition, the Thomson Newspaper skilled marketing team, having first-hand knowled 
of their individual markets can give you up-to-minute information which will directly 
influence your sales. 


For full details on the Thomson Newspapers and their buoyant markets, contact any 
of the offices listed below. 


THOMSON NEWSPAPERS ADVERTISING SERVICE 


Toronto, 44 King St. W. 


Montreal, 225 Shell Tower Bidg. Vancouver 1128 W. George St. 


London, England, 63 Fleet St. E.C.4. 


U.S.A. Representatives—Johnson, Kent, Gavin & Sinding, Inc., 250 Park Ave., New York 17, N.Y. 
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International CofC Comes Out for 
Commercial TV; Finds Public Likes It 


New York, Oct. 29—The Inter- 
national Chamber of Commerce 
went on record last week in sup- 
port of commercial television. 

Meeting in Paris, the governing 
body of the ICC unanimously 
adopted a resolution which, in ef- 
fect, urges worldwide extension of 
television advertising. 

The resolution stated that com- 
mercial tv operations in the U. S., 
Canada and Britain have shown 
that tv advertising “is acceptable 
to an overwhelming majority of 
the public.” 

The ICC represents business men 
in 38 countries and its unqualified 
approval of commercial tv is 
considered significant in light of 
the considerable amount of gov- 
ernmental and business opposition 
that commercial broadcasting still 
faces in many countries around the 
world. 


s The subject of television adver- 
tising has been warmly debated 
in the ICC for a number of years 
now. Although the chamber, 
through its Commission on Ad- 
vertising, has drafted standards 
and ethical codes for various 
phases of advertising (including 
screen advertising in movie thea- 
ters), it has refrained—up to now 
—from taking a stand on the “hot 
potato” issue of commercial tv. 

That it is ready now to press the 
issue indicates the increasing ac- 
ceptance commercial television is 
winning in country after country. 
Following the successful launching 
of commercial tv in Britain and 
Japan—two countries which pre- 
viously prohibited all forms of 
broadcast advertising—many other 
nations have become interested in 
tv advertising. 


® Proposals for the introduction 
of commercial tv have been under 
serious consideration in Sweden, 
Belgium, Switzerland and the 
Netherlands. A limited form of 
commercial tv has been intro- 
duced in Germany, Italy and 
Spain. In France, where the ICC 
resolution was adopted, any kind 
of broadcast advertising is still 
strictly prohibited. 

Television Digest, in its latest 
“Factbook” (AA, Aug. 19), re- 
ported that for the first time there 
are now more countries that allow 
some form of tv advertising than 
there are countries that don’t. 

Outside of the U. S., the maga- 
zine said, there are 22 countries 
which permit tv advertising. 
These countries have a total of 
14,000,000 receivers and 273 sta- 
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SEND FOR a copy of FEATURE — | 
America's only publicity medium. | 
It reaches leading U.S. editors with |” 
your publicity feotures. 
CENTRAL FEATURE NEWS INC. 


1475 Broadway. New York 36, New York 


tions. Tv advertising is still pro- 
hibited in 20 countries with a total 
of 4,300,000 sets and 104 stations. 


# The most important factor in 
the spread of commercial tv is 
the high development costs. Coun- 
try after country has discovered 
that without advertising support 
television cannot be developed un- 
less set Owners are assessed with 
an onerous license fee—and even 
then, progress tends to be slow. 

The text of the ICC resolution 
is as follows: 


The ICC stresses that every 
means of mass communication 
should be available for the de- 
velopment of sales and the reduc- 
tion of final costs through better 
marketing in the common interest 


of producers and consumers. 

The ICC notes therefore with 
satisfaction that, in the light of 
knowledge of achievements re- 
corded in the U. S., Canada and 
the United Kingdom, a number of 
countries are considering the in- 
troduction or extension of tele- 
vision advertising. 

The ICC recommends that, with 
a view to facilitating these de- 
velopments, steps be taken to as- 
semble evidence from experience 
gained in the U. S., that the use of 


television advertising aids the ef-| 


ficiency of marketing and, further- 
more, is acceptable to an over- 
whelming majority of the public. # 


JAPAN IS FASTEST 
GROWING TV MARKET 


New York, Oct. 29—Manny 
Reiner, vp in charge of foreign 
operations for Television Programs 
of America, reported last week that 
Japan is now “the fastest growing 
tv market in the world” and the 
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U.S., Britain, Canada and Western 
Germany. 

Mr. Reiner, who is just back 
from a sales trip through the Far 
East, told a press conference that 
Japan has 17 stations on the air, 
with five more scheduled to start 
in January. There are both gov- 
ernment-operated and commercial 
stations in Japan. 


® Set ownership in Japan was es- 
timated by Mr. Reiner at 650,000, 
with circulation increasing at the 
rate of 60,000 sets per month. By 
the end of 1958, he predicted, the 
country will have 2,500,000 sets in 
use. 

Japan is proving to be a good 
market for American tv films, ac- 
cording to Mr. Reiner. He reported 
that government-approved dollar 
allocations for these films have 
been expanded to $325,000 a year. 

The TPA vp said films—both 
Japanese and imported—are the 
most popular program fare, with 


fifth most important behind the |average ratings of 42%. 


Elsewhere in the Far East, Mr. 
Reiner found the following condi- 
tions: Thailand, one commercial 


station, 10,000 sets; Korea, one 
commercial station, 1,000 sets; 
Philippines, one station, 8,000 
sets. # 


Sealy Account Moves to JWT 

Sealy Inc., Chicago, manufac- 
turer of mattresses and studio 
couches, springs and chairs, has 
appointed J. Walter Thompson Co., 
Chicago, to handle its national ad- 
vertising account. Edward H. 
Weiss & Co., which formerly han- 
died the national account, will 
continue to handle Sealy Mattress 
Co. of Chicago. The national ac- 
count bills from $500,000 to $600,- 
000 a year, concentrated in maga- 
zines, supplements and some net- 
work tv; the account including all 
licensees bills about $1,300,000. Ad- 
vertising of licensees is placed 
through local agencies. 


ean tHo 


33% of all adults in families with incomes 
of $10,000 and up in New York City 
and suburbs read The News 


Source: Profile of the Millions... a study conducted by 
W. R. Simmons & Associates Research, Inc. . . . after 
consultation and in accordance with the recommendations 
of the Advertising Research Foundation. Any 

New York News office can show you Profile. 
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‘Call-Bulletin’ 
Alters National 


Rate Structure 


San Francisco, Oct. 30—The 
Call-Bulletin has announced three 
significant changes for national ad- 
vertisers effective Jan. 1. 

1, It will offer bulk rates to gen- 
eral advertisers. 

2. It will also offer frequency 
rates. 


3. It will give a 2% cash dis- 
count. 


s This is the first time that any 
San Francisco newspaper has of- 
fered such rates to general adver- 
tisers. In recent weeks several oth- 
er papers across the country have 
made similar rate changes. The 
Call-Bulletin expressed the hope 
that its action “will stimulate the 
trend of newspapers to put such 
rates into effect.” 


b ign eae ee 


WHAT ELSE?—Van Zijl & Van Zijl, 


South Africa, commissioned Italian 


Johannesburg, 
sculptor Edoar- 


do Villa to do this 12’ mural—an interpretation of 
an ad agency and its functions—for its offices. 


Under the new schedule the open | 
bulk rate starts at 65¢. For 1,000 
lines within one year, the rate 
drops to 60¢, and then down, in 
successive stages, to 57¢ for 100,- 
000 lines within a year. 

Frequency rates will be released 
at a later date. # 


D-F-S Names Weilbacher VP 
William M. Weilbacher, who 
joined Dancer-Fitzgerald-Sample, 


New York, in 1953, has been ap- 
pointed vp and director of re- 
search. Mr. Weilbacher has served 


las media research manager, re- 
search project director and, most | 


recently, executive assistant to Dr. 
Lyndon O. Brown, vp and director 
of media, merchandising and re- 
search. D-F-S has also named 
Lloyd C. Miller associate director 
of research. He has been with the 
research department since 1951. 


CAAA Elects Johnson 

Elton Johnson, president of 
Locke, Johnson & Co., Toronto, 
has been elected president of 
the Canadian Assn. of Advertising 
Agencies. Other officers elected 
include D. E. Longmore, president 
of McKim Advertising, and Pal- 
mer Hayhurst, president of F. H. 
Hayhurst Co., vps, and W. H. Reid, 
manager director, Spitzer & Mills, 
secretary-treasurer. 


$10,000 and up incomes? 


... [he News has more readers in families with 
over $10,000 income than any other New York 
morning or evening newspaper! 


Want top-bracket customers? At the higher 
luxury level, among families with more than 
$10,000 annual income, The News delivers 


80,000 more than the 


World-Telegram & Sun 


110,000 more than the Times 
160,000 more than the Mirror 
170,000 more than the 


Herald “Tribune 


170,000 more than the 


Aen WE 


200,000 more than the Post 


Metropolitan New York has more upper 
incomes than any other market anywhere— 
and you reach the largest concentration of 
larger incomes in New York’s largest paper! 

And The News also gives you more college 
alumni, more two car owners, more stock and 
bond holders, more home owners, and more 
families with kids. It is your most effective 
medium for just about everything. 

With 4,780,000 adult readers daily, The 
News is your greatest selling opportunity. 
Want more sales, incomes, profits? Ask the 
nearest News office for all the facts. 


The News, New York’s Picture Newspaper... 


with more than twice the circulation, daily and Sunday, of any other newspaper in America:4% 
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If You Switch Your 
Strategy. Stick to 
Change, Brown Says 


PHILADELPHIA, Oct. 30—A big 
corporation can change its entire 


|marketing and promotion strategy 
|'and do so successfully, but it must 


have the courage to stick to its 
plans once the show is on the 
road, according to C. Stuart Brown, 
advertising manager of American 
Viscose Corp. 

Speaking before the Philadelphia 
Guild of Advertising Men, Mr. 
Brown described the long-range 
program his company initiated two 
years ago to build up its name. 
Until that time, he explained, there 
were over 16 brand names for 
American Viscose products. As a 
result, “we were establishing our 
trademarks but were not establish- 
ing our company . . . American 
Viscose Corp. had become one of 
America’s largest unknown cor- 
porations.” 


® Accordingly, Mr. Brown said, 
the corporation discarded all other 
names and gave each of its prod- 
ucts the same trademark—Avisco. 
It tripled its advertising budget 
and aimed a large part of its cam- 
paign at the consumer; its former 
program had been directed mainly 
to the trade. The company also be- 
gan issuing “Avisco Integrity Tags” 
to users of its fibers. 

Although American Viscose has 
not solved all the problems in- 
volved in the program in just two 
years, “we have made progress,” 
Mr. Brown said. Big corporations 
like American Viscose can change 
their plans of marketing and pro- 
moting for the better, he conclud- 
ed, but first the company has to 
“have the foresight to take an ob- 
jective look at itself and its fu- 
ture ... plan its new approach 
carefully and solidly .. . and stick 
to its plans.” # 


Agency Changes Name 

Wortman, Barton & Spohn, New 
York agency, has changed its name 
to Wortman, Barton & Russell. The 
new principal is Ormonde Russell, 
vp and account exec, who joined 
the agency in May. Robert C. 
Spohn has retired as vp. Albert B. 
M. Wortman continues as presi- 
dent and treasurer. Prior to joining 
the agency, Mr. Russell was an 
account executive with Morey, 
Humm & Warwick. 


HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 


Barney Kingston Merchandising Director 
Don't be fooled by the “outlet map” 
on your wall! It's one thing te put 
your product in stores——it's quite an- 
other to move it. 

If your product or service lends it- 
self to personal selling—whether in « 
home, office, store, institution, service 
station, will pay yeu te in- 
89% billion 
DIRECT SELLING FIELD. Manufaec- 
turers and agency ¢xecutives often 
amased to learn how casy and inex- 


ete —it 
the 


Let us aualyze your preduct or 
service without eblagetion on your 
part. If your preduct has potential in 
our field, we submit S4year seles- 
tested plan fer consideration; sample 
plan starts 50 new companies wer 
month . . ef which now 
from $250,000 te more than s1s% 
millien annually. 

a data F lg eur Merchan- 


é 219, » Stlsrmen's . n'y OFFORTUNI ify 


Chieago 10, Tl. 


a et a oes eee Ma eS Oe Ie ME ore ce OMe ee ME, IM | ~ OS) ea rt Cette SI are) ee eg a Ge nM ee ee wie cma ap et SR ce) oo BIR aia Ry den eR ae ack ue 
eee ar ee ote ta os. —- tar Seah: re eR cae a oe pence eM, ae ESS eR ge hr ek Lae itr ee ee oe hn eo ee a een ee: em Bich av ee |. th ’ ees at igen 
ae. ee eee Se ee ee ae ae eo an per) Fe Bo «eae Seah ee ae 
icles st cee ida BS lh) Ace ae ye i Nees Ye Se i ell > il ce eke Se ee pee eRe, et eee ac ea Pe ad Te ae aie Seer ee Ba Seal Mo, ty ee 
- ey ee ee a ts oo ke a Pen eee ae pate AO eee i! a ee ee ee, cs Sie, We ee aa ae yee ae a el pay a : ae : po BEE Ses ae ee 
al Neely: eee ea ee Ey A yg et ee ee oe ae eine = er ed see ce aN al a ee eee ieee ee oa : — che Bc ae : eS 3 Pr eee et hae meet 
peor: oleae aed ‘ + ai Oe Ferny a Seip re ee Tae ae ee reeee nee oe 5 Sei ee e eg I aman e ee ae <eemes Bie sed ia da lg ca ce ; 2 2 "ae vt 
-. ie Ree Tye * pi % 2 2 = i + pe real s " as fr aa oe F Fy 4 5 nce : ‘ ener € : . i f . s ree ey s 
x . : > ea ees 
. i age 
ig = 
Berea 
|_| aaah 
P he 
eee 
| ae 
"FE oe ae 5 ; saa glia: tality a 
: P ry y ff are 
——— " F : | ae ee it 
' i msm 8 ~ F eS 
—— : 23 es 
al fife =e , ie 
—— sr : - = al 
é . 
: ; — Oni Cr r 
om eee af 7 
le at err e ed is 
ipges Se ry a 
. = i sie 
3 oo : — aa 
— a » ve Eu ae a 
j io ata TT a eek 
me 
La 
pat 
a 
Ply 
fois 
Be as 
| | 
* s 
a EE EE EooOooE———e a: 
eae 
“sale 
ne i 
ean 
<a 
aah a 
ae 
Ee a 
ee 
; “ae 2 
| See 
eae 
a Ee. 
| a eae 
| ae 
* : 
as 
| too os 
oe 
: ae 
: Ee 
. oo 
| ete 
ie 4 
ae 
eae 
, : epee 
s wes 
area 
; sky a 
ce 
! NS et 
' cca 
ie les 
a a 
= ‘ pone 
, inte 
‘ Fee, 
Teste ae 
+: 
4 / ore 
‘ 0 ees 
ane 
3 4 ees 
E Ret 
Pe . ‘ae 
- are 
- 4 ee 
“ 8 
‘ 2 es 
r : Aides 
| ee : . 
: (i 
PC 
: — | 5 
, ee pamive @ fo On moce teschantiee ey 
E through modern direct selling—in ALL ae 
: counties of the 48 states and in the Se 
“ previnces of Canada eon 
F We de a 
‘ ee 
4) beg 
) i 
Se Bea Fe ae ee ee ag IE Ce. ee er od OF ee ee Le Gee ies sees ie age imi Conia a at ea. er Sig bh Pe ae ee eS : om : picPey : / 
seen ae = eAem sien 4 ao ee AE BR Sp ROE OL eI, ae ei nih EA am es Ba es ee ee, Cee lies i Sie ee Sea, ve ER SS, ae ee art? f ahaa < ae Fao spa eg capaicieest ing SPs 
See ea " > ae Ph ic Mee ee ae a oe Oe Ne ne ey Ne Cet AT ee Tm ype osu.) one een eer See ee oe a i ali i: ~ ae ams i SE SA ES a ae gt SO oa kay Poe ae : ¥ F vt 
ean eee oe ea, 5 Pa AT RT IONTE cet Sipe MORE Ne SES at vem ta es Beli ese Pp ke as Sf heetew ase heal tig 2, Ni Eton : 
Nee? iss ae asi Wiese I HE SA SORES Soa Ne Ra Hele cremate 22 M8 ES Se a ee as m5 Be cat ee ee Cpe 
Se Te ie eee eR ae ho ee ee ee ag ae ee RT a Re es ek Pig a a Se | oe AL eer ee ae 7 Se Sree eaoee Be “ee A De a aaa <: bee aa ag eS kee tte S geet 
SS eae eee arco ee) thy Cai wa al oie acy, een oe ae eae Nae ole a Reta MORES hen Bs i eae Rh <b a ae ae ee MS | (Pa ee sae sce ge Sas Senge ee 


\x 


IN LOS ANGELES THEY SAY 


*Amusement 
Advertisers 
prefer The 
Times above 
ALL other 
Los Angeles 
metropolitan 
newspapers 


ceo? & } 


a 


ye. 


ae 


In Los Angeles, 
The Times is first in 


:. 96 of 114 Media 


Records classifications. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


Along the Media Path 


The 1958 schedule of electronics 
industry events, including an ad- 
vertising planning schedule, has 
been published by Electronics 
News, a weekly Fairchild publica- 
tion. The ad planner gives a com- 
prehensive and chronological list- 
ing of all conventions, meetings, 
shows and exhibits sponsored by 
the groups and associations serv- 
ing the electronics industry. Cop- 
ies of the schedule are available 
from Electronics News, 7 E. 12th 
St., New York 3. 


e WMAR-TV, Baltimore, cele- 
brated its 10th anniversary Oct. 
20-26. CBS originated its “The Big 
Payoff” show from that station 
that week in honor of the birth- 
day. 


e The Citizen, Lima, O., which 
started publishing July 1, drew a 
crowd of people to its first open 
house, Sunday, Oct. 20. Estimates 
place the crowd at about 14,000. 
In addition to tours of the plant, 
a souvenir edition carrying pic- 
tures of each staff member and 
stories and pictures about the 
newspaper’s operations came roll- 
ing off the presses during the day 
and copies were handed to visitors 
after each run. The open house it- 


self was preceded by radio and 
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squares lists dealer aids and other 
promotion helps leading into the 
theme “Now It’s Your Move.” The 
second set of checkerboards was 
designed for distribution to tv sta- 
tion personnel through TV Guide 
edition offices. It highlights the 
names featured on tv shows spot- 
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lighted in the issue. The full pro- 
motion piece is the actual size of 
a conventional checkerboard. 


e The range of products and serv- 
ices of the office equipment indus- 
try was described in a 24-page ad- 
vertising section issued as part of 
the New York Times Sunday, Oct. 
27. It was published in conjunc- 
tion with the 1957 National Busi- 
ness Show at the New York Coli- 
seum, Oct. 28 to Nov. 1. 


e Ziff-Davis Publishing Co. is get- 


UNIQUE THANK YOU NOTE—Wayne McFarland (right), president of 

Naegele Advertising Co. in St. Louis, decided to say thanks to J. G. 

Taylor Spink (left) for publishing The Sporting News. He used the 
medium he is most familiar with, a 52’x14 outdoor sign. 
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_. bit 


tv advertising. 


e The Virginian-Pilot and Ledg- 
er-Star, Norfolk, has just issued a 
64-page media and market data 
book. It contains the latest popu- 
lation, housing, automobile regis- 
tration, retail and wholesale sales, 
industrial, naval, agricultural, ed- 
ucational and recreational infor- 
mation about the Norfolk-Ports- 
mouth market area. 


e The Billboard, with its Oct. 28 
issue, begins a regular new supple- 
ment, “Audition—the Monthly 
Musical Shopping Guide,” which 
will appear in the last issue of 
each month. It contains reviews 
of 100 record releases of the 
month, a complete listing of all 
hews releases both on disk and 
tape, plus other features. 


e The Chicago Daily News has 
been selected to receive the Uni- 
versity of Missouri school of jour- 
nalism award “for outstanding 
community service.” 


e TV Guide prepared a colorful 
“checkerboard” promotion for its 
Oct. 12 issue. Two different sets of 
the heavy cardboard checker- 
boards with enclosed punch-out 
checkers, in red and black, were 
prepared. One set was for distri- 
bution to over 1,000 magazine 
wholesalers throughout the U.S. 


and Canada. Copy on the checker 


NEW—Chicago Sun-Times staffers and mechanical departments 
moved into their new new building on the banks of the Chicago 
River last week (AA, Oct. 28). 


ting in on the craze for high fidel- 
ity with a new publication, Hi Fi 
& Music Review, first issue of 
which will be out in the near fu- 
ture. 


e The Globe-Times, Amarillo, 


Reginald 
does 


it! See 


page 126 


On WBNS Radio, you don't have 
to cut the ice to dive into the rich 
Central Ohio market. The audi- 
ence is thawed by the top Pulse 
ratings in 315 out of 360 quarter 
hours, Monday through Friday, 6 
a.m. to midnight. WBNS Radio is 
talking to 1,707,400 folks swim- 
ming around in $3,034,624,000.00 
of spendable income. 

Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO 
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NEW COVERS—With its September issue, Concrete introduced an en- 
tirely new cover, shown here on the right. Old cover design, on left, 
is reproduced in upper left hand corner of logo of the new cover. 


af. Tex., claims the distinction of being 
: the first newspaper in the world 
to name a moon rocket editor. The 
editor will supervise a contest in 
which the winner will be the per- 


Jomac-North Inc. Formed 


H. Howard Colehower has been 
named president of Jomac-North 


Inc., Philadelphia, and a director 
of North-Jomac Ltd., London. The 
two companies were recently or- 
ganized by Jomac Inc. of Philadel- 
phia and James North & Sons Ltd. 
of London to manufacture prod- 
ucts of the two parent companies 
—work gloves, protective clothing 
and dampener roller covers. 
Charles H. Sawyer, formerly pres- 
ident of Sawyer Safety Products 
Co., Port Chester, N.Y., has been 
named sales coordinator for North 
products made by Jomac Inc. 


Herzog Joins Gumbinner 

Chester T. Herzog, formerly an 
account executive at Norman, 
Craig & Kummel, has joined the 
account executive staff of Law- 
rence C. Gumbinner Advertising, 
New York. 


‘Call-Bulletin’ Boosts Mason 
Donald E. Mason, for nine years 
a member of the retail sales staff 
of the Call-Bulletin, Hearst news- 
paper in San Francisco, has been 
appointed national advertising 


sales director. 


i 22) » rengtione -* 


Rocky Mountain News iiss 


“Good Morning” Newspaper 


) In the first 9 months of 1957, Den- 
Retailers point ver's Clothing Stores (Men's, Men's 
the way to and Women’s and Women's) placed 
more effective + 1,119,168 lines, 53.5% of their 
media selection total linage in the Rocky Mountain 
f News. 
or you... J Media Records 


Represented by General Adv. Dep't., SCRIPPS-HOWARD NEWSPAPERS 


son guessing the nearest correct 
ig time of the actual launching of a 
rocket to the moon. 


e The Independent, St. Petersburg, 
Sie Fla., will publish seven days a 
week starting Dec. 1, when it will 
enter the Sunday field. 


e The Detroit Free Press recently 
sent local retailers a “wheel of 
fortune.” By turning the wheel, 
the retailers could read in a little 
window 15 questions to ask them- 
selves about their advertising. 


e Department of New Laurels: 

The Milwaukee Sentinel reached 
a new record of 200,000 in daily 
circulation during the six-month 
period ended Sept. 20. 

Esquire’s October issue achieved 
a cireulation in excess of 830,000, 
highest October circulation ever 
attained. 

Holiday reports its “first $1,000,- 
000 issue” this December, with ad 
revenues climbing to $1,167,702, 
compared with $860,431 for Decem- 
ber, 1956. 

The October, 1957, issue of 
Transportation Supply News was 
a record-breaker both in size and 
in advertising volume carried. The 
80-page issue exceeds the previous 
alltime high of 60 pages, pub- 
lished in October, 1956. 

Field & Stream announces a new 
circulation guarantee of 925,000, 
effective April, 1958. This repre- 
sents an increase of 15.6% over 
the previous guarantee. 

November linage in American 
Girl represents a gain of 21% over 
the figures for November, 1956. 

With the issue of Oct. 11, U.S. 
News & World Report crossed the 
1,000,000 mark in net paid circula- 
tion for the first time in its his- 
tory. 

Cosmopolitan advertising reve- 
nue for the 12 issues ending De- 
cember, 1957, is up $150,000. 

The October issue of Ladies’ 
Home Journal has set a new record 
in advertising dollars: $3,337,614; 
up 28% over October, 1956. 

Redbook ended the first 10 
months of 1957 with a display ad- 
vertising linage gain of 27.7% 
over the same period last year. 

Sports Afield has a 10% adver- 
tising linage gain for the Novem- 
ber, 1957, issue over the same issue 
last year. 

TV Guide registered gains in cir- 
culation sales for nine consecutive 
weeks in the period from July 27 
to Sept. 21. It marked the first 
time in the magazine’s 4%-year 
history that it had circulation in- 


MONDAY 


NBC (alt.) 


TUESDAY 


~ 


Eve Arden 
for Lever 
CBS (alt.) 


WEDNESDAY 


Ozzie & Harriet 
for Kodak 
ABC 


3 


The Real 


Father Knows Best = 


for Ford 


Kraft TV Theater 
for Kraft 
NBC 


The Lux Show 


Pe. SSE 


Zorro 
for 7-Up 
ABC (alt.) 


for Sylvania 
ABC 


for Scott/Lever 
NBC 6 me 
ota 
ie is 
The Ford Show 


starring 
Tennessee Ernie Ford 


You will be interested, we think, 
in the wide range of 
evening TV programs sponsored by clients 
of the J. Walter Thompson Company 


FRIDAY SATURDAY SUNDAY 


dn 


Ed Sullivan 
for Kodak 
CBS (alt.) 


Dick Powell's 
Zane Grey Theater 
for Ford—CBS (alt.) 


Have Gun— 
Will Travel 
for Lever—CBS (alt.) 


, Es 


Steve Allen 
for Pharmacraft 
NBC (alt.) 


McCoys 


Schlitz Playhouse 
for Schlitz 
CBS » 
Gisele MacKenzie 
for Scott 
NBC (alt.) 


NBC 


. 


for Lever — NBC 


creases for nine successive weeks. 
Sales reached 5,632,119 copies for 
the Sept. 21 issue. + 


Pottasch Joins K&E 


Special shows 


THE BOB 
for Johnson 


m Alan Pottasch, who has been 
— with American Broadcasting Co. 
for the past six years, has joined 
Kenyon & Eckhardt, New York, 
as an international account ex- 
ecutive. 


A 


3 one-hour shows 


HOPE SHOW 
Motors Division 


THE LUCILLE BALL- 
DESI ARNAZ SHOW 
for Ford 
5 one-hour shows 


New York, Chicago, Detroit, San Francisco, Los Angeles, Hollywood, Miami, 
Washington, D. C., Montreal, Toronto, Mexico City, San Juan, Buenos Aires, 
Montevideo, Sao Paulo, Rio de Janeiro, Santiago (Chile), Lima, London, Paris, 
Antwerp, Frankfurt, Milan, Johannesburg, Cape Town, Bombay, Calcutta, 
New Dethi, Madras, Tokyo, Manila, Sydney, Melbourne, Porto Alegre, Nairobi, 
Durban, Port Elizabeth, Karachi, Ceylon 
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How’d you like to run 


six different ads-— 


all for the price of 
one’? 


PARADE’S flexible Split Run Plan is the answer 


Here’s a Split Run Plan that may be just 
what you’ve been looking for. It enables you 
to test copy, premium offers or product ap- 
peals—nationally, regionally or in individual 
markets. On the same day. 


For instance, you can run as many as six dif- 
ferent ads to be rotated for a 6-way copy test. 
All at the space cost of a single ad. Not a 
penny more. 


Here are some other ways you can use PARADE’S 
Split Run Plan to fit your special needs: 


Split Runs... 50-50 across the board. Two 
different versions of your ad are printed. For 
each distributing newspaper half of the copies 
carry one version, half the other. 


The Sunday Picture Magazine of 59 fine newspapers covering some 2800 markets... with more than 16 million readers every week 


Split Runs...by plants. ‘By Plant”’ splits are 
desirable if you have a product that’s ad- 
vertised regionally. You may run different 
copy in each of PARADE’S three printing plants 
—or one piece of copy in two plants, another 
in a third. 


Split Runs... within plants. At small extra 
cost, you may change copy within one or more 
of our plants—that is, you can run two differ- 
ent ads—some cities carrying one version, 
other cities another. 


And that’s not all. With PARADE’S special im- 
printing facilities you can incorporate dealer 
listings with changes for each newspaper—as 
many as 59 low-cost changes for PARADE’S 59 


cities. This strengthens the local impact of 
your advertising. 


You'll want to know more about 
Split Runs in PARADE—and de- 
tailed information is covered in a 
new 16-page booklet. For your 
FREE copy, write your name and 
address on this page, tear off and 
mail to PARADE, Department MA, 
285 Madison Ave., New York, N. Y. 


Parade 


THE SUNDAY PICTURE MAGAZINE 
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Banker Sees Banks Embracing 
‘Marketing Concept’ in Their Own Selling 


It is a little difficult to envisage banks using the “marketing concept,” 
complete with advertising, market research, sales planning, etc., in their 
own activities. Yet here a banker predicts that this is exactly what will 
happen. He made the talk from which this material is taken at a conference 
of the correspondent banks of Mellon National Bank and Trust Co. in Pitts- 


burgh in October. 


By Alexander B. Adams 
Vice-President, Mellon National Bank 
and Trust Co., Pittsburgh 

If we look at the financial business as 
a whole, we immediately come across an 
alarming fact. Savings—proportionately 
—are down. 

This is contrary to an earlier economic 
theory that held that there was a mar- 
ginal propensity te consume and that 
savings tended to rise as income rose. 
Instead, we find that the American con- 
sumer is insatiable and that savings, from 
the merchandising point of view, have to 
be regarded as in competition with con- 
sumption. In other words, they have to 
be sold to the consumer. 

Not only has the financial market as 
a whole failed to keep pace with the econ- 
emy, but the consumer’s buying pattern 
has changed, so that the banks’ share of 
the market has dropped from 20.7% to 
20.2%. Postal savings and U.S. savings 
bonds have also fared poorly, but every- 
one else in the business has increased 
his share. 

A change in buying habits has also 
taken place in the mortgage market. The 
American consumer is spending more of 
his income on housing, but the commer- 
cial banks’ share of the mortgage mar- 
ket has dropped from 24.4% in 1952 to 
20.4% in 1956 . . . So, too, with instalment 
credit. Here, again, our share of the mar- 
ket has decreased. We have dropped from 
38.7% in 1952 to 37% in 1956... 


s This situation indicates, I think, that 
the banking business may be approaching 
a period of somewhat difficult adjustment 
before it regains its share of the mar- 
ket . . . But I think it is fair to say that, 
if we do recoup our share of the market, 
we will witness many changes in our 
business during the next 10 to 20 years; 
and, since I am willing to live dangerous- 
ly, I will venture to predict what these 
changes will be. 

They will fall, I think, into four cate- 
gories. 

The first will be a wide-scale adapta- 
tion of present-day marketing techniques 
to the business of banking. These tech- 
niques, which are being used more and 
more by other industries, include such 
things as market and motivation research, 
advertising, sales training, and product 
development. Briefly stated, their aims 
are these: to find out what the customer 
wants, to develop it for him, and then to 
let him know you have it for sale. With 
these objectives is coupled an awareness 
of the impact and potential of each mar- 
keting step on the economy of the busi- 
ness. 


s This “marketing concept”—as it is 
known in other businesses—would repre- 
sent a novel approach to the sale of bank 


services; but I believe it is the principal 
means by which the banks will regain 
their dominance of the consumer market. 
However, its use in banking will present 
certain problems, largely because of the 
overhead involved. Working in relatively 
small business units, many banks will 
undoubtedly find that they are not able 
to absorb the necessary cost .. . 

Along with this change will come an- 
other one: a sharper division in the larger 
banks between the commercial banking 
function an¢@ the consumer banking func- 
tion. They will become more nearly equal 
in prestige and importance, and the ap- 
plication of the “marketing concept” will 
be applied to larger and larger accounts. 
The division between the two fields will 
eventually parallel quite closely the rela- 
tionship between the industrial and con- 
sumer divisions of some of our large 
manufacturing companies. 


® My second prediction lies in the field 
of legislative restrictions. These, I believe, 
will have to be broadened to include 
banking’s competitors in the sale of fi- 
nancial services. We are today one of the 
most highly regulated businesses in Amer- 
ica, but many of these regulations do not 
apply to our principal competitors, who 
are free to enter our most profitable fields 
of business without being handicapped by 
the restrictions with which we must con- 
tend... 

On the other hand, the attainment of 
this objective means that bankers will 
have to forego the use of legislation as 
an excuse for not doing what they did not 
want to do anyway. Future legislation in 
the field of banking will have to be based 
solely on the welfare of the whole eco- 
nomic structure, but the results for bank- 
ing will be fairer competitive conditions 
between them and other sellers of finan- 
cial service. 


s My third prediction concerns the de- 
velopment of new services and the charg- 
es that will be made for performing them. 
In recent years, we have witnessed a 
fairly rapid growth in the number of 
services that most banks are prepared to 
offer. Instalment loans are, perhaps, the 
most spectacular and the best known, but 
many others come to mind like account 
reconciliation plans and savings plans like 
our own Thrifti-Save accounts. All of 
these seem to answer the public’s grow- 
ing needs and desires, and they carry 
out a useful function in helping the pub- 
lic with its financial affairs. Extra serv- 
ices like these will therefore become more 
and more common, and banks will be 
spending considerable time in the devel- 
opment of new ones. In fact, we have 
only made a start in this direction at the 
present time; and I believe that you and 
I will see the growth of many useful and 
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helpful services within the next 10 or 20 
years. 

Their development, however, will be 
dependent on the willingness of the banks 
to charge for them. You will notice that 
I did not say “on the willingness of the 
public to pay for them.” I think that the 
public is willing to pay for anything it 
likes, and I think that it will like these 
new services. But we bankers are so ac- 
customed to earning our profits on loans 
and investments that we shy away from 
direct charges. But loans and investments 
will not cover the costs of these new serv- 
ices, nor will they, in many instances, 
cover the costs of services we are present- 
ly offering. We are one of the few indus- 
tries in which the entire profit is concen- 
trated so heavily in one or two functions, 
and I think that this situation will be 
changed ... 

My fourth prediction concerns the re- 
lationship of the credit function to other 
aspects of bank management. There will 
be no de-emphasis of the credit function, 


On the Merchandising Front... 


but there will be increasing importance 
attached to the other responsibilities of 
management. Bigger units of employment, 
for example, will enlarge the stature of 
the personnel function. The adaptation of 
the “marketing concept” will stimulate 
the need for marketing experts. And the 
introduction of new services will require 
planners who can develop them. (And, in 
passing, the offering of advice by these 
experts to other businesses may become 
one of the future services of banking.) 
This simply means that in the next 10 or 
20 years the variety of skills to be found 
in a bank will closely resemble those to 
be found in other lines of business. 
* ca 7 

These four changes that I have de- 
scribed to you will, I am sure, take place; 
and anything we can do to hasten them 
will benefit our entire industry. They 
will be the means by which banking not 
only regains its original share of the mar- 
ket but also takes away additional busi- 
ness from some of its competitors. # 


Is Planned Obsolescence Getting 
Inadequate Planning? 


By E. B. Weiss 
Some of our greatest industries, notably 
the auto and appliance industries, have 
achieved their current giant stature large- 
ly, if not primarily, through programs de- 
signed to obsolete these lines long before 
the merchandise had 


become “plumb wore 
out.” 
Other industries of 


not quite equally im- 
mense size have also 
broadened their mar- 
kets enormously by 
similar programs of 
planned or calculated 
obsolescence. 

These planned obso- 
lescence programs in these originally non- 
style industries started with technological 
improvements. In other words, the item 
that had been bought two, four or five 
years ago—in those early days of planned 
obsolescence—was made obsolete by con- 
crete improvements in the product of a 
substantial nature. 


E. B. Weiss 


s But, for the last few years, planned 
obsolescence has tended to give less and 
less attention to technological improve- 
ments in the line—particularly to techno- 
logical improvements providing truly 
measurable consumer benefits. Instead, 
planned obsolescence has tended increas- 
ingly toward small details of trim, as in 
the case of the upswept rear fins on cars 
of late vintage, and toward gimmicky 
gadgets of little true importance, as in 
the case of the so-called automatic wash- 
er (which is now so loaded down with 
gadgets that it is anything but automatic 
in the pre-setting operation). 

The first big strides in this direction 


of what might be called “phony” obsoles- 
cence were taken immediately after the 
war. In those days of acute merchandise 
shortage it was discovered that small 
product changes could be magnified in 
the consumer’s mind into sound reasons 
for trading in an item. Then millions of 
people with swollen incomes developed 
a fantastic interest in design; in home 
decoration; in color—particularly in color 
—to the point where the home that proud- 
ly displayed green toilet tissue one year 
would the next year shun green for yel- 
low. 

In brief, all of the economic absurdities 
that had typified the women’s fashion 
fields for centuries became common prac- 
tice in one industry after another not even 
remotely connected with wearing apparel. 
Instead of planned obsolescence via tech- 
nology, we had planned obsolescence via 
styling. 


= Manufacturers were quick to seize 
upon this development because it appar- 
ently offered a solution to the immense 
costs involved in making technological 
changes in mass-produced items. The 
makers of major appliances began to in- 
troduce genuinely new models only every 
three years—and even at the beginning 
of the new three-year cycle the techtte- . 
logical changes tended to be of a minor 
nature. The auto industry headed in the 
direction of every-other-year model 
changes; the in-between year was quite 
correctly called the “trim” year. 

The public was fooled—no doubt about 
that. But the public doesn’t remain fooled 
forever. Well over a year ago, in one of 
my AA columns, I remarked that the 
public was rapidly becoming aware of 
the “trim” year in auto model change- 
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over—and I pointed out in that column 
‘hat several major appliance makers had 
been compelled to cut the new-model 
cycle down from three years to two. I 
suggested that the trim year in auto 
models might ultimately wind up trim- 
ming nobody but the auto manufacturers. 
That eventuality came about much soon- 
er than I had anticipated—several of the 
well known auto brands that had made 
only trim changes in the 1957 line really 
stubbed their marketing toes. 

For example, in 1956 Buick made splen- 
did progress with a line that had been 
changed fairly substantially. In 1957, 
Buick made really only trim changes. Said 
E. T. Ragsdale, vp and general manager 
of Buick: “In order to remain competi- 
tive we have to make a bigger change 
each year.”’ Moreover, and more import- 
antly, Ford has announced through J. O. 
Wright, vp and general manager, that 
Ford plans to bring out virtually an all 
new car each year. Ford says that this new 
concept “shatters an industry tradition 
of merely face lifting cars between major 
model changeovers that have previously 
come at three-year intervals.” 


# Now it has been said time and again 
that our economy gets its great lift from 
the public’s willingness to make so-called 
discretionary purchases—purchases not 
vital to a satisfactory standard of living. 
These discretionary purchases have been 
stimulated largely by manufacturer poli- 
cies of planned obsolescence in the line. 

However, it is reasonably clear that, in 
1957, some of our major industries simply 
did not bring out lines (with, of course, 
some notable exceptions) that were cap- 
able of stimulating discretionary pur- 
chases to the degree required—particular- 
ly lines capable of inducing a consider- 
ably smarter public to “trade it in.” 

In a recent editorial in AA, the editor 
remarked: “... any economy in which the 
customer can choose to stay out of the 
market for an indefinite time, simply be- 
cause what he sees in the market does not 
sufficiently tickle his pocketbook nerve, is 
a mature economy.” I believe that in 1957 
too many lines overstayed policies of 
“trim” changes, and the public simply re- 
fused to be trimmed! Unsophisticated line 
changes just didn’t appeal to a newly 
sophisticated public. 


® Of course, manufacturers will complain 
that they simply can’t absorb the costs of 
yearly or frequent substantial technologi- 
cal changes. But this is the old, old story 
of the never-ending battle between the 
factory and the sales organization. The 
factory fights costly changes in produc- 
tion; the sales organization cries for these 
ehanges. There comes a time when the 


voice of the sales organization must be 
recognized—lI think that that time is here 
right now. Sales—not factory economies— 
make profits! 

It is odd that, at a time when American 
industry is spending so much more in sci- 
entific research, we should have such a 
dismaying similarity in competing lines 
and such a dismaying lack of substantial 
technological improvement. In early fall 
of 1957, for example, practically all of the 
makers of tv sets were featuring the “thin” 
design. This represents what I would call 
a “trim” detail because I doubt that a 
“thin” model produces any better pic- 
ture than a “thick” model. Another exam- 
ple: the various brands of major appli- 
ances have an Ike and Mike styling sim- 
ilarity—and the most recently added silly 
little gadgets not only fail to add potent 
selling appeal, but are also to be found on 
most competing models. (The battle of the 
control panel on automatic washers is a 
sad example of how not to achieve planned 
obsolescence! ) 


# Generally speaking, I think that a dec- 
ade in which color, style, trim details 
could move billions in merchandise is 
coming to the end of the planned obsoles- 
cence road. This most definitely is not to 
say that these factors will not continue to 
be of great importance. But I think that 
more ingenuity must be shown in develop- 
ing true product improvements of a 
major nature. This was, originally, the 
essence of planned obsolescence and it 
appears due to play a return engagement. 

And I think that factory-dominated or- 
ganizations must once again put the fac- 
tory in its proper place. When the sales 
department becomes a “slave state” in its 
relationship to the factory, the economic 
outlook becomes dubious. And if the fac- 
tory, in turn, is to become a “slave state” 
in its relationship to automation equip- 
ment, then the outlook for planned ob- 
solescence in particular becomes even 
more dubious. 

We have too many lines today that are 
“behind the market.” And that is because 
once again we have too much rigidity in 
the factory (a setup that shoved New 
England into reverse some years back). 


® For a time we had achieved a sales- 
minded economy. Now we are right back 
to a factory-dominated economy to the 
point where Detroit is even now over- 
staying the market for mile-long cars be- 
cause “our factories cannot be tooled 
economically for small cars”—a sad com- 
mentary on our vaunted production gen- 
ius. 

Planned obsolescence needs _ better 
planning, but that will not happen so long 
as the factory rules the roost. # 


Looking at Radio and Television... 


Spectaculars Mean Spectacular Spending 


By the Eye and Ear Man 

Once upon a time a former president 
of a network decided that there should 
be an occasional unusual and extraordi- 
nary program of an hour or more in 
length to interrupt the monotony of the 
regularly scheduled half hours. He called 
them spectaculars. They were good and 
they were bad. Some clients liked them, 
others sued. 

That president has gone now. His mem- 
ory is not even allowed the name spectac- 
ular. His competition never used the name 
and his successors have changed the name 
to “specials.”” But whatever the rose is 
called, it is still a good idea—under cer- 
tain circumstances. 


® Some of these special shows have been 
real clinkers. The specific turkeys are 
problem or propaganda plays like “There 
Shall Be No Night,” classic music con- 
certs like Sol Hurok’s, ballets like “Cin- 


derella,” operettas like Gilbert and Sul- 
livan, and anything lacking a point of 
view or an unusual performer. 

The smashing successes have been the 
original Ford show with Mary Martin 
and Ethel Merman and an early Rodgers 
and Hammerstein show. Since both of 
these shows bought out all networks and 
therefore created a monopoly, they can- 
not be properly classified as smash hits. 
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The Creative Man’s Corner... 
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Come On, 


This Is Your Wife 


How the telephone helps » her to be five buay peaple 


Werting getter % hnmy semgte tegete BELL TELEPRORE SYSTEM @® 


This advertisement, of the Bell Telephone System, is beyond doubt a very 
tender and even richly deserved tribute to The Little Woman. Family chef, 
nurse, chauffeur, maid and glamor puss, all rolled into one (and we used 
the word “rolled” advisedly). The Little Woman is, indeed, an extremely ver- 
satile, willing and hard-working creature—and, until the Bell Telephone 
System decided to remind her of her many roles, lovingly unassuming in all 


Now, undoubtedly, Littlke Women by the millions, from the rock-bound 
coasts of Maine to the sunny shores of California, will be shoving this ad 
in front of their husbands’ faces and demanding a little more appreciation 
than, up to this point, they ever dared think of asking. 

To forestall a horrible internecine war between the sexes, we do hope the 
Bell System already has in the works or will pretty goldarn soon get into 
the works, a tribute to The Old Man. Family handyman—plumber, electrician, 
carpenter; family disciplinarian; provider, dish dryer, garbage and trash dis- 
poser; undertaker for mice, grave digger for family pets, toy mender, grass 
cutter, grocery toter, The Old Man is, in his way, every bit as versatile, will- 
ing and hard-working as The Little Woman. AND IT’S HIGH TIME THE 
LITTLE WOMAN WAS LOOKING THROUGH MAGAZINES FOR EDGAR 
GUESTIAN VERSES ABOUT HIM AS WELL AS ABOUT HER!!!!!!! # 
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The people had to watch them or nothing. 

Among the smashers that had to com- 
pete were Rodgers and Hammerstein’s 
“Cinderella,” “Peter Pan,” “Jack and the 
Beanstalk.” Others featuring top names 
have done well but not as well as the 
ones with the simple theme that everyone 
knows complemented by music. 


# This year there will be innumerable 
spectaculars. Each network has the right 
to pre-empt every show at most twice a 
year. This means that every time period 
can accommodate a special show twice 
during the high rating season. That’s a 
lot of interruption. 

Many advertisers believe that this kind 
of interruption damages the regularly 
scheduled half-hour show by encouraging 
people to sample the competition or con- 
trast the glamor show with the bread- 
and-butter show. Neither fear seems to 
be realized, however. If the regular show 
is better than its normal competition, it 
will survive interruption. If it is not, 
nothing will save it. 

What kind of advertising value is a 
successful spectacular? It depends. 

The purpose of the advertising should 
parallel the spectacular. If an advertiser 
is going to all the trouble to interrupt 


regular programs and smash through the 
Blasé Barrier, he ought to have some- 
thing to say. A new model, a new price, a 
big sale, a big contest, a big promotion, or 
a new company—these are the reasons 
that justify bigness in the minds of the 
viewers. 


® The idea of frequently purchased prod- 
ucts that are everyday items spending 
the amount of money that will buy them 
at least 52 weeks of substantial radio or 
daytime television advertising is ludi- 
crous. The use by large corporations with 
institutional messages, or automotive 
companies with announcement commer- 
cials or infrequently purchased products, 
wishing to leave a lasting impression of 
importance, makes sense. 

The biggest hurdle in the use of spec- 
taculars is cost. The tough competition 
for properties and names has bid these 
up to an almost ridiculous price. It is not 
uncommon for a $500,000 price tag for 
time and talent, not including commer- 
cials or promotion, for an hour and a half 
show. 

By simple arithmetic, in order to get 
an average cost-per-thousand for these 
giants, it would take an average audience 
of over 20,000,000 homes. This is using a 
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conservative figure for promotion which 
often runs into big money with large 
newspaper space and even magazine 
tune-in ads. The commercials can’t be 
chintzy. You just can’t put a pitch man 
in the ring with a big-time show. This 
means big prices for one-time usage. 


s There is no use trying to justify the 
cost of a spectacular on the basis of logi- 
cal return. While a few of them pay off 
reasonably as an advertising buy, the 
general tab is almost double a normal 
show. And sharing a big job is for the 
cowards. If an advertiser is going to 
share, he might as well just co-sponsor 
a regular show, because he dissipates his 
value of promotion and association. 
Assume that the decision is made, the 
$600,000 to cover all expense is appropri- 
ated, the climate to sell is right, the occa- 
sion is gala, and the purpose is clear. 
What show? Set out the criteria. A good 


book with a simple theme and a theme 
that is easily appreciated by a mass audi- 
ence plus top familiar music arranged by 
a popular arranger and sung by well- 
loved singers. 

Failing that, get infrequently appearing 
stars—like Bing Crosby—and stick to a 
simple format. But above all, avoid get- 
ting a flock of hot names and have them 
wander around looking for a show. This 
is the deadliest form of show business. 

Those are the hazards of the specials. 
Maybe you make it, maybe you don’t; and 
you have to shoot enough money against 
the throw of the dice to build a new 
factory. 


® Do you do it? Not often, but when you 
do, do it big and do it right and don’t 
spare the dollars for commercials. The 
only sell you get out of a television show 
is when you have your precious commer- 
cial minutes. Make the most out of them. 


The Future of Motivation Research 


At a regional conference of National Business Publications in October, 
Dr. Joseph E. Bachelder, director of the Industrial Advertising Research 
Institute, discussed motivational research, first humorously, then serious- 
ly. His conclusions as to the need for this type of research and its ultimate 
place in markettng are given in this excerpt from his talk. 


By Dr. Joseph E. Bachelder 
Director, Industrial Advertising 
Research Institute, Princeton, N. J. 


In order to more effectively distribute 
all products, there has been a great deal 
of research done on the who, what, where 
and when of purchasing. A great many 
statistics have been collected and many 
analyses have been made of these sta- 
tistics. But to probe more deeply into the 
why of purchasing, we realize it is neces- 
sary to go directly to the purchaser and 
attempt to “invade the privacy of his 
mind.” 

And when we go directly to the pur- 
chaser, whether of a consumer or indus- 
trial product, we run smack into a big 
problem. This problem can best be illus- 
trated by dividing people into various cat- 
egories. These categories are as follows: 

e There are some people who know 

the reasons for their actions and will 

tell you. 


e There are people who know the 
reasons for their actions but give you 
the wrong reasons. 

e There are people who know the 
reasons for their actions but refuse to 
tell you. 

e And there are people who know 
the reasons for their actions and 
want to tell you but do not know how 
to express themselves. 

e There are people who don’t know 
the reasons for their actions but 
think they do and give you a reason. 
e There are those who don’t know 
the reasons but pretend they do and 
lie to you. 

e There are those who don’t know 
why they acted but refuse to say 
anything. 

e There are those who don’t know 
why they acted and can’t even ex- 
press their ignorance. 


And running through this whole clas- 
sification of difficulties is the underlying 
problem of semantics. This is the prob- 
lem involved in asking just the right 
questions, interpreting your problem in 
such a way that the person knows what 
you are really asking about. Then there 
is the great problem involved in figuring 
out just what the person meant when he 
used certain words in his replies to the 


questions. It was in an attempt to solve 
these problems to cut through psycholog- 
ical, semantic, and analytical barriers 
that motivation research grew up. 
Regardless of what we may think about 
certain pieces of motivation research we 
may have seen, regardless of what we may 
think of certain motivation researchers, or 
of the techniques or of the findings, these 
problems as listed above will remain and 
must be solved if we are to do a better job 
of marketing products whether they are 
consumer or industrial. That is, if we are 
to increase the efficiency of our market- 
ing we must find out what people really 
want and how to really serve their needs. 
To do this we must “invade the privacy 
of their minds” and become more friendly 
persuaders. We do this by letting people 
express more clearly than they have ever 
been able to do before exactly what they 
want and how we may satisfy them. 


s What then will be the future of motiva- 
tion research? 


e One—it will probab'y lose its name and 
become a standard technique and just 
another string to the researcher’s bow 
instead of a mysterious new type of en- 
deavor. 

e Two—it will stop peddling unsubstanti- 
ated social science observations as truth 
and will use them merely as hypotheses 
in an attempt to explain a certain situa- 
tion. 


e Three—it will be used to test spe- 
cific hypotheses rather than throwing out 
a net into the sea and raking in al) sorts 
of peculiar fish. 

e Four—its findings will be more and 
more validated by testing either through 
quantitative replication and validation or 
through pre-testing its findings against 
some external yardstick to see whether 
sales are increased, readership is in- 
creased or changes are made in mental 
images, etc. 

e And finally, it will probably stop giv- 
ing a reason for a reason. That is, it will 
probably stop trying to clothe its findings 
in esoteric terminology. If it finds that 
people do not like to go to banks because 
they are afraid neighbors will see them 
sitting there asking for a loan, they won’t 
go on and say that this is due to a father 
image-complex and related to the fact 
that we were spanked as children. # 


Looking at the Retail Ads 
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By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

It is surprising how innocently adver- 
tising people seem sometimes to take ad- 
vantage of the public’s cupidity. At the 
left is an ad the way it appeared in New 
York. 

If it had occurred to the advertiser that 
even a few persons might misinterpret 
the message, surely it would have been 
run as I have revised it at the right? 

On the other hand, do you think pad- 
ding and installation are free? This is use 
of the word “free” in a manner that 
raises the eyebrows of some very honest 
folks. 


@ With all of the items in smal] type, 
this matter is handled a little more cir- 
cumspectly. There, instead of saying ‘Free 
Luxury Padding & Installation,” copy 
reads, “INCLUDING Luxury Padding & In- 


Employe Communications... 


The Growth of the 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Kiplinger started something. 

The best known of the tipsheets prod- 
ded American management into thinking 
that the informal immediacy of a pro- 
cessed letter might have some appeal for 
company groups—for the management 
circle, for members of supervision, for the 
employes. There is no published record 
of the number of newsletters being pub- 
lished by companies today; our guess is 
three to four thousand. 

The management newsletter takes vari- 
ous physical forms. Some are single-sheet 
products, printed on one side. Others are 
in four-page folder form, printed in two 
colors. Most are mimeographed; a few are 
printed either by letterpress or offset. 
Not too many use illustrations. The great 
majority are mailed to the homes. 


s The method of authorship varies from 
company to company. Often the job is the 
product of one man assigned to its prepa- 
ration. In several concerns the author 
is a news gatherer who regularly visits 
his news sources, gathers and writes his 
news, submits it for approval, and sends 
it to press. 

What are the advantages of a newslet- 
ter for employes, for example? Most spon- 
sors agree that economy and timeliness 
are the biggest. Set up on an efficient 
schedule, a newsletter can be whipped out 
and distributed in a matter of hours; the 
printed employe publication cannot com- 
pete with it time-wise. Newsletter in- 
formality is another advantage—commu- 
nications people feel that the very ap- 
pearance of the typewriter type lends an 
informal note to the device. And com- 


stallation.” Well, that’s what I figured 
they meant in the first place, even if they 
didn’t say so. 

I believe this is the sort of thing that 
the New York Times used to police care- 
fully. Another great metropolitan paper 
that has never heretofore accepted liquor 
advertising, now finds liquor money and 
linage too precious to refuse. A great ad- 
vertising agency recently bravely swal- 
lowed its normal gallantry and love of 
the moral and constructive—to resign a 
million dollar magazine account to trudge 
sacrificially along with a $22,000,000 cig- 
aret account. 


s Counteracting all this news, a Chicago- 
an 74 years old found a wallet with over 
$800 in it, diligently sought out the owner 
who proved to be a New York dress man, 
and then approved his wife’s refusing a 
dress as a reward because she “didn’t 
need a dress.” No wonder it is rumored 
God likes little people. + 


Management Letter 


municators add that the physical form 
appears to make it possible for the au- 
thors to become a little more confidential 
with the readers; there is a greater con- 
trol over circulation than the employe 
magazine usually enjoys. 

Checks show that employes like news- 
letters, provided the letters have news in 
them and are not dedicated solely to re- 
affirmations of management’s belief in 
free enterprise. The newsletter gives the 
recipient the idea he’s being let in on 
something, that the company is taking its 
hair down. Wives of employes like them 
because they feel that they, too, are being 
included in the whispered conversations 
between employer and employe. 


s The irregular newsletter has far less 
impact than the regular letter. There are 
those in communication who assert that 
management shouldn’t prepare a newslet- 
ter unless it has something to say, but 
the alert communications man always has 
something to say. Through regular ap- 
pearances his publication builds reader 
habit and reader acceptance. It is not 
used as an extinguisher for sudden fires. 

The majority are mailed to the homes 
of employes, first to build and hold a 
home readership and second, because 
management wants to attach some im- 
portance to what it says—the plant dis- 
tribution of a management letter puts it 
promptly into the handbill classification. 


® The “little outfit” that feels it is too 
small to need a newsletter places too high 
a value on oral communication. Commu- 
nication works best when the oral and the 
printed work together, each helping the 
other. Since cost of a newsletter is of neg- 
ligible importance, there isn’t much rea- 
son why any company can’t have one. # 
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Salesense in Advertising ... 


Small Ads a Challenge to the Admaker 


By James D. Woolf 
Advertising Consultant 

Hard work, I think, is the most impor- 
tant essential when it comes to producing 
an outstanding small advertisement. When 
one has a whole page to work with, often 
in color, it is relatively easy to achieve 
a layout with at least 
a fair amount of at- 
tractiveness and optical 
value. Three or four 
inches of single-column 
space is quite another 
matter, and the art di- 
rector who is accus- 
tomed to working in 
large space has a pret- 
ty tough time of it if 
he is lacking in per- 
severance. 

The mistake most commonly made, it 
seems to me, is that of crowding too much 
into the small ad. For example, the single 
word “BUNIONS” set in large, heavy 
type, is more eye-catching than “A new 
and better way to be rid of bunions.” Note 
the Dr. Scholl’s ad shown here. 

Another mistake, sometimes made, is 
the use of non-selective headlines and 
pictures. The small ad is most effective 
when it is addressed to a specific group 
of logical potential prospects; when it 
seeks the attention only of those readers 
(perhaps as little as 10% of the publica- 
tion’s total circulation) who are most 
likely to be in need of the advertised 
product. The Dr. Scholl’s headline is 
right on the target. The Old American 
Insurance headline, “People 60 to 80,” is 
also an excellent example of a highly 
selective appeal. Selective appeals are, of 
course, a wise procedure for ads of any 
size, but I think they are especially ad- 
visable in small advertisements of several 
inches. 


erercmcce 
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s Simple but striking optical effects are 
important also, but let us not forget that, 
in small ads as well as large ads, the 
element of greatest attention-attracting 
power is a concept that hits at the read- 
er’s problems and needs. Thus “Lovely 
Nails” is a concept that can hardly fail 
to capture the attention of persons whose 
nails are unattractive because of split- 
ting and breaking. The Knox Gelatine 
ad, shown here, 35 lines over two columns, 
is, in my judgment, an exceedingly fine 
example of effective use of small space. 
The headline stands out strikingly, the 
picture of the nails graphically portrays 


the concept, and the whole effect is clean 
and inviting. 

Trick optical effects cannot make up for 
lack of strength in a weak idea. There are 
no visual stunts—reverse effects, bizarre 
arrangements of rules and borders, etc.— 
that possess powers of persuasion and 
conviction. Such physical stunts are not 
only non-selective in their appeal, but 
they tend to black out the motivating 
concept if there is one. + 


* * * 


Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, IIl., for “Salesense in Adver- 
tising,” available on five days’ approval, 
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harmaine; Waltz From Serenade For 
‘ ape: Wanting You; One Fine Day; 
'y Batierina, Greensiceves; Tales 
The Vienna Woods; Ah, Sweet 

Of Life; C'est Magnifique, 
Serenade; Same Enchanted 


AND JUST RELEASED 
THE WALTZES OF a ended 
. ning For The ; 
Ail Alone; Rea ten is Ended; For The 
First ; 1 Can't 


Russia Lullaby; 


j t } 
The Girt Tha ‘wnat'll | 


mber; 
To Reme d his orch 


Mantovon! an 


TOO BUSY—Poorly designed; too busy; a 

mix-up that is uninviting and hard to 

read, Compare this ad with the inviting 
quality appearance of the Murine ad. 
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LOVELY NAILS 


MAKE BEAUTIFUL HANDS A» 


From Brittle, Splitting Fingernail like this 
Te Normal, Beavtitul Nails like this 

Nails that 1 a thine dati cn 
be helped t medical research shows that 
7 out of 10 women restored their naile to levely, 
manicurable condition simply by drinking Knox 
Unflacored Gelatine in juice, bouillon 
or water once a day for about 3 
months. For FREE BULLETIN 
write Knox Gelatine, Box SF-7, 
Johnstown, N. ¥ 

ENOX DRINK FORMULA IN PACKAGE 
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cushions, protects the eensitive 
A. f Beem, 


SBUNIONS -© 


[sy DEScholls Zino pads) 


GOOD EXAMPLES—Srall ads especially should be selective and reach out with a specific 


appeal to a specific group of people likely to have a need for the advertised product. 
Here are three excellent examples of the selective approach. 
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| ABSORBINE fh 


keeps ’em 


QUALITY LOOK—Clean and inviting; white space smartly used; type matter easy to read; 
good art. These ads demonstrate that it is possible to achieve a quality look with four 
or five inches of space. 


STAR NG FIWISHinG PROCESS 
Nationally Advertised 

Revitali res fobrics by replacing 

vital textile finishing egert: 

look... - 

Ord wrinkle 

sistent qvolities in nb 
clothes... Stewny costs you 


aething extra, 


DIFFICULT TO READ—F'rom our earliest reading as children our eyes have been accustomed 
to black type against a white background. When type effects depart from familiar 
patterns the result is likely to be a drain on the reader’s mental energy. 
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Direct Mail and Mail Order... 


Type of Product, 


Prospect's Mood 


Govern Mail Order Copy 


By Elon G. Borton 

Like all men and women whose hobby 
is gardening, I have been reveling for 
days in the fall flower and plant catalog. 
Only one other period can match this 
period for us and that is when the spring 
catalogs reach our 
house. 

For an advertising 
man these catalogs are 
a veritable education 
in the use of colorful 
words and mood-creat- 
ing phrases. Probably 
no other class of prod- 
ucts brings such ex- 
travagant descriptions 
or unrestrained imag- 
ery. 

Even the names given the flowers carry 
out this fancy-lifting mood. Listen to 
some of them—Orange Wonder, Red Em- 


Elon G. Borton 


peror, Lilium Regale and Lilium Super- 
bum, Queen of the Night, Burning Bush, 
Queen of Sheba, Incomparabilis, Hol- 
land’s Glory, etc., etc. Don’t they create 
pictures in your mind of what you will 
see in your own garden if you buy them? 
They certainly do in the fancies of the 
garden enthusiast. 


s Then the descriptions—here the word 
painter runs riot. Some from the catalog 
now in front of me are—“The Tulip Dis- 
covery of the Decade”; “Inexplicably 
Beautiful”; “Is a garden in itself with 
all the earmarks of a truly priceless gem”; 
“When the foliage turns an intense crim- 
son and the whole bush resembles a ball 
of fire’; “Your yard transformed into a 
fairyland,” and dozens more. 

Of course I take all these exciting claims 
with a large grain of salt. I have bought 
before from such descriptions and have 


From an Art Director's Viewpoint .. . 


Ever See a Balloon Talking? 


By Andy Armstrong 

Like wanderers on the lost continent 
of Mu, we come upon Winston and its 
balloons. 

Here is a weird, whacky throw-back to 
another era—when Plymouth was Look- 
ing at All Three, when 
Viennese doctors were 
finding out things 
about Fleischmann’s 
yeast. That era, back in 
the Thrifty Thirties— 
was when this ad first 
ran. Or one just like it. 

But no, it couldn’t 
have been this particu- 
lar ad. The girl has 
three books and a note- 
book. The boy has four books and a note- 
book. No student we knew carried that 


Andy Armstrong 


eae 


aire 


4 
* 
a 


Taste is the word that really 


counts about WINSTON 


Whether they say “As a cigarette should!” or “Like a ciga- 
rette should!” most everyone agrees that Winston does 
taste good! There's nich, hearty flavor in this cigarette! And 
Winston's exclusive, snow-white filter dues ita job so well 
that the fine, full flavor comes through to you. For thor- 
oughly enjoyable smoking, get Winston! 


Smoke WINSTON Americas best-selling, best-tasting filter cigarette! 


many books in the '30s. 

And nobody smoked Winstons before 
Winstons came out. 

So maybe this ad seems 1930-ish be- 
cause of its busy little picture of busy 
little people with busy little books on 
busy little steps. AND BALLOONS. 

Last time we saw balloons, they clut- 
tered the Oxydol comic ads. Time before 
that, some gentleman jockey was suing 
Camel, a good 20 years ago. And before 
that, balloons had been pretty much in 
hiding ever since the political cartoons of 
Tom Nast around 1900. 

This throw-back could be the result of 
deliberate strategy—to make Winston in- 
terruptingly different from the clean, 
simple advertising around it. 

But Winston doesn’t look good—as a 
cigaret should. # 


Pe 
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“Winston 
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often been disillusioned. But 


“hope 
springs eternal in the human breast” and, 
like all garden enthusiasts, I think that 
maybe this time the promises will come 
true and my garden will be my dream 
garden. 

So I order, as do millions of others. My 
present situation is typical. m our new 
home in Chapel Hill, N. C., set in a thick 
woods, we have bought and planted 500 
spring bulbs among the trees. We thought 
that was plenty for our first year but as 
we leaf through the catalogs of “the fin- 
est, Most unique bulbs that can be had” 
we get stirred up by words and pictures 
and stretch our budget and our planting 
time to order as many more. 

Contrast these catalogs and mailing 
pieces with the Sears, Roebuck 1,400-page 
catalog now in front of me with its con- 
densed, coldly factual descriptions of its 
products. You undoubtedly have bought 
from this catalog many times, or at least 
have seen cited its laconic phrasings such 
as those about a hammer, “Reinforced 
hickory handle, perfect balance—steel 
band reinforces neck to increase handle 
strength. Head of drop-forged steel, heat 
treated, hardened,” etc. 
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This Sears catalog style is often held 
up to us as the ideal mail order style ahd 
certainly it has proved its power over the 
years. Why then the striking difference be- 
tween the colorful, wordy flower mailing 
piece and the Sears catalog? Both do an 
effective job, yet they follow very differ- 
ent copy style. 

The answer is three-fold. Sears is of- 
fering many thousands of items and its 
space is limited; it must condense and 
condense. Then over the years the gen- 
erations have become educated to the 
Sears style. Buying from Sears is a prac- 
tical matter. 

But the big answer is in the nature of 
the products and in the mood of the pros- 
pect. The garden enthusiast is dreaming 
dreams of bloom and colors and scents, of 
patterns of planting and of luxuriant 
growth. He wants his senses stirred by 
the visual and word pictures of what will 
happen if he buys. He turns the pages 
hoping that he may be lured into buying. 

All of this points up a cardinal fact of 
mail order and direct mail advertising: 
The type of your product and probable 
mood of your prospect govern your style 
of copy and presentation. + 


Some copywriters in Chicago attend 
night classes in drawing, in layout 
and in other visual-aids courses. I 
can assume that there are some who 
do this in other cities, whenever and 
wherever possible. This column is 
termed an “Art Course” only to dis- 
tinguish it from the words of adver- 
tising wisdom all around it in this 
section, and to attract creative writ- 
ers who may be interested. 


The circle in the masthead contains 
the words, “Create to Communicate 
to Sell,” further narrowing the intent 
of the column. Not Art for Reproduc- 
tion. Not Art for Anatomy. Not even 
Art for Layout, necessarily, but a few 
basic hints for simple indication of 
visual ideas. 


x The drawings always look pretty 
rough, because I try to emphasize 
idea communication, not skilful art. 


If the words seem rough, or, as one 
copywriter pointed out, the semi- 
colons are improperly used, it’s be- 
cause the editors either didn’t catch 
it because I was late, or they don’t 
mind as long as I stay on (or get 
back to) a reasonable beam. 


I was invited to give a short talk in 
Fort Wayne last April, during the 
AFA 5th District Conference, based 
on ideas in this column. A preceding 
speaker quoted a note once sent up 
to him during a speech: 


“Tell me quick and tell me true, 
Or else, my darling, the hell with 
you.” 


Fearfully, I rewrote my notes several 
times during the day, finally came up 
with a theme: 


“Pinson, Pinson, stay on the ball, 
Or dammit, they'll all be out in the 
hall!” 


DRAWTHINKS:, 


How to draw for the art department, Part 2 


For the one copywriter in seven who may want to use draw- 
ing as a method of clarifying visual ideas for art personnel 


aoe 


, AM ANART DIREcToR 
: Anp COPTWRITERS 
- ON My ACCOUNTS HAP 
| BETTER Nor Try To 

N IN ON MY 
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SWEET NY 
MARKET 
OF 


NEW 
ENGLAND 


Purchasing 
Power: 


OVER $500 
MILLION 

ONE ORDER— 
ONE BILL! ONE 
BUY delivers 

6 Vermont 
Newspapers. 
Address: 

Rm. 516, Statler 
Office Bidg., Boston 


—— 


* By 
* Brattleboro Reformer * Rutland Herald 
* St. Johnsbury Caledonian-Récord 


You Owagtt to Kuow . . Ralph Winslow 


Ralph Winslow, new chairman of | 
the Assn. of National Advertisers, 
had a hankering to become a law- 
yer during his college days at In- 
diana University. 

That he didn’t follow through 
on this ambition is the legal pro- 
fession’s loss and the advertising | 


‘| profession’s great gain. 


Vigorously cross-examined on 
such subjects as the forthcoming 
Frey report, business trends, and 
his plans for action during his| 
tenure as ANA head, Mr. Winslow | 
was graciously at ease in the wit- | 
ness chair (which also happened 
to be a couch in his own office). 

His answers to the more contro- 
versial queries were both tactful 
and clarifying. 


® Discussing the Frey survey, for 
example, he quietly emphasized 
that the ANA wanted an objective 
study, with the word “objective” 


od a ee 


GWALTNEY peanut-fed 
SMITHFIELD Hamsare aged, 
cured, seasoned by secret proc- 
esses handed down to us from 
Colonial days. Long, patient 
smoking over hickory and apple 
woods, rare spices and herbs, 
have made their goodness fa- 
mous with gourmets through- 
out the world. A Cooked 
GWALTNEY SMITHFIELD 
HAM will be the most delight- 
ful, most highly appreciated gift 


you ever sent! 


Average size 7 to 10 Ibs. cooked. 


P.D. GWALTNEY, JR. & CO., INC. 


ield Ham 


and all YOU have to do is send us your list... 
we will mail the hams direct. 


Each ham carefully mailed 
in this sturdy, safe, 
GWALTNEY 4gijt-package. 


Gwaltney oF smiturieto, va. 


BACON 


Unusual? Sure! And Virginia-cured for 
an unusually hearty a 

tional, yet inexpensive. Average weight 
7 to 10 pounds. 


in Christmas- 
Gift Slabs! 


welcome. Excep- 


BOX 105 
SMITHFIELD, VIRGINIA 


underlined. 
But Mr. Winslow said that he 


|had spoken officially when he de- 


clared earlier, before the report 
was presented, that “we don’t 
know what he’s going to say.” He 
noted that the association hadn’t 
made a single suggestion to Prof. 
Frey as to procedure, form, or con- 
tent. 

No matter what Prof. Frey re- 
ported or didn’t report, in Mr. 


Winslow’s opinion, “it will be for)’ 


the advertisers as individuals to 
solve their own problems.” 


® He elaborated: 

“In sponsoring the Frey survey, 
the ANA hasn’t been out to prove 
anything. 

“But we do know that condi- 
tions are changing and particular- 
ly that there’s more emphasis on 
marketing. 

“In the history of American ad- 
vertising, the agency originally 
represented the publisher and the 
commission was payment for sell- 
ing space and possibly preparing 
the copy. 

“Today it’s obvious that there’s 
a different relationship between 
many advertisers, agencies and 
media. 

“Also an advertiser’s require- 
ments are much broader than 
they were some years ago. He may 
want help on sales promotion, on 
market research or on public re- 
lations. Agency services today go 
far beyond the original concept of 
an agency’s function.” 


® How about his own ideas for 
the ANA during his tenure in of- 
fice? 

Again Mr. Winslow was the pol- 
ished diplomat. 

He pointed out that even the 


that the ANA directors probably 
will get together for a quiet pri- 


ing advertising in 1958 and to put 
together an agenda. 

Pinned down, however, for a 
strictly personal view, he said he 
feels that it’s high time for na- 
tional advertisers to start “fight- 
ing deflation.” 

With the customers no longer 
standing in line for much of any- 
thing, he thinks that advertising’s 
primary job these days is “sell- 
ing.” 

As he sees the situation, the 
nation’s producers of almost every 
kind of goods have the means to 
satisfy most wants and their ads 
should stimulate consumption “by 
those who can afford to consume.” 


® Over and above whatever new 
activities may result from the 
January meeting of ANA direc- 
tors, Mr. Winslow expects the as- 
sociation to follow through on sev- 
eral projects which have been in 
the works for several years. 

As one of the most important 
he cited the association’s prepa- 
ration of a seven-volume study- 
report entitled “Principles of Ad- 
vertising Management.” 

The ANA has poured $200,000 
into this work and many of the 
top men in the ad field have con- 
tributed time and talent to it. 

Mr. Winslow’s enthusiasm makes 
it plain that the completion of 
these “guide books” is a project 
close to his heart. 

The first volume in the series is 
“Organization,” which Mr. Wins- 
low keeps on his desk. Others will 
cover such major segments of the 
business as “Plans and Prepara- 
tion,” “Agency Relations,” “Per- 
sonnel Management” and “Evalu- 
ating Advertising Effectiveness.” 


® He also listed ANA seminar 
_“workshops” as being among the 
| Projects certain to continue in 
| 1958 


chairman has only one vote and | 


| 
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Ralph Winslow 


These, he believes, might be 
further broadened to make them 
more useful and educational. One 
objective would be to acquaint 
more management people with 
advertising problems and _ tech- 
niques and to enlist their aid. An- 
other would be to obtain the ad- 
vice and help of more experts in 
other fields, such as accounting 
and legal. 

The ANA has many committees 
to study and advise on such sub- 
jects as sales promotion, newspa- 
pers, business papers and public 
and government relations. 

Mr. Winslow’s comment on this 


phase of the association’s activity | 
is that “their work is never done.” | 


® To give him his full title, Ralph 
Winslow is vp and manager of the 
marketing department of Koppers 
Co., Pittsburgh. 

He started with Koppers in 1945 
as advertising manager and was 
promoted to vp and manager of 
public relations and advertising in 
1954. 

His present title reflects the 
fact that his department now 
combines the staff sales function 
with advertising and public rela- 
tions. 

Naturally his job is largely ad- 
ministrative. 


He also brings to it a broad- 
gauge and sympathetic under- 
standing of human nature and 
motives. 


® Conspicuous on a shelf behind 
his desk is a large, neatly-lettered 
sign which reads: 

“Nothing is impossible for the 
man who doesn’t have to do it 


| himself.” 


He brings to it a wealth of ex-| 
perience on the advertising firing | 


vate meeting early next year to|line and as a working newspaper 
anticipate the chief problems fac- | man. 


Asked how he finds time to su- 
pervise the far-flung and many- 
faceted aspects of his department, 
part of a major industrial compa- 
ny, Mr. Winslow gives this 
thoughtful answer: 

“If I have learned anything 
over the past 25 years it’s that 
you have to get over the feeling 
that you can do it better yourself. 
You have to learn that there’s 


|more than one way to say some- 


thing. 

“The surest way to kill off a 
bright young man’s spirit and en- 
terprise is to use a blue pencil on 
everything he does.” 


s Although he delegates details to 
others, Mr. Winslow keeps close 
tabs on the active practice of the 
advertising art. 

The wall of his office, back of 
his desk, is filled with handsome, 
built-in cabinets which conceal 
the clutter of ad layouts, flip- 
board material, photograph files 
and other “material” characteris- 
tic of a working adman’s shop. 

Visitors observe that the cabi- 
nets are a beautiful walnut. 

Mr. Winslow offers the modest 
correction that: 

“They're walnut veneer.” 

But he admits that he person- 
ally designed them and also to a 
hobby as an “amateur carpenter.” 

The panelled game room in his 
own home in Mt. Lebanon, a 
Pittsburgh suburb, is Mr. Wins- 
low’s own handiwork. 

In addition to being more-than- 


| average skillful with tools, he ex- 


ercises occasionally on the links. 
His observation on this activity 
is that: 


“I’m a lousy golfer. But it’s 


Have you made this important discovery 


Management moves with more confidence when it has the 
complete support of its stockholder family. Favorable stock- 
holder understanding thrives when it is cultivated at a level 
that stockholders respect. The men who read Barron's are 
financial leaders. They are the men others look to for advice 


and recommendations. 


Today, over 80,000 subscribers look weekly to Barron’s for 
vital information about corporate activities. Advertise to this 
group of influential men with money to spend and manage 
... and they'll help your management achieve its goals. They 
rate Barron’s first in readership and usefulness among 
financial publications*. That’s why so many men in your 
position rate Barron’s as their first-choice corporate ad- 


vertising medium! 


Get to the Financial Community 


worst BARRO 


.-. where advertising, too, is 


* 


Ask for the latest readership 
study among Security Analysts 
and Investment Bankers! 


NEW YORK CHICAGO 
50 Broodwoy 71) W. Monroe St 


388 Newbury St. 
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Advertising Age, November 4, 
some consolation to me that my 
wife is women’s champion of our 
club.” 

Mr. Winslow’s career in adver- 
tising includes five years as direc- 
tor of advertising and public rela- 
tions for Libby-Owens-Ford Glass 
Co. and ten years with Armstrong 
Cork Co. as assistant advertising 
manager. 

So his background includes ex- 
perience both in industrial adver- 
tising and in consumer advertis- 
ing. 

As he sees it, you can’t put a 
fence between these two fields to- 
day. 

The Koppers Co., of course, is 
primarily interested in industrial 
markets. But Mr. Winslow ob- 
serves: 

“More and more the manufac- 
turer can’t consider the job done 
unless he helps promote the end 
use of his products. 

“Industrial and consumer prod-_ 


uct advertisers are using the same|num foil and for Reynolds do-it- 


media today.” # 


1957 


RCA Hits Record Sales 

Radio Corp. of America, New 
York, reports record sales of prod- 
ucts and services of $853,667,000 
for the first nine months of 1957 
against $812,524,000 for the same 
period in 1956. RCA sales for the 
\third quarter also hit a record 
| figure, amounting to $288,677,000 
against $286,036,000 for the 1956 
third quarter. Corporation earn- 
ings after taxes come to $28,320,- 
000 for the first nine months this 
year, compared with $27,893,000 
for the same period in 1956. 


Reynolds Metals Boosts Baird 
| Pat Baird Jr. has been named as- 
|sistant consumer market advertis- 
ing manager of Reynolds Metals 
Co., Louisville. With Reynolds 
eight years, last as a division sales 
|manager in Los Angeles, Mr. 
Baird will direct the ad program 
for institutional types of alumi- 


yourself aluminum. 
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 Zgro LARGEST 


FARM B&B 


Source of 1956 Cash 


Farm Income (USDA) 


$5.3 Billion From Cattle 


and Gdiees 


$4.5 Billion From Dairy Preduste 


$3.2 Billion-From Poultry & Eqgs ss 


| $2.6 Billion From Hogs 


v 


$2.4 Billion From 


ies 
se 


The poultry 


business is the third largest 


farm enterprise . . . providing $3.2 billion _ 
cash income to farmers (1956). : 


This tre- 


mendous income and buying power, how- 


ever, is being concentrated into fewer and 


fewer hands. 


’ In 1954 only 1,684,531 farmers sold eggs 


(Census)... 


2,187,951 fewer farms than 


the number selling eggs in 1929 . . . but 


they sold 37% 
The poultry 
specialists . . . 


advantage by applying scientific knowledge 
provided by specialized magazines. 
Poultry Tribune is 


Poultry 
Tribune 
Has The 
~ tith Larg 
Advertising 
Revenue 
Among 
276 
Farm 


_ Magazines 


ized magazine 


zed 


| market statistics . 


\ advertising. 
j wri TE FOR 


WATT PU PUBLISHING 2 $0: 


. . Poultry Tribune subscribers own 93% 
of all the layers in flocks of 400 or more. 

Poultry Tribune provides advertisers with 
a selective, low-cost, low-waste channel 


FARMING IS A BUSINESS 


A concise, factual summary of farmyy, 


tion to your media files... an analy-/ 
sis of cost and waste in farm market 


WiR a. 


more eggs! 
business is in the hands of 
who keep their competitive 
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the leading special- 
serving the poultry business 
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GIMMICK—""Door busters,” featur- 

ing 2¢ items, were part of a 

whoopdedoo promotion for a fur- 

niture store in Providence. A 

spread (the right page is repro- 

duced here) pushing the event ran 
in the Evening Bulletin. 


NBC Radio Boosts 
Stations’ Pay 15% 
—3rd Hike in ‘57 


New York, Oct. 30—Encouraged 
by an upswing in billings, NBC 
Radio has announced another sta- 
tion compensation increase, effec- 
tive April 1, 1958. 

This 15% increase will apply 
to all five-minute segments, in- 
cluding news-on-the-hour and the 
new comedy vignettes. This fol- 


lows an earlier 10% boost for sta- 
jtions; that one was an escalator 
|increase—which varies with the 
sort of clearances given the net- 
work by the stations. It went into 


effect Oct. 1. The stations also 
received a 74%% hike last Jan- 
uary. 


In announcing the revised com- 
|pensation schedule to the af- 
| filiates’ executive committee, Rob- 
ert W. Sarnoff, NBC president, 
|said the radio network’s gross bill- 
ings as of September were up 70% 
lover last year’s levels and that 
the number of sponsored hours 
was running 40% ahead. 


® An equally happy picture was 
painted by Matthew J. Culligan, 
vp in charge of NBC Radio, who 
heralded substantial “share of au- 
|dience” gains for the network’s 
shows in several key programming 
| periods. # 


Beltone Expands Campaign 
for Hearing Glasses 

Beltone Hearing Aid Co., Chi- 
cago, has set up an annual bud- 
get of $1,250,000, exclusive of its 
co-op program with distributors, 
to promote its binaural hearing 
glasses. More thon $500,000 will 
be spent in this fall’s campaign. 

Newspaper ads will appear in 
170 dailies in the U. S. and Can- 
ada on a monthly basis. Insertions 
will appear in Coronet, National 
Geographic Magazine and Read- 
er’s Digest, plus several special 
interest publications. Beltone also 
will participate in NBC-TV’s “To- 
day” and CBS-TV’s “Pacific 
Panorama.” On radio, the compa- 
ny will sponsor Gabriel Heatter 
(Mutual), Don McNeill (ABC) 
and newscaster Frank Gross (Co- 
lumbia Pacific). In addition, the 
company will send out direct mail 
at the rate of 500,000 pieces a 
month. Olian & Bronner, Chicago, 
is the agency. 


Nina Kyle Joins Serwer 

Mrs. Nina Kyle, formerly ex- 
ecutive editor of Glamour, has 
joined Irving Serwer Advertis- 


ing, New York, as vp and mer- 
chandising director. 


*Clothing 
Stores 
put 69.6% 
of ALL their 
Los Angeles 
metropolitan 
newspaper 
advertising 
in The Times 


In Los Angeles, 
The Times is first in 


96 of 114 Media 


Records classifications. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 


New York, Chicago, Atlanta, San Francisco, Detroit 


aioe eee | ee ea on ia a eo a _ ac OP Bayo Se eas 2 eh, ee Let ee oe ee ee eat, se TS ae pee ie ee ee he a i Pee cal a i afte, gtk eRe Dek 
aa ee cS cle Metta Do eis ek « cee oe — “owe Ss pe ys ) ieee Wats, RM Pre ale eee Ss ‘CORNER Rt! 2 ds Nt aa AER => i oe ee ee ae Pe ena Sn bat 
err: oe eee ee weer 2 a ae ae eee ey i ga kg = TR CO. Kae ie ee eas 
“ eae ee i ee ee i. ae, a Sa bea a ee ee ee ee ee ee eee ee 
i i BPs ee ec tl CO RE ee cies eS Pi, ee tee eee og - eet | ae Re) oo: AOR eee ee en et -s 2 iis eA ie ‘ é eo “" aera oo ae ea .<: Cee ee ee as . a 
oie ae : ee 8 iS ees Te * Oe ppt ot cai 1 sm “ ae ae, bey e tei) oe St see — bo ierane ot che iw — BO ag Se rea PT a ae als, ber cae 2 age wer 
“on peer : ie ec ame | pee oe ee mS ee oe arene ee yy ae enn ae ee Se ee ah a eA BS eee oa ee a PE Race ie co a 
es " ae a a apis i ae Re ee aes roa ee =< eg. a ene —— 3 : ae Se as eo a pats ; 
ad Bee 
= ” 4 
s 
iy | 
ig aa — 
ae . . -— ¥ {aed rs far ———— lhe ’ : 
Ke tee i ' a 4 
:  -« Fiiwosaem IN LOS ANGELES. THEY SAY Fi 
‘ . = 
f seteereeetcce Mae So ee : : 7 
7. teeeteceeregn Mae ae ae : : r a 
; ISEEITIIEILLLL ceteeeeceee hy Oe tes ta - . a9 ~ : 
| Tee |) =| TIMES, FIRST OF ALL” 
7 ofs*ege i eee ib ee Mase = ae ’ eer 
7m mene st [Oye wwrer woes ey vie . ae Pigs pirmme aaeeearet : 
; V : 2 WE ae oe 87 : ‘ SOEs Ye ae Bee ae eee tie eae Ras aay 
7 | nT 7s AT a ever e Beat eee | xi eu al cts oh ener a, nee a Figs 
v ne PB ks t eT oe ad a com — eee ess Sous 
% © ’ a: ie Es Se eet re 
Z y o) Paaigee ike) Fa 
Pec 9 68 Y aaa 87 FF os. oe. tee 
Se Dy aa rete ae erage *¥ ae . a 
5 ) q is BE AE ATOR Lass Bo less " ee 
; 7 a F eee a ae Pte 
ath an = f E af Be eo : i 
e.. ae - i 4 io, Aaa us 
, | © ag re SO at I | nes Sa ol ‘a; 
ify ofr. E ee aa : 
r : - 5 = z= Al a? i hes < . 
oa | % teu seo, ‘GY A a8 Sa “ 2 ae f 7 
r aT ; ae IR On le 7 . , 7 
“Ata tke >| | es Le r , . — 
"3 : marie iam le ; rs 7 A a 
fe rj > ei, Sidiine . Sea Ds Cio aye es 
Hic on a fs “ian Pt ee ‘ Cy ged a cies 
2 mente” eve — O/B t ee, nn Rae te + Ee ort 
ce iy Sr | ree ere . Se E 46) ae , a ere pe 
: = ——— Bi oe as Vern. > Sar te x : a “hace : 
a ‘ ite a . ee Sa: a ig a) 
i 5 ee ee Peas ee ; ale ’ 
= j a 2 hehe ce : = 
= ene ~) Zs ae es ee bit . : ae pvt = § ae 
<= anywe sf a a ee E 
ORMS - — a aes J a ae at ere Ls, ad, 2 3 F 4 é t 
mt — in rae _ ta 3 j ‘ 
ee a mee sy 8 = ‘ 
bie Le Pe yg . 
i a ee 3 ee h ; a 
: es Ce i cy .- > ae S/R 
ve mo WSS ae . a a 4 3 ¢ 
- . ; Prams gee eS ef , 
eee —— ee CEE a of Rie ee a E q 
: 5 ror — a . i 7 
i bie 5 em ee, = ae i : a 
oni 2 oe. Core 7 i au ee eo ag Fog ! iy 
: wee eT ———eEeee , <3 eed, 2's Wee 2 e a y ae. eee 
= "4 d Lae Bot Lae Pigs z 2 ae s aa y 
| iS THE VS. a : & a 
| sr aime 7s. heey a y - Ss 
i. - | iy a Ps aR ce ‘a? ae. a 7: 
= Fo he ee ea: i a P E - 
+ | Bes 4 |. , - a aa : 
quteinepusntpasmenspemaitenes = s : ; : 
os : hg . Gy ian a — 
” ee a ; 7 4 i (—- -* = ct 
° ee, suas Lt oe — 
% re eee, : er ie ' z an 
i - oe Brac g : ae - 
| ESS — a. ee Fle ” 
d a vid ‘ . 5 3 i orem 
an Ae i a i ne lh sai ie a | : 
f A ee eat fis ii erie 4 ee fee 
ee ee ae te. ae. ee. Ue ee a 
fe Z - > ih? ee. ee ne oat, = 
J % tic ‘4 ees et ae ee = 
aoe y ies gh Pa Pia: Ss b, “ee? “4 
mar, 7 ay 
ns y cae P = | ' ae 
hes ; ———_—__—— - — — j Hs ae 
as , on Et ee 
- Be . ‘ ee 
er . mo ~ zs ba 
4 eet, . ice 
3 5 § : 
es } ‘ 
i ue 
c ee | e % 
mh ee lye 
Ee | | : ‘ i 
: = ’ 7 
+ ee uhh? oe ‘. : 
ee ‘ . me ia 7 4 a 
3 * , TC ag f aoe 
_ pee e Seeker r a eS 
ie ferret a ey : ' ea 
hud . " * aoe 4 ae eas 
ai be a 4 weet a 
J ¥ ‘ e Jal Mees , oo See 
; : meee . 3 
ss eee ARMING . : | es 
Me e.-° : ‘ ‘ % 
R: : POULTRY F os. ttl 
ei aa ne 
om , * > 
2 ) 4 i 
iy . ar "On 
ui : | as du 
! Shem ; “ 
Th 2 etal me 
sil ‘ ce Be og Ve 
ae ee oe is 
: wi : Te fii i, 
oe ’ so 7 ene. 
i a i $e 
si ‘ ‘er eh 
| | 4 = oe 
‘ PO | i ea 
d a 7 a « 9 . * é 
nner I | ¥ Ae 
ge os nee nS Teel 
TF x an i Sa 
ish : — * scab 
aire eras eae py asi 
= He; ne 
es oe “ 
eS a Pk : 
ws 5 " ; Poe 7 
iy A cone Ai A anion ane len Sat Maen, aretirindhie ines. Ebon sin <a fellas Lip gee ae ES a4 eee 
- ‘ A Neto Par on ai a . ae : ’ ee et. ‘ ie oF 
a J : ae ae 
: Tee 
% oe 
“ | ee 
nig 
" | i 
st a 
= 
~ | 
» | 
ee. 
‘ 
| 
| | inte this 3.2 | | a 
, n : 
: | 
“a — ee | | 
by ’ ibd 
‘ ; (UY  f fj a | Ta 
; ¢ - es 
‘ re Yj 
~ Yj : 
: a iy 4 — 
Gi» : Yj ay : 
5 “7, ae 
sie i MH) . ; 
ot ia 
ae is 
Boe | ah 
ee | | She 
é | 
a a —— eee” 
ae a aly 3 mos hea ae ae me “ A 2 ~ - + ies 
fie ia ii td ea aibateieké aie ile De ie ar Sapa ee eS ee ae ene 3 ; ‘ : r ; ; iy Bias ne i shy z ee ee Ve oes 
FR ION i Paani Nn Se PON eee ae aa Sal oe Ean, el Eee: WR. su Us Rea: Sele Ao. i at i eee ae ie si et Pe oe 1 as ee ee ee : ‘ 
RE ee rene mie jegt ia lca oe See Sa aN ee a a PRE As Rg es a oe ee Ca EIS ns eae ‘ aot hs 
Reereenamr CMG Aer. Reo en I ee Rae ee even ure oh mee 
sy tig afi ipa Heed BLS Sire, eccentric ie Syn ae ceeageroirs Qn BIR Neate Maines a ae ae ee e sds, adeno oh Sieh! ag = be ae ae ae aaa alc : Bats ald eee aes 
SM decir ae rea a Saath cea Ie a sgl arte ror eee ee A I emer ae ae yk te yg Sot paillteag ta eo eg as ee gee oe ee eee ae Pan ie he. 
IT ia Cees ee | St nS LI ae ay sa ah hcl ramen ree Mea oS ae A gan tear Pe ee he met Nace 5, SAR get ea eR i a ie ane A ors jk eae ty Sha pow Lr GS Conc ATS Aan a Te a he rae BS ys ; 


124 


Clicquot Club Names Kilham |Houston Adds Mrs. Somerville 

Clicquot Club Co., Millis, Mass., Mrs. Joan Somerville, formerly 
has appointed Eugene F. Kilham| with Ruthrauff & Ryan and Biow 
advertising manager. Most recent- | Co., has joined Bryan Houston Inc., 
ly he was radio-tv director of|New York, as an account execu- 


Chambers & Wiswell, Boston. tive. 
ga > ree « 
Y 2 a & y “Ae 


YOUTH begins with YOU 


Don’t let it end there... 


Use the PERSONAL MEDIUM that stays with/ 
» YOUTH. The Medium they LIKE, WANT and BUY + 


Write today to: THE COLAD COMPANY, INC. 
DEPT. 7, 701 SENECA STREET 
BUFFALO 10, NEW YORK 


iw 


the big Swing IS TO 
EVERCORD 


reaeyro 
Concitive 


DECAL 


SIGNS 
ALL the advantages of 
pressure sensitive 
application 

ALL the permanence of 
a true decal sign 


More and more national and re- 
gional Point of Purchase sign 
advertisers are switching over to 
Meyercord’s new Pressure Sensi- 
tive Decal Signs! The reason isn’t 
very hard to dig out... 

Recently an important adver- 
tiser told us, “There has been a 
marked increase in our sign cir- 
culation thanks to Meyercord 
Pressure Sensitive Decal Signs. 
Our field men are getting up more 
signs ... and more rapidly... 
than with anything we've used 
before.” 

And no wonder! Meyercord 
Pressure Sensitive Decal Signs 
are mounted with a simple two- 
step installation that takes only 
seconds and requires no water. 
Once up, these decai signs main- 
tain all the brilliance and per- 
manence that have distinguished 
Meyercord Decal Signs for more 
than 60 years. 

‘There are no restrictions as to 
color, shape, design or size .. . 
either halftone or straight poster 
style. Let us show you how to put 
Meyercord experience and facili- 
ties to work in your merchandis- 
ing program with Pressure Sensi- 
tive Decal Signs. 


Pressure Sensitive Facts—FREE 


Full story of Meyercord 
Pressure Sensitive 
Decal Signs, along 
with current samples, 

is yours, for the ask- gf : 
ing. Please write to- = 

day on company i 
| letterhead. 


THE MEYERCORD CO. 


Dept. O-201 © 5323 West Lake Street © Chicago 44, Illinois 


Nielsen Hilton 


ORATORS—Gathered together for a before-meeting chat are these 

speakers at the Hilton & Riggio “New Product Seminar” recently. 

They are A. C. Nielsen Jr., president, A. C. Nielsen Co., Chicago; 

A. L. Plant, advertising manager, Block Drug Co., Jersey City, and 

Cecil C. Kent, patent attorney, Toronto, Ont. Joining them was 
Peter Hilton, president of Hilton & Riggio. 
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Bayard Heads Hacienda Co. 

Stuyvesant Bayard has been 
elected president of La Hacienda 
Co., publisher of the two export 
magazines, La Hacienda and A 
Fazenda. He succeeds Albro C. 
Gaylor, who has resigned. Mr. 
Gaylor was with the company 36 
years, becoming president in 1950, 
when he succeeded Mr. Bayard’s 
father, the late A. W. Bayard, 
who had been with the company 
since its founding in 1905. The 
new president has been with the 
company since 1946. 


‘Life’ Boosts Hanson, Fall 
Charles W. D. Hanson, formerly 
western advertising manager of 
Life, has been appointed manager 
of the magazine’s new marketing 
department. Mr. Hanson, who 
joined Life in 1945, will direct the 
development and application of 
material in the magazine’s new 


Kent 


14 Father Knows Best (Scott, NBC) 


16 Julius LaRosa (Several sponsors, NBC) 
18 Steve Allen (Several sponsors, NBC) 


Pulse Network TV 
Sept. 1-7, 1957 


TOP TWENTY SHOWS 


W I've Got A Secret (R. J. Reynolds, CBS) 
12 You Bet Your Life (DeSoto, Toni, NBC) 
12 What's My Line (Helene Curtis, Remington Rand, CBS) ..............cccccccceseenees 
RE ELLE LTTE 
16 Godfrey's Talent Scouts (Lipton, Toni, CBS) 


survey, “Study of Consumer Ex- 
penditures,” and will be adminis- 
trative head of Life’s merchandis- 
ing staff. Life has also named 
Joseph Fall assistant advertising 
manager of its Chicago office. Mr. 


Ronk — Rating Fall joined the magazine in 1950. 
1 Gunsmoke (L & M cigarets, Remington Rand, CBS) .......cccccssesseernreeee 28.4 | 
2 Ed Sullivan (Lincoln-Mercury, CBS) .............cccceccecseeserserscessvarscescssceseeneseneneusene 

3 Playhouse 90 (Several spomsors, CBS) .............ccccccesesesessennsesrsesesesvsversnsnevenvenee 

4 GER ‘NIEDy SUED cde deccncccsvinsctlinnciieonsnsascakankentninis-sesseneremonscdssseiticac 

5 Alfred Hitchcock Presents (Bristol-Myers, CBS) 

) GR Trane, Cie ttvad Ciutat, GUD oncsccccsibstcscessiintsqnesestnsnipscossansccetidboaussosiodone 

6 SROES BI FP IOON, GID ences cicrcssescccesconcessvesttsesctpeiecsisntbocenceeBasssvshasse 

8 $64,000 Challenge (Revion, P. Lorillard, CBS) 

9 re SI IOI IID caniswcsesisiessesanesntsnedsashencontakenasiastsetsostensabin 

9 Twenty-One (Pharmaceuticals, NBC)  ...........cccccsssersesceserssssscorecesssescocesseceeers 


“I usually come out about once a week!” 


New Production Center 


Caravel Films, producer of tv 
film commercials, has opened a 
new $1,000,000 production center 
in New York at 20 West End Ave. 
Opening of the center, which is 
four stories in all, was dictated 
by a more than 25% increase in 
Caravel volume over the last two 
years, David I. Pincus, president 
and founder, said. 

The new center contains two 


studios, six cutting and editing 


|rooms, seven costume and make- 


up rooms, projection, animation, 
opticals and special effects de- 
|partments, offices for the staff 
‘and clients, carpenter’s shop 
and property department, storage 
space, and an elevator capable of 
carrying a medium-size truck. 


| Suatth Buys at NTA 
Smith Bros., Poughkeepsie, N. 
Y., has ordered a one-minute 
participation on two Shirley Tem- 
ple movies to be shown on 63) 
stations of the NTA Film Net- 
work on the weekends of Nov. 
bey and Dec. 7-8, through Sul- 
livan, Stauffer, Colwell & Bayles. 
About four one-minute participa- 
tions are still available on each 
of the November and December 
Shirley Temple shows, NTA said. | 


Manny Reiner Now a VP 

Manny Reiner, who joined Tel- 
evision Programs of America last 
year to direct its foreign opera-| 
| tions, has been elected a vp. | 


19 Burns & Allen (Goodrich, Carnation, CBS) ..........ccccccccccessesesesseseesseseerseneenenes 20.4| JUST KEEPING ABREAST OF COMPETI- 
20 Disneyland, (Several sponsors, ABC) .......cccccccces .sssssvenssesesessesnsensnseonneneenennes 20.0| TION? BUST OUT AHEAD BY ADVER- 
MULTI-WEEKLY TOP TEN are me 

1 Mickey Mouse Club (Several sponsors, ABC) ..........ccccccesssseesesesesereeeeseeearens 11.6 

2 Queen for A Day (Several sponsors, NBC) .........ccccccccccsssessesecseesenseeseneeneeee 96 

3 CHB Peay: COUN IID cececisscctcecttensstetcinctretlistientniceseesciecnincieens-ctesiaee 8.9 

4 Guiding Light (Procter & Gamble, CBS) . nsibeieshhdbehsenidinchirebeesbediahsssotey 8.4 

5 Search for Tomorrow (Procter & Gambie, CBS) Silt arinthit nah tclenteanditeceniadliniia 8.3 

6 Art Linkletter’s House Party (Several sponsors, CBS) ............0.66cccccccccesseceeens 8.2 

7 Captain Kangaroo (Participating sponsors, CBS) ..........cccccccccsscssseseneseneenene 77 

8 Arthur Godfrey (Several sponsors, CBS) ....sccsccscse. «csccssssssssscsssssssssssseesssseen 7.6| WORLD'SLARGEST SELLING GOLF MAGAZINE 
9 Love of Life (American Home Products, CBS) ........:ccccsscvessovssvssssensseeeesneesnnnns 75| 611 Davis St. + Evanston, Ill. 
10 Modern Romances (Several sponsors, NBC) .............ccccccccccecssesseeeeneesseeeeenvenenen 73 (aap) 

10 The Price Is Right (Participating sponsors, NOC) c.cccccccssscssscsssseceecessecnee ran (MBL) WRITE FOR MARKET DATA 
Caravel Films Opens 


VOL NOL NOL OVO O70 


\ JERS Ja. J JES Ja J Ja Ja J J nn J WA Ne 


YANESS: 


hn Opera on Foun Gols f 
TEXT BY: GIAN-CARLO MENOTTI MUSIC BY: SAMUEL BARBER ss 


Tt J Ja Ja Ja J) 


Read it first in Esquire ... World Premiere at the : 

Metropolitan Opera, New York, January 26, 1958 

—complete libretto in the December issue of Esquire, 
on sale November 7, 1957 
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Audience Reactions to the Frey Report 


Advertisers and Agency and 


Atiantic Crtry, Oct. 30—To test, “It’s about what I expected—very 


the reaction to the Frey report on 
agency services and compensation. 
four editors of ADVERTISING AGE 
checked with members of the au- 
dience as the final session of the 
Assn. of National Advertisers’ fall 
meeting broke up here at 1 p.m. 
today. 

In general, it found two things— 
first, an acceptance, particularly 
by media and agencies, that there 
could be no stand-pat attitude for 
very long with regard to changes 
in the agency compensation pat- 
tern; that discussion of such 
changes was bound to continue, 
and that while it was impossible 
to determine exactly what would 
emerge, the rigidity has definitely 
disappeared from the existing sys- 
tem; and second, that only a tiny 
handful of die-hards is “mad” at 
anyone. 

In most instances—among me- 
dia, advertiser and agency peo- 
ple alike—there is no expression 
of animosity. Instead, there are 
indications that a system which 
has served reasonably well in the 
past, and is still serving reason- 
ably well, should be looked into 
critically because times and condi- 
tions have changed. 

Here are some typical comments 
from advertisers, agency men, and 
media people: 


Advertisers 


Bob Piggott, Pet Milk Co.: “They 
had a tough task to perform, and 
there was more meat in the report 
than I expected. The real meat 
will come later, but at least the 
foundation has been laid. The one 
thing that surprised me most was 
the extent of unrest among re- 
spondents regarding the 15% com- 
mission system.” 

Mel Hattwick, Continental Oil 
Co.: “I think there is no question 
but that more agencies will have 
to put in more and better cost 
accounting systems. When we're 
talking compensation we'll look at 
their figures just as we look at 
those for all the other things our 
companies buy. But this doesn’t 
mean necessarily that we'll pay 
them less; maybe we’ll pay them 
more.” 

George E. Mosley, House of Sea- 
gram Inc. (and retiring ANA 
chairman): “There definitely are 
some areas of agency service and 
compensation that need looking at, 
but that’s about as far as I can 
go until I see the complete report.” 

Everett M. Runyon, California 
Packing Corp.: “I think this will 
help dissipate much of the misin- 
formation which has tended to 
separate agency and client. In our 
case, we have the same agency 
now that we had in 1917 when our 
first product was advertised, so 
we don’t believe we have any 
problems.” 

Don Brice, Dictaphone Co.: “I 
expected to hear more than I did 
today. I wouldn’t recommend any 
changes in my setup on what I 
heard. I don’t think too much will 
come of the report.” 

P. W. Nickel, Bissell Carpet 
Sweeper Co.: “It is a start—and 
maybe something constructive will 
come out of it later on. I don’t 
wholly understand it in the pre- 
liminary form, but a beginning had 
to be made somewhere. I think 
there’ll be some adjustments— 
equitable adjustments—made in 
the compensation system in time.” 

James Rhodes, Hamilton Mfz.: 
“Basically the report came out 
about the way you would expect it 
to. Differences of opinion are 
natural on the compensation ques- 
tion. I think there’ll .be changes 
made but they’ll be minor—I don’t 
think we'll get rid of the basic 
15%.” 

Irving Hoff, Warner-Lambert: 


Media Men Air Their Views 


objective. I would think one might 
look for cooperative action be- 
tween the ANA and the Four A’s 
on the basics of the survey find- 
ings.” 

Ralph Harrington, General Tire: 
“I wouldn’t want to comment until 
I can study the final report, but 
I think there’ll be changes.” 

Robert Nash, Glenmore Distill- 
ers: “It seems to me it leaves us 
just about where we were before. 
I guess now we go home and work 
it out.” 

Don Marschner, Shell Oil Co.: 
“It went further than I thought it 
would. I expected only statistics, 
not the firm recommendations ad- 
vanced for advertisers. I also was 
surprised at the large percentage 
of media respondents who indicat- 
ed dissatisfaction with the 15% 
system of compensation.” 

Bob Gray, Esso Standard Oil: 
“We will discuss the report with 
our agency. It is a constructive and 
helpful report, but I feel that the 
changes that will come about will 
be more evolutionary than revolu- 
tionary.” 

John Veckly, U.S. Steel: “It 
certainly indicates that there is a 
question as to whether the present 
compensation system is adequate. 
If there are inadequacies in agen- 
ey service, and they relate to com- 
pensation, then we should recon- 
sider the method of compensation.” 

William Walrath, Oscar Mayer: 
“I thought the report would indi- 
cate even more dissatisfaction than 
it did on the part of the advertis- 
ing manager for the present sys- 
tem of compensation. We have 
been reexamining our agency re- 
lationship ever since the topic of 
agency compensation first arose.” 

Charles Bell, Pepperell Mfg. Co.: 
“It was a good report and I learned 
something from it. I was surprised 
at the low percentage of advertis- 
ing managers who expressed dis- 
satisfaction with the 15% commis- 
sion system of compensation.” 

Irvine Holezer, Bulova Watch 
Co.: “We hope to take action based 
on the report. In areas other than 
simply space buying there is room 
for some system, so you can eval- 
uate what you are getting. I feel 
it is a very reliable report.” 

Al Thiemann, New York Life 
Insurance Co.: “Advertisers will 
take a closer look at the compen- 
sation picture. I can’t say at this 
point whether my company will 
do anything as a result of the re- 
port. I was surprised at the over- 


whelming endorsement of the 
15%.” 

Agencies 
Sherwood Dodge, Fietcher D. 


Richards Inc.: “The dilemma of the 
Frey study, like the dilemma of so 
much ‘one-shot’ survey research, 
is that so many expected it to pro- 
duce a solution. If this is regarded 
as only the first step in a continu- 
ous chain of systematic steps to 
reach mutually better working re- 
lationships between agency and 
client, it is healthy. If not, it is 
expensive deception.” 

Raymond F. Sullivan, Sullivan, 
Stauffer, Colwell & Bayles: “The 
report is about what I expected— 
temperate and objective—and will | 
provide the basis for a better un- 
derstanding between agencies and 
clients.” 

Winthrop Hoyt, Chas. W. Hoyt 
& Co.: “In 30 years of agency 
experience, the business hasn’t 
changed a bit—a client asks 
whether we can do a job, and then 
we see how it fits into compensa- 
tion. That’s never changed, and of 
course we’re going to do the job. 
Ever since I’ve been in the busi- 
ness there have been rate cutters 
and chiselers around—a _ percent- 


age of them—and there always will 


” 


Lou R. Brockway, Young & Rub- 
icam: “I don’t think any reason- 
able person can look at the com- 
pensation system and see a simple | 
way to improve it. Still, our busi- 
ness is a business of ideas, and 
once an agency throws out new 
ideas, it’s through. We don’t do it in 
our business, and we wouldn’t do 
it here.” 

Hay McClinton, Reach, McClin- 
ton & Co.: “There will be individ- 
ual but not industrywide adjust- 
ments made. I don’t see any set 
of rules that can be better than 
individual arrangements. I am an- 
xious to get into this with my cli- | 
ents right away; there are inequi- 
ties on both sides.” 

Howard Rose, The Buchen Co.: 
“I don’t think this is particularly 
new. This matter of reasonable 
compensation for services per- 
formed has been worked out in 
the past, and I’m sure it will be 
in the future. Individual solutions 
are always called for.” 

Roy Block, Grey Advertising 
Agency: “The report makes me 
proud to be part of an industry 
which is thinking this far into the 
future.” 

Ray Fowler, Needham, Louis & 


point of the high percentage of 
media respondents expressing dis- 


unhappy.” 
Howard Jones, Keyes, Madden 


thing save a bad one.” 


Inc.: “I was disappointed .. . The 
press agentry that preceded it 
made it seem like a super-revela- 
tion to come.” It seemed to him 
that the low level of top manage- 
ment response indicated that man- 
agement didn’t attach sufficient 
importance to the survey or man- 
agement’s frame of mind was in- 
adequately researched. 

Harry Deines, Fuller & Smith & 
Ross: “It'll be a little like integra- 


Brorby: “I think it was a consci- 


tion—it’s going to take a long 


The Editorial Viewpoint... 


The Agency-Client Pattern 


Those who were expecting a clarion call to be sounded by Prof. 
Frey at the Assn. of National Advertisers meeting, with perhaps an- 
swering yells of defiance from segments of the audience, were disap- 
pointed. All was sweet reasonableness in an attitude of rather genial 


good fellowship. 


And why not? The fact is that if there ever was a “battle” over the 


method of compensating agencies, 


that “battle” was fought in Wash- 


ington and the corridors of the federal courts, and decided more than 


a year ago when the various assoc 
in the federal anti-trust suit. 
Since then, as the ANA special 


iations cited signed consent decrees 


committee said at the time, it has 


been both legal and ethical for advertisers to make individual ar- 
rangements for compensation with their advertising agencies. This is 
precisely what the most vocal ANA members really wanted; this is all 
they can hope to get. Consequently, everything else that happens 
tends to be anti-climactic, including the Frey report. 

Just how anti-climactic recent events have been is amply demon- 
strated by the fact that we would not change an essential word in 


an editorial we wrote on this sub 
May 28, 1956, issue, when we said 


ject a year and a half ago—in the 


“It seems quite clear that advertisers are determined to make their 
own individual deals with their advertising agencies, and that their 
hand has been strengthened by recent legal events. This is important 


in concept and in law, but it is 


nowhere near as revolutionary in 


practice as some present-day speech-makers would have us believe... 


“It seems quite clear, also, that 


the great bulk of media intend to 


continue the commission system about as it is; and while it seems 
equally clear that the Assn. of National Advertisers is more or less 


officially committed to trying to 


get net rates for advertisers from 


media, the possibility of success in this attempt is a matter of consid- 


erable doubt. 


“It also seems clear that advertisers will continue to use advertis- 
ing agencies, not only because no alternative presently seems to exist, 


but much more importantly, beca 


use advertising agencies perform a 


vital function which has proven its value—entirely aside from all dis- 
cussions of compensation or system. 
“Thus it also becomes clear that while the relations between agen- 


cies and clients, and the relations 
not be completely separated, they 


between agencies and media, can- 
are nevertheless two distinct prob- 


lems. Advertisers insist on their legal right to deal with their agencies 
on a mutually satisfactory, individual basis; media insist on their 


right to grant commissions to age 
grant directly to advertisers. Both 
interfering with the other. 


ncies as a class which they do not 
could be right, without necessarily 


“There will be changes, of course. They can be orderly and sensible, 
and beneficial to all in the long run. Or they can be dictated by vin- 
dictiveness and impatience and do long-run damage to the whole 


structure.” 


The preliminary Frey report, and the atmosphere in which it was 
delivered, indicate that thoughtfulness and patience and long-run 
considerations will govern most people’s actions. In this event, we are 


willing to reiterate two other old 


predictions of ours: 


First, there will be a very minimum of confusion in the business as 
changes are made; this is evolution, not revolution. Second, before 
too long many who are now skeptical will be saying that what has 
happened was a good thing for the whole business. 


| 


| 


Patrick Gorman, Bryan Houston | 


| Housekeeping: 


125 


entious and unbiased job, but there | time. I found most significant that 
are still too many things we don’t |60% of advertisers spending over 
know. I want to see the full re-/|$1,000,000 thought there would be 
port.” Mr. Fowler also raised the |some change in the compensation 


system.” 
Joseph Scheideler, Bryan Hous- 


satisfaction with the present 15% ton Inc.: “Some modification of the 
system: “I want to see the com-|15% system will come about, but 
plete list of just which nfedia are|it can go either way, depending 


on the nature of the account.” 
Jere Patterson, Erwin Wasey, 


& Jones: “I am satisfied that good | Ruthrauff & Ryan: “The report 
will come of the report and I see confirms a number of things we 
absolutely nothing to fear. It does|krew already about agency com- 
seem that the workman will con-|m sions. The commission system 
tinue to be worthy of his hire. No|p - 
lone ever could stand in the way commissions and fees will result. 
of true love and no one will ever But the report substantiates the 
pass a law to disturb a good agen- | direction in which we've been go- 
cy-client relationship nor will any- | ing anyway.” 


se is not adequate—media 


Ed Sylvestre, Knox Reeves Ad- 
vertising: “It’s a provocative re- 
port. This whole problem has been 
looked at emotionally and Frey’s 
report is a sensible way of ap- 
proaching the problem. I want to 
study the report. It says we must 
have mutual confidence in each 
other. It’s too early to say what 
I’m going to do about it.” 

Larry Valenstein, Grey Advertis- 
ing: “Time must pass for thoughts 
to crystalize before anything hap- 
pens. There were no surprises in 
the report. There could be an up- 
swing in compensations for agen- 
cies as a result of it.” 


Media 


Dick Deems, Hearst Magazines: 
“All of us need to study it; this is 
only a preview. It gave a tremen- 
dous amount of material that we 
all have to digest. It will take some 
time to see which direction this 
moves us.” 

T. F. Mueller, Newsweek: “Hard 
to say until we see the final report. 
Some of the questions obviously 
have to be settled by advertisers 
and agencies, and are outside the 
province of the publisher.” 

Paul Huey, Progressive Farmer: 
“All right—the Frey report is the 
most systematic and composed I’ve 
heard—it should be of great value 
to advertisers, agencies and me- 
dia.” 


Herman Sturm, Nation’s Busi- 
ness: “About what we could ex- 
pect—a balanced appraisal. I think 
media generally feel there’s not 
going to be any quick change in 
the compensation system.” 

John F. Connery, National Geo- 
graphic: “Nothing we saw could 
have been very new to advertisers 
or agencies. I was a little sur- 
prised at the low rate of return, 
particuarly with three mailings.” 

Harry Chamberlaine, Good 
“Over the long 
term, probably a good thing—lI 
was a little disappointed at the 
rate of return.” 

John Sweet, U.S. News & World 
Report: “I don’t see any violent 
upheaval, but some changes are 
bound to come in the long run. 
There is too much insistent dis- 
satisfaction with some aspects of 
the current situation.” 

Pete Callaway, Fortune: “I can’t 
say what the report's results will 
be until I see the whole report. 
There'll be no change in operation, 
not right now. It seems that most 
agencies and advertisers prefer the 
present system of compensation.” 

Bill Carr, McCall’s: “There's 
nothing media can do but just sit 


|tight and wait. The report shows 


some satisfaction and some dis- 
satisfaction with the compensation 
system. It’s a terrific study and 
it will lead somewhere, but J don't 
want to prophesy just where it 
wil] take us.” 

Jack Morrissy, Life Magazine: 
“This report poses the same prob- 
lem to Frey and the ANA that we 
have in breaking out usable data 
from our study of consumer buy- 
ing power. There is a wealth of 
good material in both, but it’s go- 
ing to take a long time to dig it 
out.” 
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ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


(maximum—two) 30 letters and 


per line. Add two lines for box number. 


spaces per line; upper & lower case 
Closing deadline: Copy in written form 


in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


AG 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30, 1957 


HELP WANTED 


POSITIONS WANTED 


TELEPHONE SUPERVISOR with several 
years classified experience for a mid- 
western morning daily. Must be qualified 
to hire, train and instruct in phone sell- 
ing. Fine opportunity for supervisor of 
small paper or capable classified girl 
moving to more responsibility. Give full 
resume, include photo, age and salary 
expected. 
Box 9967, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 


MEDIA DIRECTOR 
Available January Ist. Want place with 
small or medium-size agency where full 
benefit of long experience and reputation 
will be of value. Know rates, contractual 
conditions in all media. Experienced in 
| budget composition and dealing with cli- 
ents. Present connection 10 years. Prin- 
cipals know all about this advertisement. 
Box 9992, ADVERTISING AGE 
200 E. Illinois St., Chpicago 11, Illinois 


MOLENE 


MRGNOTD oceecnccrcoceccccccoserseseeee Public Relations 
Copywriters --&d@vtg Managers 
Artists ...... Media ....... Production ...... Service 


“All is grist which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3 
MARKETING DIRECTOR 
ADVERTISING AGENCY 
Cleveland ad agency seeks top marketing 
analyst to work on major food account. 
Experience with ad agency and/or food 
processor. Must be able to conduct sales 
testing program, do market evaluations, 
implement ad program in the field. Col- 
lege background, personable, alert. Some 
traveling. Salary plus expenses. All re- 

plies held confidential. 
Box 9995, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXHIBIT DESIGNER - experienced. Ex- 
cellent pay plus bonus. Good future with 
one of largest exhibit manufacturers. Our 
people know of this ad. 
Box 9996, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 Se. State St., HA. 7-1901 Chicago 
EDITOR FOR NATIONAL PETROLEUM 
PUBLICATION in gasoline service sta- 
tion field. Excellent opportunity with 
long established Midwest publisher. Must 
know management and operation of 
modern service stations and be able to 
write clearly. Editor of oil company house 
organ or similar publication can build 
himself a real future. Address reply to: 
Box 9997, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADV. SPACE SALESMAN 
Midwest territory headquarter Chicago. 
$7,500-9,500 plus expenses. 50% travel. 2 
growth publications. Send resume. 
Box 9998, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 77-2255 
Exp. salesman. All media. Top Ad agen- 
cy. $10,000 potential. Reply and snap to: 
Al Kellert Advertising, P. 0. Box 8001, 
Pine Station, Albany 8, New York. 


RESTLESS TYPEWRITER 
29 year old publicist-attorney seeks P-R 
opportunity. Born wordslinger who lost 
trail somewhere. Experience in all media, 
production, editing, writing. Campaign 
director for political, public figures. 
Adult Southern, will relocate. 
Box 9974, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

COPY-13 yrs. with 3 Eastern ad agencies. 
Now locating Chicage. Switch hitter with 
high batting average, consumer and in- 
dustrial copy. Irrefutable proof of per- 
formance. Call GReenleaf 5-3471, Evanston 


ADV. MGR. —INTANGIBLES 
Have sold financial, adv. and promotional 
services to over 10,000 businessmen. 
Strong creative background . . .direct 
mail, space adv., sales presentation & 
training aids. 10 yrs. exper.—Agency 
copy-contact and adv. mgr. nat’l firms. 
Box 1000, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Illinois 
Young Scot, (28), emigrating U.S.A. 
wishes join progressive company, Exp.- 
Mktg., Mdse. & promotion (Nat’l Firms). 
Studied-Economics, Psychology, Adv. Mar- 
ket Research, Costing & Sales Analysis 
Adaptable, willing learner. Resume sent. 
Box 1001, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SOLIDLY EXP’D. YNG. AD MAN 
A.E., copy group head, sis. prom. and 
merch. admin. 14 yrs. exp. top agencies, 
major mfr. Knows maj. appls., bev., 
home furn., autom. Salary: reas. 5-fig 
Box 1002, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLISHER'S REP AVAILABLE 
Consumer business, Trade Directory, or 
catalog Media. Cover southern New Eng. 
and New York area. Write Andrew G. 
Jacob & Assocs., 5 Peter Cooper Rd., New 
York 10, N. ¥. 


SALES PROMOTION YOUR PROBLEM? 
Young (31) but seasoned s. p. man with 
8 yr. proven record as copywriter and 
copy chief for nationally-known mfrs. of 
industrial and consumer hard goods 
available now. Will relocate midwest or 
east. 
Box 1003, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART SALESMAN 
Studio with excellent reputation and 
more than 20 years continued growth 
desires to increase its representation. If 
you are a young aggressive individual 
with an established following and cli- 
entele who is interested in a future much 
greater than a job we have the unlimited 
opportunity. Please furnish complete and 
detailed information. All replies kept in 
strict confidence 
Box 9999, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING AGENCIES 
Top wire service newsman seeks to join 
an agency billing $10 million up in which 
he can develop into an A/E. Single, age 
27, service obligation complete. 
Box 1004, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EDITORIAL OR PUBLIC RELATIONS 


Chicago area; strong experience all 
phases magazine, publicity fields; 32; 
coll. grad. 


Box 1005, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Our 46th Year 
COPY. Print, film, & live TV 


Foods, other pkg. goods $20-22M 
COPY SUPERVISOR. Can be 

in 40's. Pkg. goods $20M 
ART DIRECTOR, some industrial 

or automotive experience to $18M 
SPACE SALESMAN, farm 

paper experience $10-12M 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 


110 8. Dearborn CE-6-5353 Chicago 


NOW AVAILABLE 

SEEK GREATER OPPORTUNITY 
Now employed as account executive, 
multi-million dollar agency. Successful 
background in Advertising and Merchan- 
dising - includes 5 yrs. as account exec- 
utive, 5 yrs. as Adv. 
tional Mfg., and 2 hitches as military 
pilot. Age 37- Experience in consumer 
hard goods, farm and industrial equip- 
ment. Great team-worker. Would ap- 
| preciate interview. Prefer Chicago area. 

Box 1011, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED 


MISCELLANEOUS 


YES? YES? YES? 
Does your Chicago office need a talented 
writer-publicist with 6 years of solid 
experience? Have you an opening for a 
poised woman of 31 with an M.A. who 
excels in radio-tv, press, and live pre- 
sentations? Will you pay a minimum of 
$7200? If your answer is Yes, Yes, Yes, 
write... 
Box 1006, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MARKET RESEARCH. Female, Experi- 
enced, Strong Statistical Supervisory 
Background Prefer Combination field 
work, analysis. The whole package in- 
cluding salary is open to any Ad Agency, 
large or small, who wants a flexible gal. 
Box 1007, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ENERGETIC EDITOR, 2 yrs. exp. nation- 
wide trade magazine seeks Chicago posi- 
tion. Demonstrated initiative and ingenu- 
ity. Will consider permanent or free 
lance editorial or p.r. Impressive back- 
ground. Recentlv retrned from Euro- 
pean writing assignment. 
Box 1008, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING AND SALES 
PROMOTION MANAGER 
Capable of organizing and executing 
complete advertising and promotion cam- 
paigns, and co-ordinating them with 
other marketing functions. Creative abil- 
ity proven outstanding. Thorough know- 
ledge of production. Well grounded in 
both large. and small budget planning. 
Strong on consumer package goods. 20 
years experience. Top references. Will 
relocate. 
Box 1009, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Dlinois 
CREATIVE ART MAN 
Boston advertising artist-Top quality 
modern cartoon, illustration, layout: from 
conception to finish seeks position with 
southern agency, studio or printing 
house. 20 years experience. 
Box 1010, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES WANTED 
New Method of Full Color Printing with 
Transparent Inks Low Cost - Beautiful 
Color - Fast Service Reproductions from 
Ektacolor - 500 and up. Skekie Color- 
graph, In., Morton Grove, Illinois 
ORchard 4-7400. Representatives wanted. 


REPRESENTATIVES AVAILABLE 
SENIOR REP NOW AVAILABLE 
Knows Midwest territories. 24 years in 
adv. Ability proven by 14 successful 

years in last representation. 

Box 1012, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

Resident New England’ representative 
travels daily this key area only. Can 
furnish top-notch representation one ad- 
ditional established publication. 

Box 1013, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 


ACCT. EXECS. .ARTISTS. .FREELANC- 
ERS. If you control, contact and/or serv- 
ice one or more advertising accounts 
billing under $50,000 per year, and need 
an agency outlet to give you the big end 
of the deal, phone Robert Peterson, 
CEntral 6-6749, Chicago. 

50% INTEREST 
INDUSTRIAL ADV & PR FIRM 
Low 5 figure net annual income to new 
partner from retainers and commissions 
in small, growing suburban N.J. agency. 
Excellent opportunity for contact man - 
advertising manager or account executive 
who knows industrial advertising and 


| sales promotion. Cost of % interest (some 
}ecash and balance payout) is 


less than 
current annual drawing for each partner. 
Submit resume in strict confidence. 
Box 1014, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ATTENTION: CHANNEL 5 TV 
We have a direct mailer tailored to your 


Mer. of large Na- | 


| needs. Results or you pay nothing. Write: 
Copy Overload, N.Y. Bidg., St. Paul, 
| Minn. 
Broadcast production service specialist of- 
fers small sponsors, agencies, complete 
TV-radio skills on commissionable basis. 
Ideas -scripts-cue cards - slides - film - plus 
studio production supervision. BEEPS: 57 
| E. Division, Chicage 10, Ill. MI 2-4615 


Imagine, if you can, a new 


termines the profile of an 


any area in the country. 


This great medium is 


ufacturers. And this is only 


dium totally unlike any other available to 
national advertisers. A medium that first de- 


prospects—and then pinpoints direct mail 
advertising to families fitting that profile in 


Nomic Advertising and is offered exclusively 
by our company. Already it has been tested 
and proved with Awndreds of millions of 
mailings for leading publishers, insurance 
companies, fund raisers, and grocery man- 


To better service our “blue chip” clients 
and prospects, we are adding a national sales 
representative in both our Chicago and New 


Future unlimited representing 
fast growing advertising medium 


advertising me- 


advertiser's best 


called Select-O- 


fidence to: 


the beginning! 


New York. 


York offices. The men who qualify for these 
key positions may presently be with a gro- 
cery, appliance, or automotive manufacturer 
working on national mailing programs. Or 
on the direct mail side of a publishing or 
mail order firm. Or perhaps presently repre- 
senting another national advertising medium. 


If you are ready to participate in the con- 
tinued growth of this great new medium and 
meet the above qualifications, write in con- 


J. R. Cole, President 

Mail Advertising Corporation of America 
435 North LaSalle Street 

Chicago 10, Illinois 


Interviews will be arranged in Chicago and 


FURNISHED OFFICE AVAILABLE $70 


GRAND CENTRAL AREA 
CALL WESTON. PL. 5-0404-N.¥Y.C. 


HELP WANTED 


Chicago Advertising Agency needs 
help—if you have had good, solid 
experience in the cosmetic field, 
read on. Must add two to our cre- 
ative staff. One (man or woman) 
well seasoned in all phases of cos- 
metic advertising. The other can be 
a “comer”, but not a neophyte. Yes, 
we offer generous cash bonuses— 
have a liberal pension plan, too. Our 
staff knows we're running this ad 
because they know we need help 
too. If you're good, write us about 
yourself today, in confidence. If you 
don't live in Chicago, we'll move 
you. Box 810, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


Memo to 
Chicago Employers 


We have a number of highly 
qualified ADVERTISING MAN- 
AGERS, COPYWRITERS, AC- 
COUNT EXECUTIVES, SCRIPT 
WRITERS, TV PRODUCERS 
and DIRECTORS and PUBLIC 
RELATIONS MEN registered 
with us. 

Some are men and women with 
top agency, top account expe- 
rience and past earnings run- 
ning to five figures. Some are 
relatively inexperienced with 
college degrees and a burning 
desire to get into advertising, 
radio or TV. 


NO FEES CHARGED 
applicants or 
employers. 
Professional, Sales 
and Clerical Office 


Illinois State Employment Service 
73 W. Washington Street 
Chicago—Financial 6-3960 
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ADVERTISING 
DIRECTOR 


Grocery 
Products 


Fast growing AAA-1 Southeast- 
ern manufacturer of grocery 
products offers challenging po- 
sition with real future to top- 
notch man with proven success. 
As Advertising Director, you 
will be responsible for a size- 
able growing advertising, pack- 
aging, and sales promotion 
budget, work with advertising 
agency and contribute to over- 
all marketing plans. You should 
have the experience and ability 
to expand to national distribu- 
tion. Public Stock Corporation. 
Profit Sharing, retirement and 
insurance benefits. Young ag- 
gressive management. Salary 
open. Send complete résumé, in 
confidence, to: 


E. H. Kittredge, Jr. 
TEXIZE CHEMICALS, INC. 
Box 1820 
Greenville, S. C. 


ACCOUNT EXECUTIVE 
$12,500 + 


Solid agency B/G in contact and copy 
phases. Must be good platform speaker. 
Will serve “Bilue-Chip’ manufacturer of 
paints, varnishes and industrial chemical 
products. Salary, plus profit-sharing, re- 
tirement pian, insurance program and 
stock option. Age 35-40. if qualified, con- 
tact me in confidence. 


GEORGE E. PYLKAS 
Executive Advertising Consultant 
| CADILLAC ASSOCIATES, INC. 
| 220 S. State St. © Chicago * WA 2-4800 


OPPORTUNITY FOR AGENCY ACCOUNTANT 


to credit his (or her) personal account with better living 


We are growing rapidly and need 
capable man or woman, fully ex- 
perienced in agency procedure, to 
head accounting department and 
grow with us. Ideal living condi- 
tions in University community. 
Always something interesting 
happening ... in sports, music, 
educational activities. Not more 
than ten minutes from office, 
wherever you live. Only two 
hours from Chicago by train; air 


line service in all directions. Po- 
sition offers excellent opportunity 
for advancement with progressive 
organization. Salary open. Write, 
giving personal data and full de- 
tails of experience. Application 
will be held in strict confidence. 


GRUBB & PETERSEN 
111 North Market Street 
Champaign, Illinois 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

appointment on 
59 E. MADISON - SUITE 1417 
CHICAGO 2, TLL. 
CEatrel 6-5670 


FLORIDA PUBLISHER 


desires the services of an experienced gen- 
eral manager versed in all phases of pub- 
lishing, to assume full responsibility of 
sales, personnel, circulation of several 
publications of national distribution. State 
qualifications and compensation desired 
Write Box 806, Advertising Age, 200 East 
Illinois Street, Chicago 11, Illinois. 


The 


Almost everybody of 


importance in 


advertising and 


marketing reads 


and uses 


ADVERTISING 


MARKET PLACE 
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1957 


GENERAL MANAGER 


leading business paper with 
billing in excess of $3,000,000. 
offers rare opportunity 
Our client seeks a top-level man, with a record of solid accom- 
plishment—in administration and marketing—in magazine 


publishing. 


Newly created position with unusual promise for the future 
requires executive capable of major management responsibil- 
ities. Sales administration background and experience in mar- 
ket research and sales promotion facilities important. 


The man we select must work in a constructive, mature, re- 
sponsible manner, must possess chief executive qualities, and 
be able to broaden his scope of operation. 


All replies will be held in strict confidence. Our client’s 
executives know of this advertisement. 


Box 805, Advertising Age 
480 Lexington Ave., New York 17, N. Y. 


ACCOUNT 
EXECUTIVE 
AVAILABLE 


With 8 years of food experience. 
Now handling a nationally ad- 
vertised product. Complete 
knowledge of the graphic arts 
and can handle any problem 
that comes along. Would con- 
sider an agency connection or 
advertising manager position. 
Just drop me a note and let's 
get together. Write Box 812, 
ADVERTISING AGE, 200 E. Ill- 
inois St., Chicago 11, Illinois. 


ROTARY LETTERPRESS 


TIME AVAILABLE 


Large upper Midwest printer has 
available composing room, press and 
bindery time for monthly publica- 
tions, 54%” x 7” to 734” and 1044” x 
1414” to 16” trim. Two colors avail- 
able throughout on new “Super 
Magazine” rotary letterpress. Press 
capacity for run: Small size—128 
pp., 32 page signatures, Large size— 
32 pp., 16 and 32 page signatures. 
Saddle stitch, side stitch or plastic 
square back binding. Press runs of 
100,000 and up. Complete mailing 
facilities. Box 804, Advertising Age, 
200 E. Illinois St., Chicago 11, Il. 


ARE YOU REALLY CREATIVE? If you really like to create good 
advertising—if you've been at it long enough to have learned that 
creating means digging for ideas, not just consulting the crystal 


ball, and you like it—if the job you now have doesn't 


ive you 


enough challenge—you may well be just what we are looking for. 
Our rapid growth requires that we add two creative people—men 


or women—one a senior, one a junior 


who have an excellent 


background in pharmaceutical advertising. This is a must. These 


are not just “run of the mill” jobs. We know they'll be hard to fill. 
To the right people, they will pay well. Of course, we'll move you. 


We are a Chicago advertising agenc 
a remarkably good profit pension p 


4 long in the business. We have 
lan and generous cash bonus as 


well. If you think you can “fill the bill”, send us complete details 
(no samples) in your first letter. Whether or not we believe you 
may be qualified, you will hear from us. Of course our people know 
of this ad. Box 809, Advertising Age, 200 E. Illinois St., Chicago 11, 


Illinois. 


CIRCULATION PROMOTION 
HELP NEEDED 


jor young experienced 

jon Man with ability to 
write convincing direct mail sales letters 
for subscription and agent programs. Ex- 
cellent opportunity to advance as Assist- 
ant to Circulation Director. Ideal living 
conditions in quiet progressive mid-west 
community. Attractive salary, profit shar- 
ing, pension, group insurance, and other 
fringe benefits. Send ome resume to 
gE. E. Ruther, Watt Pu ing Co., Mount 

jorris, Illinois. 


EASTERN ADV REP’... 


Prepared to move in fast to save lack 
of end of year renewal business and ob- 
tain new 1958 calendar year business 
Seeking aggressive publisher requiring im- 
mediate change. Experienced rep’ looking 
for just 1 solid industrial or trade book 
with scope and potential. Open door pol- 
iey at top agencies for this rep’! Highest 
references. Box 808, ADVERTISING AGE, 
480 Lexington Ave., New York 17, N. ¥ 


CREATIVE SALES 
PLANNER 
for major aircraft manufacturer 


Sales Promotion Specialist to develop 
programs and coordinate production 
of all promotion media including bro- 
chures, mailing pieces, motion pictures, 
slide presentations and advertising. 
Aircraft experience not required but 
should have handled large dollar-value 
items. This is a new position with ex- 
cellent potential. $10,000 plus to start 
and excellent fringe benefits. Reply 
in confidence to Box 811, ADVERTIS- 
ING AGE, 480 Lexington Ave., New 
York 17, N.Y. 


1000 IDEAS FOR $10 
Briefed 


Selling + Merchandising + Advertising 
Promotion ideas gathered and con- 
densed from the nation’s leading 
Business and Trade publications. 
Send $10 check or we will bill for 
12 monthly issues. 


BRIEFED PUB. INC. 


400 Madison Ave., Dept. A 
New York 17, WN. Y. 


NOW AVAILABLE 


Former MERCHANDISING AND 
SALES PROMOTION DIRECTOR 
of National Agency (one of top 
10) seeks challenging spot with 
AGENCY or NATIONAL AD- 
VERTISER. Heavy background 
in foods, petroleum products and 
a variety of others. Prior experi- 
ence as ad manager in confec- 
tionary field—unusually creative 
with thorough knowledge of 
graphic arts. Box 807, Advertising 
Age, 200 E. Illinois St., Chicago 
11, Illinois. 


Ritchie Moves 


Brylcreem, Eno 
Accounts to K&E 


(Continued from Page 2) 


as an example of how to introduce 
a product in a highly competitive 
market.” 

William Ohme, director of mar- 
keting for Ritchie, told Apvertis- 
ING AGE that the company sur- 
veyed agencies for about two 
months. The prospective agencies 
were picked from the agency reg- 
ister, with these factors in mind: 


vision department, (3) no compet- 
itive accounts and (4) branch of- 
fices. 

No presentations were asked for. 
Among the agencies up for serious 
consideration—in addition to K&E 
—were J. Walter Thompson, J. M. 
Mathes Inc. and Cunningham & 
Walsh. 

Television experience ranked as 
a very important asset, Mr. Ohme 
said. Tv has consistently been the 
No. 1 medium for Brylecreem, ac- 
counting, at times, for 90% of the 
total budget. 


s Brylcreem has been a heavy 
| user of spot television, particularly 
;on late night movies. It has had 

spot campaigns running on more 
| than 100 stations. Mr. Ohme indi- 

cated that in the future Brylcreem 

might make a network buy. Ac- 
|cording to one source, K&E’s 
| Hollywood office proved to be a 
| clinching factor. 

Atherton & Currier introduced 
|Brylcreem—a British product—in 
the U.S. and helped to move it 
into fourth place (behind Wild- 
root, Vaseline and Vitalis) in the 
men’s hair dressing market. 
| It moved the product, which 
|comes in jars or tubes, market- 
by-market—first in the Midwest 
and Southwest, then on the Pa- 
cific Coast and in the past few 
years in the East and Southeast. 
It is still stronger in the Midwest 
and Southwest than in other parts 
of the country. 


# Brylcreem is the “world’s larg- 
est selling men’s hair dressing” by 
virtue of its sales in Britain and 
other Commonwealth countries. It 
is also a strong seller in Europe. 
It claims a current annual world- 
wide volume of 60,000,000 pack- 
ages. 

The product is made by one of 
the divisions of the Beecham 
Group, Britain’s famed patent drug 
and cosmetic house. Ritchie, a sub- 
sidiary of Beecham, makes Bryl- 
creem in this country and in Can- 
ada. 

Up to now, Atherton & Currier 
had also been handling Canadian 
advertising for Ritchie through an 
office in Toronto. It is being re- 
lieved of this business, too, as of 
Dec. 1, with two Canadian agen- 
cies sharing in the spoils (AA, Oct. 
14). MacLaren Advertising is pick- 
ing up Brylcreem and Silvikrin, a 
women’s hair preparation not mar- 
keted in the U. S. McConnell, East- 
man & Co. will add Eno and three 
other drug items not marketed in 
this country—Lucozade, Macleans 
toothpaste and Macleans indiges- 
tion tablets and powder. 

Following Brylcreem’s success 
in the American market, Chese- 


(1) High billing, (2) strong tele-| 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
"107 N. LAGALLE, CHICAGO -, ILLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


tube. 


® Ritchie promptly 
against Chesebrough, 


cause confusion” 


filed 

claiming 
trademark infringement and un- 
fair competition (AA, July 8). The 
complaint said Chesebrough came | cago, has selected the Fred Har- 
out with Valcream because its Vas-| vey organization to operate five 
eline hair preparations “did not| restaurants and gift shops at five 
meet with the consumer accept- | twin 
ance enjoyed by Brylcreem.” 

The complaint charged Chese-| 187-mile Illinois tollway. The res- 
brough with copying the format 
and appearance of Brylcreem and} which 
said its “imitation” was “likely to | each side of the highway. Each 
to consumers. | restaurant will seat 200 diners and 
Ritchie further contended that it will include a dining room and a 
had expended “large sums of mon-| coffee shop and snack bar open 24 
ey” in advertising Brylcreem and| hours a day, as well as take-out 
that it is “presently enjoying great- | food service. 


it, like 
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brough Pond’s Inc. earlier this|er retail sales volume throughout 
year brought out a similar men’s | 
hair grooming aid under the name 
of Valcream, packaging 
Brylcreem, in a collapsible metal 


the U.S. 
preparation 
metal tubes.” 

Chesebrough has filed an an- 
swer to the suit, denying all the 
charges. + 


Fred Harvey to Operate 
Standard Oil Restaurants 
Standard Oil Co. (Ind.), Chi- 


than any competitive 
sold in_ collapsible 


suit 


service station locations 
Standard Oil is building on the 


taurants will be located on bridges 
link service stations on 


ONLY the record and JOURNAL 
GOLER 


Meriden * Wallingford, Conn. 


Tuis rich market of nearly 100,000 is lively 
and responsive! Annual food sales exceed $21 
million; automotive sales, over $17 million; and 
general merchandise, more than $10 million (SM 
"57 Survey). Advertisers like Meriden-Walling- 
ford'’s easy-to-reach urban concentration .. . 
easy, that is, only with Record & Journal 97% 
coverage. No combination of ABC Hartford or 
New Haven newspapers has more than 500 cir- 
culation here! 


The Meriden RECORD ond JOURNAL 


Meriden*Connecticut 


National Representatives: Gilman, Nicoll & Ruthman 


Consider 
these 
facts: 


GE's work force zooms from 400 
to 2300! (Roanoke's stee!, cement, 
woodworking plants expand. 
Rayon modernirzes, too.) 


Norfolk & Western ®. R. begins 
1957 $64,500,000 capital program 
with aii manufacturing being done 
in Roanoke. 

Two new multi-million dollar retail f 
stores downtown — two multi-mil- 
lion — shopping centers under 
way 


ADVERTISE IN. 


ROANOKE? 


No. 11 of a Series 


Roanoke — pacesetter for BUSINESS 
GROWTH the past ten years — 
now growing even faster! 


Result: Your product moves in Roanoke because the 
* Roanoke market is on the move! 


16 counties... 
a completely =, 
independent market 


Roanoke—Your key market in western Virginia 


is covered exclusively by the 
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Top Marketer 
Must Be Adman: 
Eldridge to ANA 


(Continued from Page 1) 
agement—he is going to be rele- 
gated to a somewhat subordinate 


position—an echelon below the) 


top marketing executive—and ad- 
vertising, as such, would be with- 
out direct representation in top 
management,” he said, adding 
that this would be “unfortunate” 
for the business itself. 


s Mr. Eldridge cautioned that un- 
less advertising managers qualify 
themselves to be considered as 
marketing men, “the adoption of 
the marketing concept in manage- 
ment and in business will inevi- 
tably downgrade the advertising 
function, because it will interpose 
between the top advertising exec- 
utive and the top management a 
function of which advertising is 
only a part, and a senior execu- 
tive to whom the advertising 
manager is subordinate.” 

According to Mr. Eldridge, the 
advertising executive should be a 
marketing man, also, because “the 
interdependence of all the mani- 
fold subsidiary parts of marketing 
is such that the marketing func- 
tion cannot be compartmentalized 
or fractionated without seriously 
impairing the efficiency of the to- 
tal marketing effort.” 

His reasons for his second the- 
sis—that the marketing executive 
must be an advertising man—Mr. 
Eldridge listed as follows: 


e “First, because while advertis- 
ing is only one of the components 
of the total marketing function, it 
is—and let’s not be coy or bashful 
about it—the most important 
component. It involves the great- 
est expenditure of money—an 
amount which it is estimated this 
year will approach the unimagin- 
able sum of $11 billion. 

“And it is certainly upon adver- 
tising that there devolves the 
most important single purpose of 
all marketing activity—-the build- 
ing of business through the estab- 
lishment of strong and loyal con- 
sumer franchises. 


e “Second, partly because of its 
transcendent importance to the 
whole marketing function—but 
even more because of the very 
nature of the advertising process 
—the top marketing man must 
himself understand advertising, 
and not depend upon subordi- 


nates, no matter how highly 
placed, to provide that under- 
standing.” 


® Mr. Eldridge said top market- 
ing jobs are too often going to 
men “who have no background or 
experience in advertising.” He 
said good sales managers would 
not qualify, because their experi- 
ence “is likely to give them a bias 
when it comes to appraising the 


ing on the one hand, and consum- 
er persuasion on the other.” 


need not be an expert in all activ- 


complex. 

“He can surround himself with 
functional specialists in these 
areas,” he said, “but he cannot 


skill and competence by proxy. 
That is one thing he must know 
and understand fully—he him- 
self.” 

Mr. Eldridge also told the ANA 
that it is “rather tragic that in 
|many cases so little discrimina- 
tion is being shown in the alloca- 
tion of marketing funds between 
advertising and promotions.” 


® He said “tens of millions of dol- 
lars that might better be devoted 
to the fundamental job of insur- 
ing the long-range future of a 
business or a product, by laying a 
foundation based on consumer 
awareness and consumer loyalty, 
are being spent for the purely 


|}ephemeral results that can be ob- 


tained through the use of expedi- 
ent promotional gimmicks of one 
kind or another. 

“Like Esau, I guess it was, we 
are in danger of selling our future 


heritage for a present mess of 
pottage.” 
Promotional] activities have 


their place, he went on, but “there 
should be a clear understanding 
of what advertising can and can- 
not do, and of what promotions 
can and cannot do.” 

He said the roles of advertising 
and promotions in a given situa- 
tion “should be decided by one 
person who is responsible for both 
functions, rather than by two per- 
sons—one of whom is responsible 
for advertising and the other for 
promotions. 

“And if this is true, then the 
advertising executive must have 
responsibility for promotions, as 
well as for advertising—which is 


be an all-round marketing man.” 


s Mr. Eldridge said the “most co- 
gent reason why the advertising 
executive should be a marketing 
man is to be found in the area of 
planning.” 

Since advertising holds a para- 
mount spot in the total advertis- 
ing plan, he said, the top ad exec- 
utive is the one who should have 
the responsibility for the coordi- 
nation and single direction of the 
plan. 

He pointed out to management 
that it “can rightfully expect” the 
following from its advertising ex- 
ecutive: 


e He should be able to lead, di- 
rect and inspire the company's 
advertising agency: 

“It has been my experience 
that the kind of work a client gets 
from an agency is likely to be no 
better than the leadership and di- 
rection which the client gives the 
agency.” 


e He should be able to evaluate 
creative work; be able to evaluate 
a media plan intelligently; be able 


He said the top marketing man 


ities making up the marketing 


obtain the necessary advertising 


another reason why he needs to| 


tivation of a lesser number of 
people is more desirable. 


e “He must be able to maiatain 
the proper balance, in proposing 
the amount to be spent for adver- 
tising, between desirability and 
affordability. There is probably no 
one thing for which advertising 
people are more generally criti- 
cized than their inability to docu- 
ment and justify their requests 
for money. 


“Too frequently the requested 
amount—and the justification for 
it—are based on some historical 
figure—so much per case, such a 
percentage of net sales, or a total 
dollar figure in line with what has 
been spent in the past. 

“It is obvious that these are not 
very satisfactory criteria—either 
of what is needed to do the job, or 
of its affordability. 


s “I,” continued Mr. Eldridge, 
“certainly have no formula an- 
swer for the first part of the ques- 
tion—namely, the amount that is 
needed. But I do have a sugges- 
tion that I think is relevant to the 
second part—and that is this: 
Base the advertising appropria- 
tion—and, in fact, all marketing 
expenses—on a percentage of the 
gross profit. 

“Such a method compensates 
for the fact that there is between 
products a wide variation in the 
amount and percentage of gross 
profit produced. And since it is 
out of gross profit that the funds 
for advertising and other market- 
ing expenditures must come—and 
out of which operating profit also 
must come—if the total marketing 
expense is kept to a _ predeter- 
mined (and satisfactory) percent- 
age of the total gross profit, there 
can be no further question of af- 
fordability.” 


s I. L. Eskenasy, vp of the Adell 
Chemical Co., said his product, 
Lestoil, is handled by a house 
agency, Jackson Associates. 

“They are the same as any oth- 
er agency,” he said, “except they 
are close by when needed, and the 
whole process of advertising from 
idea inception to final perform- 
ance is greatly expedited.” 

He said Lestoil had been 
pushed by “hit and run” cam- 
paigns, but that these failed to 
bring sustained sales boosts. Then 
Lestoil switched to continuous ad- 
vertising on a heavier scale—us- 
ing saturation tv. 

“We began our tv campaign 
four years ago, with an expendi- 


to determine whether extensive- | 


| ture of $300 a week on one station. 

Today we are spending $90,000 
each week on a total of 90 stations 
|—better than $4,000,000 per year 
in one medium only—television— 
and then in only a limited portion 
of the U. S., since our current dis- 
tribution covers only the North- 
east,” he said. 


@ Mr. Eskenasy reported thst a 
year after the start of saturation 
tv, Lestoil entered a new market 
where “results were more spec- 
tacular and sales increased rapid- 
ily.” 

| Then Lestoil moved from mar- 


relative importance of trade sell-| ness of coverage or intensive cul-| ket to market in New England 
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with its saturation tv. Lestoil, he 
said, became “the No. 1 selling 
‘all-purpose detergent in those 
|areas where it was advertised. 

“Our entry into a market is al- 
most down to a scientific formu- 
| la,” he said. “We know exactly 
|} how long it will take to ‘crack’ a 
| market—given a set number of tv 
;commercials per week in that 
market. With X number of tv 
spots per week, we do Y dollars 
sales volume after a_ certain 
length of time. If we double X— 
Y likewise increases proportion- 
ally.” 

He said there is a point of di- 
minishing returns, “because we do 
use up to 75 one-minute commer- 
cials per week in single cities to 
excellent advantage.” 

According to Mr. Eskenasy, 
“basically New York City Was not 
the least bit different from Ban- 
gor, Me.” 


# Arthur H. McCoy, exec vp of 
John Blair & Co., announced the 
top six spot radio commercials 
heard during the past summer. 
They were selected on the basis of 
interviews with about 150 agency 
men and 1,000 broadcasters in top 
markets. The sponsors: Pepper- 
idge Farm, Budweiser, Dodge, 
Pepsodent, Winston and Beech- 
nut. 


# Conrad Jones, partner in Booz, 
Allen & Hamilton, Chicago, urged 
advertising managers to become 
more active in developing new 
products for their companies. Ad- 
men, he said, should contribute 
ideas on what can be sold, what 
features will make consumers 
want to buy, and how to introduce 
new products more effectively. 

“Management needs to know— 
and early in a new product’s de- 
velopment—the nature and size of 
the marketing opportunity and 
marketing risk, both of which in- 
clude heavy advertising consider- 
ations,” he said. “These crucial 
data underlie new product deci- 
sions.” 

He cautioned that brilliant ad- 
vertising and marketing could not 
save a dying product. 

“I would encourage you to 
spend more time thinking about 
what’s wrong with the product 
(and suggesting improvements) 
rather than exclusively thinking 
about how the advertising and 
promotion can be improved,” he 
said. + 


Sterling Salt Square 
as Ever; Label’s New 


In a caption in the Oct. 21 is- 
sue, ADVERTISING AcE identified a 
square package of Sterling salt as 
a new container, replacing a round 
one. In fact, the package is the 
same, with a new label stressing 
an aluminum spout. 


Hoover Joins Creole Corp. 


Lawrence G. Hoover, formerly 
director of publicity for Time Inc., 
has joined the New York public 
relations staff of Creole Petroleum 
Corp. He has also been associated 
with Young & Rubicam as man- 
ager of public relations and pub- 
licity. 


FTC Joins FDA in 
Ettort to Head Off 
New Asian Flu Ads 


(Continued from Page 1) 
will move promptly to eliminate 
any claims that are false or mis- 
leading.” 


® The government’s concern over 
some recent campaigns promising 
protection from Asian flu had been 
expressed three weeks ago by Food 
& Drug Administrator George Lar- 
rick in a speech before the Na- 
tional Assn. of Retail Druggists. 
Subsequently he punctuated his 
warning by ordering FDA agents 
to seize shipments of Listerine and 
Vi-Jon which were accompanied 
by counter cards implying that the 
use of the preparations would re- 
duce the danger of infection from 
Asian flu (AA, Oct. 14, Oct. 21). 

The official statement of the 
Food & Drug Administration today 
did not specify the kinds of prepa- 
rations which are coming in for 
special attention in the drive 
against flu ads, but in his speech to 
the druggists, and in another talk 
before the wholesale druggists 
this week, Mr. Larrick said there 
is no support for claims that 
mouthwashes, gargles and anti- 
septics can be effective in fighting 
flu. 

(In Chicago the American Medi- 
cal Assn. released a_ statement 
praising the FDA and FTC for tak- 
ing a strong position on flu ads.) 


s The FDA statement said: 

“The Food & Drug Administra- 
tion of the Department of Health, 
Education and Welfare will take 
prompt action against any false 
and misleading claims by medicine 
manufacturers that products of 
limited benefit can effectively pre- 
vent or cure Asian flu or its com- 
plications. Such claims are contrary 
to the federal] law and the public 
interest. 

“The U.S. Public Health Service 
States that years of extensive re- 
search and laboratory investigation 
have shown inoculation with vac- 
cine is the only reliable means of 
preventing influenza. The diagno- 
sis of Asian flu and particularly 
the treatment of more serious com- 
plications are matters requiring 
the attention of a physician. Some 
drug preparations will relieve some 
of the discomforts of influenza, and 
these have a proper place in treat- 
ing the patient. But aside from 
the vaccine there are no drugs 
available to prevent this disease.” 


Lanolin Plus Agrees to FTC 
Order on TV Commercials 

Lanolin Plus Inc., Chicago, has 
agreed to a Federal Trade Com- 
mission consent order requiring it 
to eliminate any tv commercial 
which implies that detergent sham- 
poos sold by competitors will burn 
the hair. 

The consent order disposes of a 
complaint which FTC had issued 
July 8, charging that Lanolin Plus 
uses scare tactics to “frighten 
beauty-conscious young girls.” 


Glascock Howard 


PRESENT—At the NARTB Memphis meeting were Harvey Glascock, WKDA, Nashville; 
Ernie Howard, KARK, Little Rock; Earl Moreland, WMCT, Memphis; John Alexander, 
WFLA, Tampa; Irving Waugh, WSM-TV, Nashville; Eugene Weil, WLOK, Memphis; 
Robert Swezey, WDSU, New Orleans; W. J. Hearin, WABB, Mobile; John H. De Witt, 


Moreland 


Alexander Waugh 


Weil 


Swezey Hearin 


De Witt Linebaugh Brakefield 


De Vois 


WSM, Nashville; W. H. Linebaugh, WATB and WATB-TV, Knoxville; Charles Brake- 
field, WREC and WREC-TV, Memphis; Charles De Vois, WMPS, Memphis, and Fred 
L. Beard, WJDX, Jackson, Miss. The meeting, which ended Oct. 26 (AA, Oct. 28), was 
the finale of the seven NARTB regional conferences this fall. 
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Broadcast Promoters 
Flirt with General 
Media for Promotion 


Cuicaco, Nov. 1—Misgivings 
about trade paper advertising, cou- 
pled with growing interest in gen- 
eral publications, were evident 
among the radio and tv station 
promoters attending the second 
annual Broadcasters’ Promotion 
Assn. meeting here today. Theme 
of the meeting was making better 
use of business paper ads. 

“When advertising in trade pa- 
pers, you often get the impression 
you’re talking to yourself,” Jack 
Dorr, program promotion director 
of WBNS-TV, Columbus, told this 
morning’s session on trade adver- 
tising. 

In a recent ad campaign to build 
the station’s prestige, Mr. Dorr 
said, his station ran a schedule of 
ads in The New Yorker (because 
the station’s own survey indicated 
a large percentage of agency time 
buyers read it) and also in Fortune 
(partly because the magazine was 
able to merchandise the station to 
18,000 advertisers) . 

“We also bought a couple of spots 
on WCBS-TV, New York, which 
caused a lot of trade comment,” he 
said, adding, “I don’t think we sold 
any time with them, however.” 

Mr. Dorr said that in the For- 
tune-New Yorker “prestige” cam- 
paign, trade papers were found ef- 
fective in delivering the hard sell 
“punch” of the campaign by using 
copy and layout themes of the 
“prestige” ads to aid recall. 


s Meanwhile, James M. Kiss, pro- 
motion director of WPEN, Phila- 
delphia, said that he found the 
New York Times “a good trade pa- 
per in many ways.” He reported 
excellent response from page ads 
WPEN-TYV ran in the Times re- 
cently, announcing the station had 
achieved top listenership ratings in 
its market. 

Mr. Kiss emphasized, however, 
that his station preferred time 
buyer trade publications as its first 
line of advertising. Trade paper 
space salesmen, he said, are “the 
most helpful people in planning ef- 
fective trade ads.” 


® Jeffrey A. Abel, radio director 
of Henry J. Kaufman & Associates, 
Washington, D. C., scored the pro- 
moters for two particular ad prac- 
tices: (1) promoting ratings far 
out of line with their significance 
and (2) following a herd instinct 
in planning ads, resulting in a sim- 
ilarity which he said is evident in 
most station print ads. 

When talkng about creative sta- 
tion ads these days, he asserted, 
the word “creative” is used very 
loosely. 

Stations generally, he said, need 
to develop clearer ideas about 
their advertising objectives. They 
must also understand what the 
proper function of the trade papers 
is: “...To create a favorable cli- 
mate that makes the time buyer 
check further when the time to 
buy arrives...” 


s Also pleading for better plan- 
ning and improved copy themes 
was Frank Brady, vp of Cohen &| 
Aleshire, New York, who urged! 
more research to provide a basis 
for copy themes. 

By way of an illustration, he 
listed seven standard bases of ad 
copy used by stations and indicated 
how agency account executives and 
time buyers rated them for im- 
portance in a limited survey Mr. 
Brady made. 100 was the top rat- 
ing. The results: 
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Last Minute News Flashes 


K&E Gets McKesson & Robbins Liquor Unit 


New York, Nov. 1—McKesson & Robbins’ liquor division will move 
its advertising account to Kenyon & Eckhardt Jan. 1. Erwin Wasey, 
Ruthrauff & Ryan resigned the $1,250,000 account in September, fol- 
lowing the merger which created it, and retained the Brown-Forman 
account. K&E was selected from a final field that included Benton & 
Bowles; Cunningham & Walsh; Albert Frank-Guenther Law and Fuller 
& Smith & Ross (AA, Oct. 21). 


Burdick, Becker Adds New Lederle Product 


New York, Nov. 1—Lederle Laboratories division of American Cy- 
anamid Co. has appointed Burdick, Becker & Fitzsimmons to handle 
professional advertising for Aristocort, its new cortisone drug for ar- 
thritis. This is the third Lederle product the one-year-old agency has 
been given. Erwin Wasey, Ruthrauff & Ryan—through its Geare-Mar- 
ston unit—continues to handle Lederle’s other ethical drugs. 


Ford Instrument Leaves Basford; Sifts Agencies 


Lonc IsLanp City, Nov. 1—Ford Instrument Co., a division of Sperry 
Rand Corp., has decided on a “friendly parting” from G. M. Basford 
Co. and will move its account, worth “about $300,000,” on Jan. 1, 1958. 
A Ford spokesman denied that the James Thomas Chirurg Co. had 
been selected as the new agency, saying it was “not yet settled” and 
that four agencies are still in the race. 


Pabst Names Y&R to Handle Eastside Beer 

Los ANGELES, Nov. 1—Eastside Brewery division of Pabst Brewing 
Co., Los Angeles, has named Young & Rubicam its agency, effective 
Jan. 1. Final decision was between Y&R and Hixson & Jorgensen. The 
account has an annual ad budget in excess of $1,000,000. Leo Burnett 
resigned it in September following its resignation of the Pabst account. 
Eastside is distributed in California, Arizona and Utah, with major 
volume in Southern California. 


Lipton Seeks New Canadian Agency for Tea 


Toronto, Nov. 1—Thomas J. Lipton has asked eight agencies for 
presentations on its tea account in Canada, heretofore handled by 
Young & Rubicam. Y&R, however, adds the Wishbone salad dressing 
account and retains the company’s soup line in Canada. 


Pedersen Heads Ansco Ad Department 


BINGHAMTON, N. Y., Nov. 1—Ansco division of General Aniline & 
Film Corp. has appointed William K. Pedersen manager of its adver- 
tising department. With the department for the past three years, Mr 
Pedersen succeeds Winthrop Davenport, who has transferred to the 
marketing research department as a field representative. Con Donovan 
continues as director of advertising and promotion. 


Tastee-Freez Shifts to Rutledge & Lilienfeld 


Cuicaco, Nov. 1—Tastee-Freez Corp. of America has named Rutledge 
& Lilienfeld to handle its advertising, effective today. The company 
plans to add “intensive” local newspaper advertising to the national 
advertising it has been using and to add 500 to 1,000 to its present 
roster of 1,800 stores by the end of 1958. Russel M. Seeds Co. is the 
previous agency. 


Skade Named Senior VP of F&S&R 


NEw York, Nov. 1—Charles M. Skade, formerly controller of the 
American Management Assn., has joined Fuller & Smith & Ross as sen- 
ior vp-administration, a newly created office. 


Guardian Chemical Moves Account to Wesley 


New Yark, Nov. 1—Guardian Chemical Corp. has appointed Wes- 
ley Associates to handle advertising for its medical and chemical divi- 
sions. Most of the budget will go into ethical and medical publications. 
The account has been with Seklemian & North and, before that, with 
Dowd, Redfield & Johnstone. 


Meade Named VP-Information Services at CBS 


New York, Nov. 1—Everard Kidder Meade Jr., formerly with Earl 
Newsom & Co., has been named vp in charge of information services of 
the Columbia Broadcasting System—a new post. 


Bon Ami Names Kastor, Farrell for New Products 


New York, Nov. 1—Bon Ami Co. has appointed Kastor, Farrell, 
Chesley & Clifford to handle advertising on certain new products now 
in the test stage. Erwin Wasey, Ruthrauff & Ryan continues to handle 
Bon Ami powder, Jet Spray Bon Ami, Bon Ami cake and Glass Gloss. 


Simplicity Pattern Will Shift to Houston from Grey 


New York, Nov. 1—Simplicity Pattern Co. has appointed Bryan 
Houston Inc. to handle its advertising, effective Jan. 1. Grey Adver- 
tising Agency is the present agency. The selection process started Oct. 
1, with John Orr Young, advertising consultant, first screening all in- 
terested agencies. The company then interviewed 12. With a total mar- 
keting budget of approximately $1,700,000, Simplicity bills a minimum 
of $700,000. 


McCann Adds British Ads for Vick Remedies 


Lonpon, Nov. 1—McCann-Erickson Advertising here will succeed 
Lambe & Robinson next April 1 as British advertising agency for Vick 
cold remedies (Vaporub, Vapomist, inhaler, throat tablets, cough syrup 
and lozenges). McCann now also handles Vick in France, Brazil, Co- 
lombia, Venezuela and Peru. 


Brewer Adds to BSF&D Territory; Other Late News 


e International Breweries Inc., Detroit, has appointed Brooke, Smith, 
French & Dorrance, Detroit, to handle advertising for its southern di- 
vision, effective Jan. 1. The southern division, headquartered in Tampa, 
Fla., brews Silver Bar beer and ale. Brooke, Smith, which succeeds 


| Henry Quednau Inc., Tampa, on the southern division, also handles In- 


ternational’s Frankenmuth division and advertising and public rela- 
tions for the parent company. 


Account Time 
Execs Buyers 
Market data .......ccse 100 79 
Programming  ..........0-+ 90 100 
ROMGD © foo.ccsntndsoctodoccioocig 71 91 
Coverage maps ............ 58 76 
Merchandising .............. 58 3 
Station personalities ... 45 es | 
Endorsements .........00006 26 35 


e Leslie Munro, formerly a vp at Kenyon & Eckhardt, New York, 
has joined Ogilvy, Benson & Mather. She will be a vp and copy super- 


| visor. 


(Continued from Page 3) 
grant the plaintiff’s motion.” 


cotton test idea retained its value 
to Remington despite one tv com- 
mercial. Asked about its value now 
—after the Look ad—he declined to 
comment.) 


s Ironically, as_ things legally 
stand now, Schick can’t use this 
idea, and Remington Rand won't 
use it until its title is clear. But it 
is conceivable that any other 
shaver manufacturer can, since 
Schick was unable to stop publi- 
cation of a four-color page in the 
current 
price of a copy of the magazine, 
the core of the idea (Benton & 
Bowles’ version) is available to 
all. 

Shortly after taking the stand, 
H. Paul Warwick testified as to 
how he got the Schick account in 
October, 1955, after developing a 
“16-hour shave” concept. He said 
his agency was appointed late on 
a Thursday or Friday, and Schick 
wanted to use his commercials on 
a Robert Montgomery television 
show the following Monday. 

“In severing from Kenyon & 
Eckhardt to us, Mr. Gifford ex- 
plained that for the benefit of 
Schick he would like to give K&E 
an adequate termination period, 
which customarily is about 90 
days,” Mr. Warwick testified. 


s “He also wanted to start using 
the advertising ideas that we had 
presented, because as of this point 
they did not have anything they 
felt was right for this current sea- 
son, and the problem was how tc 
be able to use what we had pre- 
pared and how would the com- 
missions then become available to 
K&E, since it was our work. 

“We said, ‘Well, Ken, we don’t 
look upon this as any short-term 
relationship, and we anticipate 
this will go on for a long time, and 
we would be happy to do the work 
for nothing and turn the commis- 
sion over to K&E,’ which is ex- 


said. 
this testimony, K&E declined. 


his agency started collecting Schick 
commissions in January, 1956. 


strated without any cotton. 
“After you completed this dem- 


counsel, John H. B. Carter. 


“None. None whatever. My rec- 
|Ollection is that it laid a complete 
| egg,” he replied. 

| The short silent film made by 
| Warwick & Legler in its studios 


June 14, using a Remington shav-| 


| er, was shown in court. 


a While there was considerable 
discussion of the standard prac- 
tices suggested by the American 
Assn. of Advertising Agencies in 
termination agreements, in this 
case the court seemed inclined to 
| disregard Four A’s procedures, as 
| well as the suggestions of wit- 
_ nesses Simon and Kelley, as to 
what constituted a termination 
agreement. Judge Ganey stuck 
with the agreement submitted by 
W&L as being the one with merit. 

A seven-point agreement, it con- 


issue of Look. For the eres 


actly what we did,” Mr. Warwick 
Asked by AA for comment on 


Continuing, Mr. Warwick said 


® Both Mr. Warwick and Mr. Leg- 
ler, an earlier witness, described 
the circumstances under which 
the cotton test idea was present- 
ed to Schick on Dec. 6, 1956, and 
how the idea had been demon- 


onstration did the Schick people 
evidence any interest in it?” he 
was asked by the plaintiffs’ trial 


‘We'll Take Account, Let Commission 
Go,’ Warwick & Legler Told Schick 


volves: 


(AA reported last week that|® Mr. Warwick said Paragraph 5 
Remington Rand’s ad manager, applied to an ad for which the 
Robert Clarke, testified that the| charge was $2,466, a second one 


for $3,999, and a film costing $40,- 
| 000—all of which were never used 
| by the client. 

Under Paragraph 6, he alluded 
to a “wire screen” idea and a sec- 
ond one “based on closer shaves 
| with fewer strokes” and, of 
course, to the cotton test. 

A subsequent exhibit was en- 
tered, showing the agreement 
|made between Warwick & Legler 
|and Remington, by which Reming- 
jton was to pay a $5,000 non-return- 
| able advance plus $500 weekly 
iduring the period the idea was 
| used 


Mr. Warwick emphasized that 
this was not the idea’s true worth; 
rather it was, he said, a means of 
getting his agency’s “foot in the 
door” at Remington Rand. 


a“... The advantage that we 
had, in addition to what fee they 
would pay for the use of the idea, 
was the opportunity, through the 
relationship and the successful 
use of the idea, for us to obtain 
Remington Rand in part or in to- 
tal as a client of our agency—and 
those don’t come very easily. You 
don’t get very many of those. 

“It takes anywhere from three 
months to an average of two or 
three years to make a solicitation 
by which you get a new client.” 

Asked in cross-examination by 
the defense counsel what hope he 
had for obtaining Remington as a 
client, Mr. Warwick responded: 


s “If you know what they have 
had with the peach and brush, if 
the cotton test should turn out any- 
where near as successful as that 
there is no question, I believe, but 
what we will wind up with them 
as a client.” 

Pressed further, he commented, 
“Well, I can’t say that any officer 
of Remington Rand said they 
would do business with us if they 
used this idea and it was success- 
ful.” 

Q@. They haven’t expressed any 
dissatisfaction to you with their 
present agency [Young & Rubi- 
cam], have they? 

A. I don’t think that’s essential. 


s Following the decision by Schick 
to go to B&B, the sequence of 
events leading up to the court ap- 
pearances this month had their 
genesis in the termination agree- 
ments, although the precipitating 
factor was the cotton test idea. 

On March 20, according to evi- 
dence submitted, Paul Warwick 
wrote to Kenneth Gifford, in Mi- 
ami Beach, assuring him that “your 
understanding is correct that we 
shall not contact any other electric 
shaver manufacturer until June 30, 
1957.” Subsequently this was 
changed to June 15. 

A letter to Schick’s ad manager, 
iC. R. Whitmer Jr., about the same 
jtime, on the subject of unused 
ideas, points to Four A’s conven- 
tional industry practice, comment- 
ing, “Unused or unpublished ad- 
|vertising plans and ideas, pre- 
pared by the agency and paid for 
| by the agency, remain the agency’s 
|property.” Mr. Warwick men- 
tioned other ideas, such as a “once- 
a-day shaver,” with slots renamed 
“king-size elevator head” among 
|those rejected by Schick. Final 
| agreement on the wording was ap- 
parently reached April 10 between 
Mr. Warwick and Mr. Whitmer. 


« On May 23, the evidence shows, 
Mr. Warwick received a letter from 
|\Mr. Whitmer which started out, 


tains two pertinent paragraphs | “Recently, our new agency pre- 
around which the controversy re-'sented an idea involving the rub- 
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bing of cotton against the face for 
a demonstration of a close shave... 

“While Benton & Bowles pre- 
sented this idea without any 
knowledge of our prior talk. with 
you, and with some distinct ampli- 
fications, I thought I would like to! 
check it out with you, particularly 
in the light of our termination 
agreement. 

“So just to cover all the bases, I 


if we decide to, that we can pro- 
ceed to use this approach without 
any claims on your part...” 

Mr. Warwick replied June 3, re- 
calling the history of the cotton 
test submission, the termination 
agreement citing the agency rights 
to unpublished and unused ideas 
and concluded: 

“As you of course know, ideas of 
this type, which we believe to be 
both unique and most effective, are 
not only hard to devise, but con- 
stitute our agency’s stock in trade. 
We, therefore, cannot in justice to 
our own business give away such 
an idea, on which we have spent 
considerable time and money, 


would appreciate your assurance, 
compensation or return to us.” 
Further correspondence, appar- 
ently dictated with counsel in 
the background, established that 
Schick didn’t feel any prohibition 
on its use of the cotton idea. Suit 
was started when Warwick & Leg- 
ler learned, by methods not di- 
vulged, that Benton & Bowles was 
filming a commercial in California 


(socerage | 
than any other | 
tv station 
in Texas! 
Channel © Dallas | 
AIS 6 Suge tae B58 using the cotton idea. 


Are You Seeking 
A Copywriter? 


... Or are you a 
copywriter looking 
for a position? 


Either way—The Advertising Market Place in Ad Age 
very likely can turn the trick for you. 


For each week’s issue of Ad Age is read by almost 
150,000 key advertising, selling and marketing execu- 
tives. They are the people who have the authority to 
say “You’re Hired!” 

And they refer constantly to the Advertising Market 
Place for creative talent. 


So whether you’re available—or looking for someone to 
fill a job—the odds for getting good results fast from 
an inexpensive classified message in Ad Age are greatly 
in your favor! 


Try it—use this handy form today. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order, Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


1 ic os 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


without some adequate form of |. 
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COTTON PICKIN’ —This is the Look ad 

which may affect the disposition of 

the cotton test idea in advertising 
of electric shavers. 


At the beginning of the second 
day’s testimony, Sperry-Rand was 
joined with Warwick & Legler as a 
plaintiff, at Judge Ganey’s sug- 
gestion. 

On the stand that day, Mr. 
Bloede said that after his agency 
[B&B] made its cotton presenta- 
tion to Schick April 29—complete 
with magazine layouts, television 
commercials, direct mail pieces, 
etc.—Mr. Gifford commented that 
an idea “similar to this” had been 
suggested by Warwick & Legler 
some time previous. 

Later, Mr. Gifford said he had 
told Benton & Bowles to proceed 
with the cotton test campaign 
around June 24 or 25. He testified 
he had rejected Warwick & Legler 
in December and now accepted 
B&B’s presentation “because of the 
way it was presented to us, as a 
complete program far transcending 
anything in just the cotton dem- 
onstration...It grew on us...We 
thought that rather than just an ad 
that has a cotton demonstration or 
anything of that kind, this has the 
missing link, the handle, and in all 
advertising, as you know, we reach 
for the handles, which are many 
times harder than a demonstra- 
BOBnce” 


® He added that the populariza- 
tion of the phrase “cotton pickin’ ” 
by personalities like Ernie Ford 
and George Gobel was also a fac- 
tor in the decision. 

Asked whether he understood 
Paragraph 6 of the termination 
agreement included ideas which 
had been presented to, and not 
paid for, by Schick, Mr. Gifford 
said, “Never.” 

Q. Not paid for by Warwick & 
Legler? 

A. It was never my idea then, 
or the night of our severance, or at 
any time since. 

Over considerable objection by 
the plaintiff, it was put into the 
record that Schick had paid 
“slightly over $1,000,000” in com- 
pensation to Warwick & Legler 
during their association. 


s A new twist was introduced into 
the case with the appearances of 
advertising lawyer Morton J. Si- 
mon and marketing professor Wil- 
liam T. Kelley as witnesses for the 
defense. 

Both witnesses were there to es- 
tablish that the words “charged 


art” in the ad business, in that 
their connotation here is different 
from their meaning in common us- 
age. 

Mr. Simon maintained that the 
phrase “and charged Schick for” 
means “for which the agency has 
been paid, either through its over- 
all commission or through specific 
billings for particular items.” 

Q. When an agency receives its 
|commission of 15%, is it charging 
| for ideas created by its staff which 
are not paid for by the client? 

A. It certainly is charging for 
that and including that under its 


|mission—the 15% 


for” or “paid for” are “phrases of | 
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compensation. 
Mr. Simon added later that 
“ ‘charged for’ or ‘paid for’ or any 


lof those similar words means, in 
iz industry, money received by 


the agency through either the com- 
we have been 
|referring to—or specific bills which 
the agency is paid for, as for spe- 
cific outside items.” 


= Judge Ganey commented that it 
jwas a “difficult hurdle” for him 
|to accept this testimony as part of 
| the thinking of the two contractual 

parties [Schick and W&L]. He 
| added that he didn’t think any wit- 


except the court—were qualified 
to interpret the Schick-Warwick & 
Legler contract. He accepted the 
testimony subject to objections by 
the plaintiff. 

Just how significant this testi- 
mony may be, can’t be determined 
until Judge Ganey issues his find- 
ings of fact on the litigation, ex- 
pected shortly. 

The judge also wondered about 
the rights of Remington Rand in 
the entire matter, stemming from 
its agreement with Warwick & 
Legler. 

“Remington Rand may have a 
bigger potential than Warwick & 
Legler.” he commented, because of 
“the irreparable quality of the in- 
jury.” 

In addition to trial counsel, gen- 
eral counsel for the plaintiff is 
Felix H. Kent, partner in Lawler & 
Rockwood, and, for the defense, 
Theodore J. Miller, of Dunnington, 
Bartholow & Miller. 


® At the conclusion of the two and 
one-half days’ testimony, the law- 
yers agreed that they would try 
for a trial date on the permanent 
injunction the week of Jan. 20. 


nesses, or the Four A’s—anybody | 


Birth of an Idea 


Advertising ideas are born in 
strange ways. Gerald L. Holtman 
was a $6,000 a year copywriter 
working for Warwick & Legler 
when he conceived the cotton test 
idea which the agency later sold 
to Remington Rand for $5,000 and 
$500 weekly while used. With the 
agency from October, 1953, until 
April, 1957, Mr. Holtman is now 
with S. E. & M. Vernon Inc. Here 
is the exact testimony he used to 
describe the birth of his.idea: 


Q. How did you come about dis- 


covering this idea? 
A. Well, my daughter was born 
two years ago. After she was born, 
I started helping my wife take 
care of her, and we used cotton to 
wash her with. One day I was in 
the drug store—we needed more 
cotton and I said, “Give me the 
cheapest cotton that you have got 
that would be safe on a baby.” 
And the clerk said, “Well, I have 
some unsterilized cotton that will 
be perfectly safe.” He said, “Even 
if you bought the expensive ster- 
ilized cotton, the minute you open 
it in the air or dip it in the water 
it becomes unsterilized anyway.” 
So he suggested I buy the cheap 
|cotton, which I did, and we started 
using this cheap cotton, and I 
found that being cheap, it had 
short—what I didn’t know at that 
time particularly was short—-sta- 
ple. In other words, it was a 
cheaper grade of cotton. The long- 
er staple they use in a better 
grade of cotton, and this stuff was 
the sort of stuff they would prob- 
ably throw away; they wouldn't 
make cloth out of it. 


s In any case, we noticed it so 
much that my wife actually com- 
plained because often you would 
come away from the change table 
and cotton would be clinging to 
you. It was that type. But I said, 
“We will keep using it, because 
it doesn’t cost nearly as much as 
the other.” 

So at a certain point, being al- 
ways interested and always think- 
ing about demonstrations for 
Schick, I tried it on my face, and 
I found that it came off very beau- 
tifully, and I rubbed it against 
my forehead, and, of course, no 
cotton clung to my forehead, so I 
realized it was the cotton, the 
short staple cotton, clinging to the 
whiskers. I should say the cotton, 
because, again, I had not made 
an investigation. 

But having found this out, then 
I proceeded to read the package, 
and I saw that it said, “This is 
an inferior type cotton, short staple 
cotton,” and so forth. So before I 
did anything else I tried several 
experiments. I bought the more 
expensive cotton and I bought 
other brands of inexpensive cotton. 

Some of them didn’t say they 
were short staple; they all had to 
say they were unsterilized, and I 
found that even some of this cot- 
ton varied in degree. Apparently 
sometimes they have a little long- 
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er staple cotton that they throw) 
in just because it is there, and the 
market price varies, probably. But | 
in any case I found to make this 
test you had to buy cotton that 
was very short staple. 

Q. Now, over what period of 
time were you making these ex- 
periments with the cotton? 

A. Oh, I would say _ several 
months. It was off and on. 

Q. In what year? 

A. 1956. 

Q. And 
year? 

A. I would say in the late sum- 
mer, early fall. 


in what part of the 


® Another witness, Victor G. 
Bloede, copy chief at Benton & 
Bowles, described how his agency 
came up with its version of the 
cotton idea, after B&B got the 
account, in these words: 

“At these meetings, with the 
copy people present, we discussed 
how we would advertise the new 
Schick Powershave, the new prod- 
uct that was coming out in the fall. 

“My copy people submitted to 
me many demonstrations—I would 
think upwards of 20—none of 
which quite satisfied our objec- 
tive of getting a dramatic and dif- 
ferent demonstration. At one of 
these meetings I suggested to this 
copy group that they try tc pre- 
pare some television commercials 
and some printed ads on an idea 
that I had which was the use of 
Kleenex, in which you would rub 
Kleenex over the unshaven or 
rough shaven side, and the Klee- 
nex tears and leaves small pieces 
of Kleenex on the face. 

On the Schick-shaven side the 
Kleenex is not torn and leaves 
nothing. 


= “The next morning, one of the 
writers came in and fold me that 
he had thought of an improvement 
on my Kleenex suggestion, and he 
told me about the idea that turned 
into the cotton picking demonstra- 
tion. It involved rubbing cotton 
over the Schick side—no cotton 
adheres. Rubbing it over the other 
side—the cotton sticks to the face. 

“I was quite enthusiastic about 
his improvement and directed this 
group to start preparing television 
commercials and magazine layouts 
based on this idea.” 


Swan Song 


What happens behind the closed 
door when the multi-million dollar 
client is about to tell his agency 
president that they’re finished? 
In this case it assumes special 
significance because ownership of 
unpublished and unused ideas is 
involved. And there are two ver- 
sions of what went on behind the 
door. In their exact words, here 
is the testimony of the two main 
participants, H. Paul Warwick, 
president of Warwick & Legler, 
and Kenneth C. Gifford, chairman 
and president of Schick Inc. 


Warwick version: 

He started;I think, by saying 
something along the line, “I have} 
the sad duty to perform to tell you 
we are going to change agencies.” 

And then followed a discussion | 
of a mutual desire to maintain as| 
pleasant a relation as possible, be-| 
cause trails have a way of recross- | | 
ing, and one never knows what 
the future might bring. 

After a very pleasant discussion 
along this line—it wasn’t very 
pleasant to us—but, at any rate, 
it was a pleasant type of discus- 
sion, and Mr. Gifford said, “Well, 
now, I expect that you—-I expect 
the agency to turn over to the new 
agency everything that belongs to 
us that you charged us for, and 
that is the custom in the industry, 
to turn over to whomever we take 
on.” 

I said, “Certainly.” 
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.In the manner in which he put 


that phase of it, there couldn’t be 
the slightest objection. 


® And then he said, “In addition 
to that, I expect you to turn over 
to us any and all ideas or any- 
thing else of any kind that you 
ever submitted to us during your 
association with us.” 

I said, “What? Would you mind 


repeating that?” 
He did. 
I said, “I never heard of any- 


thing like that.” 

“Well,” he says, “that is cus- 
tomary industry practice.” 

I am quite sure Charles was 
in the room. [Ad Manager Charles 
R. Whitmer Jr.] He said, “Isn't 
that so, Charlie?” 

Charlie said, “Yes, Ken.” 


s I said, “I have never heard of 
it. I have been in this business 
35 years, and I have never heard 
of any such thing being standard 
practice.” 

I just couldn’t agree with that, 
and I know why I was saying it. 

We finally resolved it on this 
basis. I said, “I can’t agree to it.” 

Mr. Gifford said, “Well, after 
all, if it is industry practice we will 
go along with it.” 

I said, “I am sure it is industry 
practice, and I will have no prob- 
lem giving you evidence to that 
effect.” 

Mr. Gifford said, “If it is in- 
dustry practice, we would certain- 
ly go along.” 


Gifford version: 

It was in the evening of March 
13 after we had had a long meet- 
ing during the day, and at which 
time Mr. Warwick and Mr. Legler 
and two of their men, Mr. Cremin 
and Mr. Steen, I believe, presented 
some layouts of the magazine ads 
on the three different approaches 
or themes, and that night I told 
them that we had decided to make 
a change in advertising agencies. 

They had known for some days, 
or perhaps two or three weeks, I 
am not just sure of the time now, 
that we were considering other 
agencies, and I told them that 
night we had decided to make a 
change and that we would like to 
turn over everything to our new 
agency. 

I then disclosed the name of the 
agency, but told them the agency 
had not yet been informed of the 
change, but that we would tell the 
new agency the next morning. 


s Well, then ensued a visit, and 


then we got back to the tured 
over of materials. 

I said I assumed that they would | 
turn over everything to our new 
agency, Benton & Bowles, and 
there was no question but what! 
they would. 

He said certainly. | 

Then, in further discussing it, I 
said, “Now, you will turn over 
everything, just as was turned) 
over to you when you took on our | 
account.” 

And they said, “Certainly.” 


s Then to be more specific, I 
then commented on layouts, films, 
everything that they had produced | 
for us. That brought us into the 
question of the layouts that were 
brought that day. 

Mr. Warwick said, “Well, if you 
are not—you don’t mean such 
things as the layouts we had pre- 
pared for this meeting?” 

I hesitated and said, “Well, I| 
did mean and assumed that, just 
as my understanding of the prac-| 
tice, that you would turn over ev- 
erything.” 

Mr. Warwick said, well, that | 
was not his understanding, that | 
they had paid for it, we hadn't, | 
and that he assumed that that re-| 


mained their property. 


® It was then a question of the) 
Four A’s that came up, and I) 
quickly agreed that although it| 
was my understanding, he might| 
check with the Four A’s and that) 
I would also, as I believe was 
confirmed in one of the letters. 

It was left just about that way 
that night, as far as turning over 
everything, and there was no dif- 
ficulty or trouble about. it, be- 
cause it was as clear an under- 
standing as that, left only open to 
checking with Four A’s. 

I said that I would do my own 
checking also. 

Q. You have testified only with 
respect to the turning over of ma- 
terials. What discussion was had 
with Mr. Warwick about ideas? 

A. Not one thing; not any men- 
tion of ideas on my part or his. 

Q. Now, was it your understand- 
ing that the arrangement as left 
between you and him at that time 
related to anything other than 
materials? 

A. No, it was very clearly un- 
derstood that that was all we were 
talking about. The only question 
that was open was the matter of 
checking on materials which we 
had not used and were not—which 
we hadn’t paid for. + 
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} TEXT BY: GIAN-CARLO MENOTTI MUSIC BY: SAMUEL BARBER Me 
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Read it first in Esquire. . 


_World Premiere at the | 


‘ Metropolitan Opera, New York, January 26, 1958 is 
| —complete libretto in the December issue of Esquire, } 
on sale November 7, 1957 
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(Continued from Page 1B) 
listing of agencies’ greatest weak- 
nesses in the opinion of advertis- 
ing managers. This table and the 
two preceding ones show that 
foremost in the minds of advertis- 
ing managers as they evaluate 
agencies are creative ability, serv- 
ice, technical skill and knowledge 
of the industry. 

The answers to two other ques- 
tions in our questionnaire—why 
accounts that dropped agencies in 
the past year did so, and what 
criteria were used in selecting the 
new agencies—confirm the im- 
portance of these four factors. 


# Now we turn to four tables in 
the working relationships classi- 
fication. Table VI shows you how 
the two groups of advertising 
managers answered the question, 
“Do you, or do you not, feel that 
your account executive provides 
adequate liaison with the agency 
personnel working on your ac- 
count?” 

By and large, the account ex- 
ecutives do provide adequate lia- 
ison. Note that the larger adver- 
tisers are not as satisfied in this 
respect as the group as a whole is. 

Those advertising managers who 
do not consider their account exec- 
utives to be members of agency 
top management think less highly 
of these account executives for 
liaison purposes. Only 62% of 
them voted that the liaison was 
adequate. (This table, VII, is not 
reproduced.) 

I should emphasize here that 
inadequacy does not necessarily 
refer to lack of skill or lack of 
ability. Some respondents said the 
account executive had too much 
to do, Others said he never could 
be adequate liaison—that several 
people had to be involved. This is 
the sort of comment we are forced 
to omit in this short report, but 
which will be included in the 
final report. 


Now let’s go into reverse and 
see, in Table VIII, what agency 
executives think of advertising 
managers for purposes of liaison. 
Fewer than half the agencies 
think that advertising managers 
provide adequate liaison. Agencies 
billing over $10,000,000 thought 
somewhat more highly of adver- 
tising managers in this respect. 
No matter how one defines “ade- 
quate,” there seems to be a de- 
cidedly unsatisfactory condition 
here. 

The question of agency contact 
with client top management is per- 
tinent in connection with working 
relationships. Table IX shows that 
the great majority of agencies, 
large and small, consider their 
contact with client top manage- 
ment adequate. Parenthetically, it 
should be noted here that contact 
between top management of the 
agency and the client organization 
may be adequate at the same time 
that the account executive-adver- 
tising manager liaison situation at 
the operating level is unsatisfac- 
tory. 

Is this adequate agency contact 
with client top management bene- 
ficial? If the contact isn’t ade- 
quate, to what extent do working 
relationships suffer? Table X (not 
reproduced) shows how agencies 
feel about this. In general, you see 
that agencies consider that contact 
with client top management is de- 
sirable. 


s The next group of tables deal 
with the answers to compensation 
questions. 

We asked advertising managers 
the method of compensation they 
used for each of a number of serv- 
ices performed for them by agen- 
cies. For this presentation, we se- 
lected six services (Table XI). 

This is an instance where a 
breakdown by type of account 
(industrial vs. consumer) and size 
of account will be useful. These 
breakdowns will appear in the fi- 
nal report. 

Note Method 6, the last column. 
We asked the agencies checking 
this method for any service to 
write in the size of the percentage 


TABLE VI 


ADEQUACY OF ACCOUNT EXECUTIVE LIAISON 
(advertising manager opinion) = 


Adequate 78.3 118 
Inadequate 15.0 25.3 
Did not answer 6.7 29 
TOTAL % 100.0 | 100.0 
Effective sample | 3081 44] 
TABLE VIII 


Adequate liaison 46.3 58.3 
Inadequate liaison 498 38.9 
Did not answer 39 28 
TOTAL % 100.0 ©§=©— 100.0 
Effective sample 508 36 


added. Table XII shows their 
answers. As would be expected, 
15 is the most common percentage. 
A significant number add 17.65%. 


s Agency compensation for tv 
shows is a subject of much con- 
troversy these days. One of our 
questions, addressed to advertis- 
ing managers, asked them how 
an agency should be compensated 
for agency-produced tv shows and 
for packaged or network-produced 
shows. Table XIII shows that 


thought 15% was the right amount | 
of compensation. 31.1% thought it 
should be more than 15%. But 
for packaged tv shows, only 35.3% 
voted for 15%, while 58.5% 
thought the compensation should 
be less than 15% 

Let me give you an additional 
figure or two bearing on this 
question of tv compensation. 
46.1% of the advertisers using 
radio or tv packaged shows state 
that their agencies receive their 
entire compensation for these 
shows out of media commissions. 
31.7% of those advertisers using 
agency-produced radio or tv 
shows state that their agencies are 
also compensated for this service 
entirely out of media commissions. 


= We asked agencies that have 
produced tv shows whether they 
thought that, in general, the com- 
pensation for such shows should 
be more than 15%, 15% or less 
than 15%. We asked agencies that 
had bought packaged shows the 
same question. Table XIV gives 
the summary of their answers. 
69.7% of those that had produced 
tv shows thought the compensa- 
tion should be more than 15%. 
81% of those which had bought 
packaged shows thought that 15% 
was the right amount of compen- 
sation. 

We asked advertising managers, 
top management of companies 
that advertise, agencies and media 
their opinions as to how satisfac- 
tory the 15% media commission 
method of compensation is. Table 
XV shows what these people told 
us. No more than 50% to 60% 
of the respondents in any group 
thought the method satisfactory. 

A number of agencies thought 
in terms of the amount of com- 
pensation rather than the method 
in answering this question. Some 
who voted “satisfactory” qualified 
it by adding, “if supplemented by 
fees.” Some who voted “unsatis- 
factory” indicated that they did 
so because 15% was not adequate. 


® Those of you who received a 
questionnaire recall that we asked 
which of three alternative meth- 
,ods of compensation you would 
prefer if it were possible to have 
a completely free choice. Table 
XVI shows the choices. 

Here the emphasis was clearly 

}on method and not on amount. 
First, there was the _ regular, 
| orthodox 15% commission. Next, 
there was the alternative where- 
by agencies would be compensated 
by media for their services to 
media and by advertisers for their 
| services to advertisers. The sec- 
ond alternative called for no me- 
dia commissions; advertisers would 
pay an amount agreed upon with 
the agency. 

Note that here the majority of 
agencies came out for the orthodox 
15% commission method. To us, 
this means that agencies do prefer 
this method of compensation, de- 
spite the fact that in the preceding 
table they indicated dissatisfaction 
with the amount—15%. 

And at the same time, the fact 
that 36% of the advertisers spend- 
ing over $1,000,000 would prefer 
the second alternative, where no 
media commission is paid, indi- 
cates to us a significant dissatis- 
faction with this method of com- 
pensation. 


® Having asked whether the 15% 
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media commission was satisfac- 
tory, and which of three methods 
is best assuming the three were 
available, we then asked the three 
groups a decidedly opinion ques- 
tion, “Do you, or do you not, 
think there will be a change away 
from the media commission meth- 
od of compensation?” 

This last table (Table XVII) in 
today’s preview shows the result. 
Probably the most interesting 
facts here are that 27.3% of the 
advertising managers with large 


for agency-produced shows most | budgets think there will be no 
advertising managers (60.8%) | change, 


and that a somewhat 
smaller number—22%—feel that 
there will be a significant change 
leading to a new method of com- 
pensation. 


@ Just as we’ve shown you only a 
sample of the information we’ve 
gathered, and will show you much 
more in our final report, so also 
at this time we can give you only 
a brief indication of what we 
think the implications of this in- 
formation are. 

In a study of this tremendous 
size, having only recently received 
the last questionnaire returns to 
be included, we haven’t had time 
to draw out of the data all the 
conclusions and recommendations 
that will be presented when this 
job is done. But we have dug into 
the information deeply enough to 
see the general tenor of the con- 
clusions and recommendations. 

May I point out also here that 
while most of the tables shown to- 
day deal with opinions—and we 
shall have many more tables deal- 
ing with opinions—there is also a 
wealth of facts to present to you 
later. I refer to such information 
as the extent to which agencies 
regularly ask their clients to review 
the performance of people working 
on their accounts, the extent to 
which various agency services are 
rendered to clients, the methods 
employed by advertisers to im- 
prove the quality of agency serv- 
ices, and so on. 


® Now, to turn to the implications 
of the survey information, we 
found two things—working rela- 
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tionships and compensation—par- 
ticularly demanding attention. 

In too many client-agency situ- 
ations, working relationships are 
faulty. Expensive frictions and 
misunderstandings interfere with 
a smoothly operating partnership 
and prevent the advertising dollar 
from producing the optimum re- 
turn. No partnership is perfect of 
course, but any successful part- 
nership must be marked by a high 
degree of cooperation, understand- 
ing and confidence. 

As for compensation, the degree 
of dissatisfaction in the industry 
has been indicated in the tables 
you have seen. Recall that of the 
advertising managers with bud- 
gets over $1,000,000: 

17% said that the media com- 
mission was neither satisfactory 
nor practical. 

36% would prefer the second al- 
ternative—no media commission. 

22% think there will be a sig- 
nificant change away from the 
media commission method. 

38% think there will be some 
change away from the media com- 
mission method, although they feel 
it will be the dominant method. 


a Where faulty client-agency re- 
lationships do exist, they reflect 
weaknesses on one or the other 
side, or on both sides, of the part- 
nership, or what should be a part- 
nership. 

Let’s look at clients first. The 
survey indicates that client or 
management frequently doesn’t 
fully believe in advertising, 
doesn’t understand the true na- 
ture of advertising management 
or of the function of the adver- 
tising agency, doesn’t select ad- 
vertising personnel qualified to 
meet the requirements of the job, 
doesn’t give the personnel the au- 
thority and responsibility they 
should have, fails to give the 
agency the information it needs 
to render a fully effective adver- 


| tising performance, and second- 
| guesses its own advertising de- 
| partment and the agency. 


Advertising managers are ob- 
viously handicapped by top man- 
agement that commits the fore- 


TABLE Ix 


ADEQUACY OF AGENCY CONTACT WITH CLIENT 
TOP MANAGEMENT (agency opinion) 


AGENCIES 


Adequate Contact 84.4 80.1 
Inadequate Contact 14.6 16.7 
Did not answer 1.0 32 
TOTAL % 100.0 | 100.0 


Effective sample 
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going sins. But even when they 
have a free hand, they sometimes 
afford poor liaison between the 
agency and the company, over- 
emphasize the importance of ad- 
vertising to the point of diluting 
the strength of the company’s to-| 
tal marketing mix, press the agen- 
cy for service not really needed, 
and fail to evaluate agency services 
in any systematic manner. 


s These facts are supported by 
the answers to a number of ques- 
tions we addressed to agencies 
and advertising managers. For 
one example, when we asked 
agencies what clients do to pre- 
vent them from getting maximum 


value from their agencies, 21% 
mentioned poor planning, 23% 
lack of confidence, 25% insuffi- 


cient information, and 19% 
ond-guessing. 

Agencies not infrequently con- 
tribute to faulty working relation- 
ships in some situations by failing 
to probe deeply enough into the| 
client’s industry and business as- 
a whole and its marketing opera- | 


sec- 


tions in particular, by disregard- | all—agencies themselves would be | Solving them. 


ing the demands of the marketing 
mix, by being reluctant or un-| 


willing to explain the “why” of'formed by agencies for media|Client-agency basis. The buck | 


TABLE XII 


TO AGENCY COSTS ° 


PERCENTAGES ADDED 


their recommendations, or, just 
the contrary, by giving in too eas- 
ily to client’s criticism and modi- 
fying recommendations simply to 
please the client. 


s In instances where a compensa- 
tion problem exists, a solution is 
too frequently impeded, in our 
opinion, by such fallacious (even 
if sincere) thinking as: 

1. A value cannot be placed on 
creative effort and therefore the 
15% media commission method is 
the only practical one. 

2. If the 15% media commis- 
sion were eliminated: 

A. Creativity on the part of 
agency personnel would be dis- 
couraged. 

B. The incentive of agency 
personnel to put forth their best 
efforts would be reduced. 

C. Advertisers would be un- 
willing to compensate agencies 
adequately for their services—ad- 
vertisers would buy the lowest- 
priced service, disregarding qual- 
ity. 

D. Most direct prediction of 


eliminated. 
E. The services now per- 


service 


Copy (magazine, 


newspaper) 
Copy idirect 
mail, display) 18 55.2 
Finished Art 8 60.0 
Marketing 
Research 21 58.7 
Publicity 19 443 
Engravings, 
Typography 4 56.7 


23.4 


TABLE Xi 


More than 15% 


Effective sample 


15% 60.8 35.3 
Less than 15% 8.1 58.5 
TOTAL % 100.0 100.0 


TABLE XIV 


COMPENSATION FOR AGENCY PRODUCED TV 
SHOWS COMPARED WITH BOUGHT TV SHOWS 


(TV age 


More than 15% 


opinion method ) 


Effective sample 


15% 29.7 80.9 
Less than 15% 6 6.3 
TOTAL % 100.0 100.0 


{would no longer either be per- 
|formed or performed as well. 

3. A compensation method that 
is best for agencies is best for ad- 
vertisers. 

4. The installation and mainte- 
|mance of a cost accounting system 
| adequate to show profit and loss 
| by accounts is too expensive to be 


132A 


TABLE XV 


| practical. 
5. A fee basis of compensation Satisfactory 60.5 513 617 471 53.4 
|inherently involves continuous : 
bickering and haggling between| | U*°21'stoclory bul | 946 | 309 | 244 | 427 | 280 
|agency and clients—the everyday P 
_client-agency relationships would Neither satisfactory 119 173 98 10.0 174 
|be considerably altered. nor practical 7 , : ; 
Did not answer 30 5 41 2 12 
| 
| What Needs Doing | TOTAL % | 100.0 | 100.0 | 100.0 | 100.0 | 1000 
_ What needs to be done in the | Effective sampie 3081 477 193 508 596 
| light of such conditions as these? | 
| Most needed, in our opinion, is a | 
| willingness on the part of all seg- 
ments of the industry to recognize | TABLE XVI 
at the problems do exist and to | 
| face up to them cbjectively, plus a | 
|determination to use the abun-| 
| dance of available creative talent | 
jand ingenuity in the industry in| 
| Where the problems exist, they 


|must be solved on an individual | ar | 
|}ean’t be passed to others in the 
|industry, to the industry as a} 
whole, or to outsiders. And the! 
| problems should be attacked now. | 
Tomorrow may be too late. There 
is no time for complacency. 

“Client top management must 
|make up its mind whether it 
really believes in advertising or 
not; recognize the nature and de- 
mands of the advertising job and 


Orthodox System 
First Alternative 
Second Alternative 
Did not answer 


TOTAL % 


67.3 
9.1 
9.7 

173 

100.0 


select an individual qualified by 
experience and training to fill it; 
give this man authority and re- 
sponsibility; require that the 


Effective sample 


908 


agency account executive be a 
member in full standing of the 
company’s marketing team; insist 
on a carefully integrated market- 
ing program with advertising 
properly proportioned to the other 
components of the mix; require 
that marketing and advertising 
/meeds be carefully ascertained 
,and the requisite services to fill 
|them be purchased from the best 
| qualified source; insist on a form 
and amount of compensation fair 
to both seller and the company; 
and support reasonable efforts to 
improve methods of measuring 
the effectiveness of advertising. 

Parenthetically, if advertising’s 
effectiveness could be measured 
to a greater extent than is now 
possible, problems of working re- 


Ps ee a 


No Change 

Some Change 
Significant Change 
Don't know 

Did not answer 


ADVERTISING MANAGERS 
ALL AD MGRS. | AD MGRS BUDGETS 
"| VER $1,000,000 


EXTENT CHANGE FROM MEDIA 
COMMISSION METHOD © 


| scencas | WCIES eae 


lations and compensation would 
shrink considerably in size. 

The role of the advertising man- 
ager is perhaps adequately implied 
in the foregoing comments. 


TOTAL % 


Effective sample 


s In general, he should see that 
advertising objectives are clearly 
defined; use them constantly as a 
basic measure of the worth of 
agency recommendations; insist 
that recommendations be accom- 
| panied by “reasons why” and any 
| alternatives considered; maintain 
|contact (along with others in the 
|company marketing department) 
with all members of the agency 


and loss statements by account.| tices with due regard for the in- 
40% do not have cost accounting | terests of both advertisers and 
in this respect today. |agencies, and with the ultimate 
Agencies should take the initi-| objective in mind of making all 
ative in searching for better com- | advertising more productive. 
pensation methods, remembering, We believe that advertising is 
that for the client which is dis-|a most important activity in our 
satisfied with media commissions| economic system. We believe it 
as the basic method of compen-j|has made, and is making, a great 
sation, such arguments as “It| contribution to our economic wel- 
works,” “It’s simple,” and “It| fare. We believe that advertisers, 
evolved naturally” have little or | advertising agencies and media 


them solely to services really | The vaunted current flexibility 
needed by the company and best/of compensation arrangements in 
provided by the agency; and con-| general means little to the adver- 
tinuously endeavor to find the|tiser (or agency for that matter) | 
best method of agency compen-| which finds the flexibility too 
sation—one that is mutually sat-| limited to meet its specific re- 
isfactory. | quirements. 

' Parenthetically, again, we think 
® Agencies could make a con-/ that too many agencies underes- | 
tribution to advertising generally | timate their ability to command 
by refusing to service accounts | the prices their services merit un- 
| whose policies stand in the way of der any method of compensation, | 
|a fully effective performance by | and also underestimate the will- 
the agencies, and by individually |ingness of advertisers to pay ad- 
or jointly “selling” advertising and|equately for a high quality of| 
the agency function to business | service. 
men. } 

On the day-to-day. operating| # As for media, our only recom- 
level, our survey reveals need for mendation at this time is that 
better ways of measuring and im-| they, too, study this whole subject 
proving the quality of their serv- of compensation objectively, re- 
ices. Agencies should have profit viewing their policies and prac- 


team; restrict his demands on| no weight. 


deserve great credit for this con- 
tribution of advertising. 

But equally we believe that 
complacency with the status quo 
is highly undesirable. Advertising 
faces even bigger challenges 
ahead. Current approaches, poli- 
cies and practices may not be 
adequate to meet these challenges. 

That is why we think this tak- 
ing count of stock is worth while. 


| We play only a relatively minor 


role in making it worth while, 
however. The major role must be 
played by you. 

This then, is the story we have 
to tell you today. Brief as it is, it 
has served, I hope, to indicate 
the scope of our findings, the im- 
plication of the findings, and the 
sort of thinking and action we 
feel are calied for on the part of 
advertising practitioners. = 
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